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Abstract 
Corporate Social Responsibility (CSR) frameworks worldwide have been dominated by the 
concerns and needs of large companies whose highly formalised CSR management sys-
tems often failed in previous years to prevent anti-social and illegal behaviour. Thus, there 
is growing interest in informal processes, relationships and organisational cultures – and 
corresponding business models – that embed and exemplify CSR. It is proposed that de-
tailed study of Small and Medium-sized Enterprises (SMEs) with informal and non-
systematic approaches to CSR can shed light on the process and effect of cultural embed-
ding of CSR values. This research focuses on a sample of SMEs in Switzerland to investi-
gate the “raison d’être” that make up such informal CSR. Firstly, using a stakeholder map 
methodology, it explored the current state of CSR in Switzerland and identified SMEs as 
being the most significant CSR stakeholders. A network analysis resulting in specific pa-
rameters confirmed the importance of SMEs and their pursuit of an unconventionally in-
formal and idiosyncratic CSR core logic. By method of interviewing 40 SME owner-
managers, the next research step examined in more detail such dynamics and patterns 
among Swiss small business CSR. A Delphi process aggregated the results into an over-
arching small business model for CSR – L’EPOQuE. This model has six key features: 1) a 
visionary Leadership approach, where the leader “is” the business and vice versa, 2) long-
term and trust-based relations to Employees, 3) niche Products, 4) driven by networks and 
informal, flat Organisations, 5) by efficient Quality, and 6) by Education to establish eth-
ics during work socialisation. A further Delphi process explored the features’ consistency 
with criteria of conventional models. It confirmed the six key features and encouraged at 
the same time slight modifications with regard to nomenclature of sub-features resulting in 
L’EPOQuE 2.0. This heightened the power of this CSR-driven approach to be a new tem-
plate for informal set-ups, and niches. It emerges from the difficulties some mainstream 
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business models have to satisfy the needs of business at the nexus of culture and economic 
rationale. The sixth section explored, in four focus group discussions, motives inherent to 
the role and dynamics of CSR in Swiss small firms. The results support earlier findings and 
confirm the intrinsic motivation in Swiss SMEs coming from their philosophy of steward-
ship and aspiration and ambition of excellent craftsmanship. Accordingly, Swiss SMEs are 
particularly looking at social and labour issues of CSR. This contrasts with the approach of 
Multinational Enterprises (MNEs), which are primarily interested in environmental aspects 
and assume a financial benefit from their engagement. This raises two arguments in CSR: 
one is that companies evidently can be competitive in CSR (and economically) with a flex-
ible, ethics-based approach, which contradicts the exclusivity and predominance of the 
“business approach” and its formalised systems aiming at profit-maximisation. This sug-
gests that CSR can be intrinsic to the business or extrinsic, so that, secondly, the question 
arises under what circumstances one is to be preferred over the other and what the cost of a 
mismatch would be. Ultimately, a comparative overview over 15 different countries to 
explore explicit vs. implicit CSR (using the categories of intent, codification, motives, and 
language) revealed a universally supra-national CSR approach in SMEs from Switzerland 
and elsewhere. Thus, it is concluded that SME culture and an informal CSR core logic are 
strongly formative and supersede forces of market economies, nationally cultural patterns, 
and language. Hence, CSR classifications of countries by their market system, as found in 
the comparative capitalism literature, do not match the practices in SMEs as they mirror 
neither their business nor CSR. This raises again questions on the universality and general-
isability of unmediated, explicit management concepts, especially in the context of small 
firms. At the same time, this confirms L’EPOQuE 2.0 as spanning across business models, 
mirroring culturally independent key features of SME businesses. In other words, there is a 
much bigger portion of “SME” than “Switzerland” in L’EPOQuE 2.0.  
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 1 Introduction 
Corporate Social Responsibility (CSR) frameworks worldwide have been dominated by the 
concerns and distinctive needs of large companies and by efforts to direct CSR through a 
formal management system (Weber, 2008: 251; Mason and Simmons, 2013: 81; Cassimon 
et al., 2015). However, most businesses are small organisations and approaches to social 
responsibility in these companies are less well researched and understood.  
Given the numerous and well-publicised problems and scandals involving large corpora-
tions whose highly formalised CSR systems often failed to prevent anti-social and illegal 
behaviour, there is growing interest in informal processes and relationships that foster or-
ganisational cultures that embed and exemplify CSR. It is proposed that a detailed study of 
Small and Medium-sized Enterprises (SMEs) with informal and non-systematic approach-
es to CSR can shed light on these issues of cultural embedding of CSR values.  
Multiple motives, such as internal desire, morale, virtues, or external pressure and/or fi-
nancial added value can be applied as reasons to “do some CSR” (Maas and Reniers, 2014: 
114). This wide spectrum of motives for CSR is responsible for its diffuse character and an 
endless list of definitions. A comparative and extensive overview can be found in van 
Marrewijk (2003: 98ff.) or Kakabadse et al. (2005: 277ff.). Whether companies are “not 
interested at all” or widely known as “sustainably responsible” is another facet that charac-
terises CSR or, to be precise, the developmental phases of companies regarding their CSR 
engagement (Maas and Reniers, 2014: 111). The question of why firms should be interest-
ed in CSR is, indeed, a matter of ongoing debate (McWilliams and Siegel, 2001: 121).  
Evidently, social responsibility as a concept is not easily assessed as it pits individual 
against community, business against society, and economic goals versus ethical inclination 
(Lorenzo-Molo and Siloran Udani, 2013: 128). This thesis takes a closer look at a “raison 
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d’être” or business model, which might occur at this nexus between businesses, their cor-
porate cultures, employees, communities, and society (Lorenzo-Molo and Siloran Udani, 
2013: 128). 
Bowen (1953: 37) saw CSR as the “obligations of businessmen to pursue those policies, to 
make those decisions, or to follow those lines of action which are desirable in terms of the 
objectives and values of society”. Consequently, companies should consider their respon-
sibility towards several societal stakeholders and their objective to generate profit, which is 
based, inter alia, on their stakeholder relationships. These relationships encompass many 
interests, first and foremost of which are social and environmental issues (Russo and Per-
rini, 2009: 211).  
This concept is built on many attempts to define the nature and rules of CSR, where after 
the symbiotic and long-term relationship between “business and society” became central 
(Swanson, 1999: 508; Castelló and Lozano, 2011: 15). In other words, the integration of 
business into society is crucial, where society is lending its legitimacy and prestige to busi-
ness (Garriga and Melé, 2004: 61) and business takes on a responsibility for its operations 
(Russo and Perrini, 2009: 211).  
Such institutional norms, which evolve from public opinions, educational systems, profes-
sions, ideologies, and certification bodies (Scott, 1987: 500), act as a social contract (Robin 
and Reidenbach, 1987: 49) that organisations should respect in order to attain legitimacy 
and cultural support (Du and Vieira, 2012: 418ff.). CSR actions are thus means by which 
organisations can satisfy these socio-cultural norms by contributing to long-term social, 
economic, and environmental benefits (Kotler and Lee, 2005: 65; Palazzo and Scherer, 
2006: 79). 
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In the political and business debate that started in the early 1990’s, corporate responsibility 
issues have gained importance mainly due to the realisation that development centred only 
on economic growth paradigms is unsustainable (Katsoulakos and Katsoulakos, 2007: 
361). So the view developed that, for a process aimed at balancing economic growth with 
environmental sustainability and social cohesion, more pro-active roles of states, compa-
nies, and communities are needed (Katsoulakos and Katsoulakos, 2007: 361). This debate 
founded interlinked movements in the corporate world under the names of CSR, corporate 
sustainability, corporate governance, and corporate citizenship (cp. Sections 2.1 and 2.2). 
Corporate sustainability represents a business management approach that should in the 
long-run provide better value for shareholders as well as for other stakeholders. Corporate 
governance reflects the way companies address legal responsibilities and provides the 
foundations on which CSR and corporate sustainability practices can be built to improve 
responsible business operations (Katsoulakos and Katsoulakos, 2007: 361). Corporate citi-
zenship regards companies as societal citizens that also have certain responsibilities to-
wards society, such as economic, legal, ethical, and philanthropic responsibilities (Matten 
et al., 2003: 115; Justice, 2002: 8). Scherer and Palazzo (2007: 1111ff.) think of corporate 
citizenship as a more political interpretation of CSR. In accordance, the Enquete Commis-
sion of the German Bundestag (2002: 457) understands CSR as “an ideal generic term and 
the roof, under which corporate citizenship is integrated”. As a consequence, the field of 
responsible business strategy has become a dynamic and challenging subject.  
The process of globalisation and international trade reflects increased business complexity 
and demands for the abovementioned conceptualisations of this complexity in order to 
reach greater transparency (Jamali and Mirshak, 2007: 251). Traditionally, governments 
were responsible for improvement of living conditions, but today, society’s needs have 
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stretched the capabilities of states (Jamali and Mirshak, 2007: 253). Jamali and Mirshak 
(2007: 249) conclude that the private sector as key creator of value and managerial re-
sources is the principle growth engine and has a duty to contribute to equitable and sus-
tainable economic growth. CSR recognises this role of business as an active partner in a 
world of shrinking resources and, thus, of scarcity (Jamali and Mirshak, 2007: 253). Weber 
(2008: 251) or Carroll and Shabana (2010: 99ff.) state that in general companies can profit 
from a strategic engagement in CSR by reducing costs and risks (e.g., energy-saving and 
environmentally sound production practices), gaining competitive advantages (e.g., inves-
tor relations management), by developing reputation and legitimacy (e.g., transparency 
practices), and by seeking win-win outcomes (e.g., charitable donations to education and 
stakeholder engagement).  
To conclude, the definition of CSR is a matter of ongoing discussion recognising that nu-
merous definitions can lead to confusion and misperception. In order to collect data with 
regard to the six research questions posed here (see next Section 1.1) that cover a wide 
range of different CSR aspects – i.e., various stakeholders’ CSR, CSR in SMEs, with re-
gard to motives and different manifestations of CSR and, finally a comparative overview – 
a broad definition of CSR is needed. As a consequence, the European Commission’s 
(2011: 6) definition of CSR as: “the responsibility of enterprises for their impacts on socie-
ty” is adopted in this thesis.  
Although this wide understanding of such a complex concept could be a drawback, espe-
cially on internal validity, it enables at the same time, more importantly, the identification 
of different idiosyncratic business agendas, various motives and diverging manifestations 
of CSR, and lastly, cultural leverage in order to motivate further investigations. This allows 
the collection of rich data for a qualitative, in-depth exploration of the role and dynamics 
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of CSR in Swiss SMEs as core purpose of this research in the pursuit of grounded theory 
principles (as outlined in Section 1.2.1 and visualised in Figure 1).  
Above all, CSR gives rise to a discussion on the nexus of society, companies and their re-
spective contribution. This research focuses on a sample of SMEs in Switzerland to inves-
tigate the role and dynamics of CSR with a special eye on processes, values, and relation-
ships that make up informal, CSR-oriented organisational cultures manifesting in a respec-
tive “raison d’être” or business model. 
1.1 Research Questions and Aim 
This research answers the question “What are the role and dynamics of CSR in Swiss 
SMEs?” Several research steps helped to answer this question. Specifically, the research 
questions (1-6) posed in this programme of work are: 
1) What are the characteristics of the Swiss CSR stakeholder environment? 
2) How do patterns of CSR practice in Swiss SMEs relate to their business practices? Is 
there a Swiss business model? 
3) How do key drivers, peculiarities, and dynamics of Swiss SMEs determine the Swiss 
CSR business model? 
4) How consistent is the Swiss model with conventional business models? How do the 
relative surroundings reflect the need for new templates? 
5) How are Swiss companies motivated for CSR and how does CSR manifest in SMEs 
compared to Multinational Enterprises (MNEs)? 
6) How do CSR approaches in SMEs on a global scale relate to Swiss SMEs? To what 
extent do the identified CSR agendas allow categorisation according to explicit/implicit 
CSR? 
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An overview of the different data gathering methods employed for the different research 
questions can be found in Table 1, more details in Section 1.2.1 and alongside the specific 
sections. 
Question 
/ Section 
Method Outcome Publication / Conferences (see 
also storage media in Appendix 19) 
Comments 
1) 
Section 3 
Open, ex-
ploratory 
face-to face 
interviews, 
analysed us-
ing 
MAXQDA 
and quantita-
tive network 
analysis us-
ing 
VennMaker  
Stakeholder 
analysis 
map, initial 
idea of 
SMEs as 
crucial 
stakeholder 
group  
Stakeholder Mapping of CSR in 
Switzerland. Social Responsibil-
ity Journal. 2015. Vol. 11(4). 
pp. 780-830. 
6th International Conference on 
Corporate Sustainability and 
Responsibility. 2014. Berlin. 
Swiss stakeholder salience, con-
cerns, and ethics. CRRC Confer-
ence. 2014. University of Leeds.  
This is the 
initial ex-
ploratory 
part of the 
project, 
involving 
27 inter-
views with 
stakehold-
er repre-
sentatives  
2) 
Section 4 
Open, ex-
ploratory 
face-to-face 
interviews, 
analyses us-
ing Legew-
ie’s global 
analysis 
(1994) and 
Mayring’s 
(1996; 2003) 
qualitative 
content anal-
ysis 
Initial idea 
of a Swiss 
CSR busi-
ness model  
Looser, S. (2015). Le forma-
lisme a des coût invisibles pour 
les PMS suisses. L’expert comp-
table suisse. Vol. 1-2. p. 9.  
Looser, S. (2015). Formalisie-
rung und ihre „grauen“ Kosten 
bei Schweizer KMU. Der 
Schweizer Treuhänder. Vol. 1-2. 
p. 8. 
Swiss small business model as 
value driver for CSR. First Aca-
demic CSR Summit @ German 
CSR Forum. 2015. Ludwigs-
burg. 
This is the 
follow up 
explorato-
ry part of 
the pro-
ject, in-
volving 40 
company 
interviews 
3) 
Section 4 
Delphi meth-
od, action 
research as a 
way to deep-
en under-
standing of 
the model’s 
application 
and robust-
Clear un-
derstanding 
of how the 
business 
model func-
tions and 
how accept-
ed it is 
across 
An emerging template for CSR 
in Switzerland. Corporate Own-
ership and Control Journal. 
2015. Vol. 12(3). pp. 541-560. 
Tue Gutes und sprich nicht dar-
über – implizite Unterneh-
mensverantwortung bei Schwei-
zer KMU. In Wagner, R., 
This eval-
uates and 
verifies 
the model  
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ness  SMEs  Roschker, N. and Moutchnik, A. 
(Hrsg.). CSR und interne Kom-
munikation. Forschung, Praxis 
und Beratung. Springer Verlag. 
4) 
Section 5 
Literature 
review and 
two-stage 
Delphi meth-
od 
Clear un-
derstanding 
of how the 
business 
model fits 
to standard 
business 
model 
frameworks 
Swiss CSR-driven Business 
Models: Extending the main-
stream or the need for new tem-
plates? Corporate Ownership 
and Control journal. 2016. 
Vol.4. in press. 
Standard vs. Swiss business 
model: A pairwise comparison 
of drivers for CSR. ICSR 2015. 
American College of Greece. 
Athens. 
This part 
checks the 
model’s 
feasibility 
and validi-
ty check  
5) 
Section 6 
Face-to-face 
focus group 
discussions 
with large 
and small 
company 
leaders 
Clear in-
sight into 
the role and 
place for 
intrinsic or 
extrinsic 
CSR agen-
das, and 
how they 
link with 
business 
practices  
Doing well or doing good? Um-
weltWirtschaftsForum. 2015. 
Vol. 4. 
Doing well or doing good? In-
trinsic and extrinsic CSR in 
Switzerland. CRRC Conference. 
2015. Kedge Business School 
Marseille. 
Ethics of the firm, for the firm or 
in the firm? Purpose of extrinsic 
and intrinsic CSR in Switzer-
land. Social Responsibility Jour-
nal. 2016. Vol. 12(3). in press 
This com-
pares the 
SME CSR 
business 
model 
with ex-
trinsic 
CSR ap-
proaches 
(e.g. in 
large 
compa-
nies)  
6) 
Section 7 
Face-to- face 
interview 
analysis 
combined 
with a sec-
ondary data 
analysis of 30 
research pa-
pers using 
MAXQDA  
Clear in-
sight into 
SME CSR 
from differ-
ent national 
contexts 
and how the 
Swiss mod-
el fits to this 
comparative 
overview 
Small business CSR: a compara-
tive overview. International 
Journal of Social, Behavioral, 
Educational, Economic and 
Management Engineering. 2015. 
Vol. 9(7). pp. 1953-1962.  
Small business CSR: a compara-
tive overview. ICCSSR 2015: 
XIII International Conference on 
Corporate Strategy and Social 
Responsibility. 2015. Zurich. 
This part 
compares 
the Swiss 
SME 
model 
with the 
model of 
SMEs 
from 15 
other 
countries 
Table 1: Research questions and corresponding methodology 
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Evidently, CSR is a complex phenomenon. To meet this complexity a number of instru-
ments or measures respectively were developed that should operationalise CSR and differ-
entiate it from similar constructs, in terms of application in the organisational context and 
measurement for academic purposes (D’Aprile and Talò, 2013: 158). These measures 
could be positioned alongside the qualitative vs. quantitative and individual vs. organisa-
tional scales and include interviews with responsible persons, content analysis of docu-
ments, corporate publications and websites, case studies, forced-choice surveys, reputation 
indices and databases, and behavioural and perception scales (Waddock and Graves, 1997: 
310).  
The next section outlines some of the best-known methods to investigate CSR while it 
clearly points at the difficulties each methodology has in order to elaborate the six ap-
proaches chosen here specifically tailored to gain insight into each research question (as 
shown in Table 1).  
1.2 The wide spectrum of CSR Methodology 
Content analysis of social and environmental corporate reports, interviews with responsible 
people and case studies are positioned among qualitative methods on the individual as well 
as the organisational level (Stanwick and Stanwick, 2006: 4f.). Databases and indices con-
cerning reputation, surveys, and perceptional and behavioural scales are seen as quantita-
tive methods at the organisational and individual levels of analysis (Maignan and Ferrell, 
2000: 288ff.).  
Among these, the Fortune Corporate Reputation Index, the Kinder, Lydenberg and Domini 
(KLD) database and the Canadian Social Investment Database (CSID) are the most com-
mon ones (Wood, 1995: 197f.).  
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Despite the wide adoption of these reputation indices and databases, some criticism con-
cerning both the theoretical and methodological aspects should be mentioned: 1) in most 
cases, these methods are not based on theoretical frameworks; 2) the dimensions evaluated 
by these methods are frequently culturally rooted in the countries in which they have been 
developed (Maignan and Ferrell, 2000: 289). 3) Single- and multiple-issue indicators are 
more objective than the qualitative (and, arguably, sometimes subjective) evaluation by 
experts.  
CSR perceptions of individuals were the groundwork for instruments on the individual 
level. For instance, the Corporate Social Orientation scale to evaluate managerial values 
alongside Carroll’s hierarchical pyramid model (1979) (see Figure 2) was developed by 
Aupperle (1984: 34ff.). Singhapakdi et al. (1996: 249f.) developed the Perceived Role of 
Ethics and Social Responsibility (PRESOR) scale. It was tested by Quazi and O’Brien 
(2000: 50ff.) as a potential cross-national model of CSR to evaluate both the managerial 
perceptions of the role of ethics in corporate effectiveness and the organisational values of 
managers.  
The criticism here is: 1) these perceptional methods do not adhere to the mainstream 
framework model on CSR; 2) they have, in many cases, only been tested on executives 
without considering the perceptions and values of employees. Hence, the perceptional 
scales reveal their non-exhaustive nature with regard to the analysis of CSR as an organisa-
tional process. To address these weaknesses two main scales have been constructed in the 
academic field to measure the organisational level and behaviours. First, Maignan and Fer-
rell (2000) developed a behavioural corporate citizenship scale based on Carroll’s hierar-
chy of responsibilities and on stakeholder management theory that involves three main 
stakeholders (employees, customers, and the public). This scale was empirically tested on 
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executives from the United States and France (Maignan and Ferrell, 2000: 284). Because 
of its limitations (e. g., small sample and weak transition to praxis), Turker (2009a: 415) 
has recently developed a CSR scale that evaluates socially responsible corporate behav-
iours in relation to a wide range of stakeholders. 
Despite the mentioned limitations these scales, with their inclusion of behavioural and per-
ceptional aspects, have been the first serious attempts to grasp the multidimensional nature 
of CSR based on relevant theoretical frameworks. They allow, for instance, to analyse the 
relationships between CSR and the commitment of employees (e.g., Riordan et al., 1997: 
405; Maignan et al., 1999: 462; Peterson, 2004: 304; Brammer et al., 2007: 1711f.; Turker, 
2009b: 199), counterproductive organisational behaviours (Viswesvaran et al., 1998: 9ff.), 
and organisational reputations (Greening and Turban, 2000: 262f.). As a consequence, a 
number of researchers – i.e., Albinger and Freeman, 2000: 249; Jenkins, 2004: 44f.; Jen-
kins, 2006: 244; Murillo and Lozano, 2006: 239; Spence, 2007: 540; Russo and Tencati, 
2009: 344 – looked at the organisational agency of employers and executives. 
To conclude, although the academic interest is growing significantly and the literature has 
emphasised the behavioural dimension of CSR and its social nature, virtually all studies, 
scales, and measures have not yet considered the psychosocial features that are able to ex-
plain how and why CSR might be fostered in organisations.  
In other words, the status quo known from empirical studies seems useful in gathering de-
scriptive information about the socially responsible behaviours of organisations without 
normatively analysing and/or considering the cognitive and affective components helpful 
in fostering responsible corporate behaviours. In order to contribute to a closing of this 
gap, the research here covers descriptive (i.e., in Section 2), normative (in particular in 
sections 4, 5, and 9), and analytical aspects (i.e., Sections 3, 6, 7, and 8). 
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This short review of existing methods shows indeed that most of them have some episte-
mological and methodological limitations. For the purpose of this study CSR has been 
conceptualised as a psychosocial construct whose cognitive, affective, and behavioural 
factors are strictly interconnected with business idiosyncrasies and characteristics of lead 
actors, with the core logic, motives and manifestations of CSR in companies, with a set of 
multiple stakeholders, and, most importantly, extended beyond economic considerations. 
1.2.1 This thesis’ research framework and methodological approach 
As outlined above, the in-depth exploration strived for in this thesis requires a research 
framework that is as complex as the topic it tries to grasp. As a consequence, this research 
is primarily qualitative and exploratory and follows grounded theory rules to refine and 
keep track of ideas in order to generate hypothesis and comparative power retrospectively 
(Patton, 2002: 544f.). It is epistemologically linked to social constructivism since it as-
sumes that reality is constructed by human beings interacting in a cultural setting (Scott, 
1995: 65). These latent social patterns should be revealed by conceptualising codes from 
collected data (Creswell, 2007: 71).  
Therefore, qualitative data on the individual as well on the corporate level was collected. In 
order to do so, various methods were applied ranging from interviews with company lead-
ers and employees and with representatives from Swiss economy and politics, to focus 
group discussions, Delphi processes, and company site visits. Methods are outlined (per 
research question and section) in Table 1 and in the six related methodology sections.  
Figure 1 demonstrates the corresponding research framework and the underlying herme-
neutical integration as inherent core principle of this research based on grounded theory. 
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Figure 1: Research framework 
In general, hermeneutical integration means permanent and parallel analysis of findings by 
existing theory and by accompanying literature studies (Creswell, 2007: 67ff.). Following 
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Mitchell and Jolley (1992: 87) the results of this permanent analysis are subsequently ag-
gregated and again exposed to new empiricism.  This should be achieved at the stage of 
problem analysis by various stages of subject understanding (Creswell, 2007: 35), includ-
ing a preliminary meeting with a consultant and a SME owner-manager. Hence, a precon-
ception is gained, which should then be transferred during the different empirical stages 
into an understanding of “the whole”. Ultimately, the results are to be materialised in vari-
ous forms of conclusions, recommendations, leading to substantial contributions to the 
body of science, practitioners, and policy makers.  
To find out what the role and dynamics of CSR in Swiss SMEs are Section 3 covers re-
search question 1 with regard to the CSR stakeholder environment in Switzerland. Section 
4 looks then on research questions 2 and 3, hence, on patterns of Swiss small business CSR 
and the underlying business model. This model is further verified in Section 5 answering 
research question 4. Research question 5 and the motives for CSR are explored in Section 
6. To close the comprehensive overview, Section 7 conducts a comparative analysis and 
answers research question 6. This is followed by an assessment of the research’s quality in 
Section 8 and final conclusions, further research steps, and implications in Section 9. The 
data collection and analysing methodologies are discussed in the corresponding section.  
This research adopts a quantitative definition of SMEs issued by the Federal Statistical 
Office (FSO, 2013): SMEs have fewer than 250 employees, their turnover or balance sheet 
total is below Euro 50 Mio or Euro 43 Mio respectively. Accordingly, large companies 
exceed these numbers. MNEs are companies that operate on a global scale with facilities 
and other assets in at least one country other than its home country (Financial Times, 
2015). With regard to size: very large multinationals have budgets that exceed those of 
many small countries (Financial Times, 2015). 
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A truly multinational company has at least 20% of its sales in each of at least three differ-
ent continental markets (Financial Times, 2015). This is opposed to the way large compa-
nies are defined here: they may have international business operations but their location 
and strategic and organisational orientation remains regionally focused (Gabler, 2015). The 
same can be said for SMEs and the international relations they foster. In other words, many 
small companies have multinational business relations as well, e.g., as exporter, second-tier 
supplier, or customer. This will be shown particularly in the stakeholder analysis (in Sec-
tion 3.4.2) and with regard to the SME business model (Section 4.4.3). 
The following section 2 sheds light on different theoretical concepts and issues for discus-
sion, ranging from diverging understandings of CSR, its historical background, to formal 
instruments, and their drawbacks and benefits. Therefrom, it becomes evident why it is 
heuristic and neat to look at culturally embedded, informal CSR in small companies. Ac-
cording to the hermeneutical research framework there will be additional theoretical inputs 
at later stages.  
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2 Corporate Social Responsibility (CSR) 
As said, the notion of CSR is not new in our society. Bichta (2003: 85f.), for instance, ar-
gues that the “soul” of CSR is what the French philosopher Rousseau (1762) defined as 
“the social contract” between business and society. For Rousseau (1762) the relationship 
between society and corporations is a “symbiosis” enabling social members to act inde-
pendently in a civil society that share the same will (Bichta, 2003: 85).  
Over centuries the concept of CSR attracted a lot of attention – from those who found that 
CSR was irrelevant to business (e.g., Freeman and Liedtka, 1991: 94f.), to those (e.g., 
Friedman, 1962) who indeed see the relevance of CSR but think of it as a “bad idea” for 
business, to the large amount of authors who regard CSR as an important business strategy 
(Asongu, 2007: 14; Weber, 2008: 248).  
Dahlsrud (2008: 7-11) analysed 37 definitions of CSR and identified five dimensions in-
herent in the concept: the environmental, the social, the economic, the stakeholder, and the 
voluntariness dimension. With a 97% probability, at least three of these dimensions are 
used in a random definition of CSR (Dahlsrud, 2008: 5). Van Marrewijk (2003: 102) in-
cluded all five dimensions in her definition: “In general, corporate sustainability and CSR 
refer to company activities – voluntary by definition – demonstrating the inclusion of so-
cial and environmental concerns in business operations and in interactions with stakehold-
ers”. 
Accordingly, there are three general approaches to CSR (Wang and Juslin, 2009: 511ff.): 
the shareholder approach sees social responsibility of business primarily in increasing 
shareholder profits engendering the CSR business case. The stakeholder approach, in turn, 
recognises the need to balance other stakeholders’ and firm interests. Finally, the societal 
approach acknowledges the broad responsibility companies should fill in society. The defi-
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nition here of CSR as “the responsibility of enterprises for their impacts on society” (Euro-
pean Commission, 2011: 6) could be largely aligned with the latter.  
Van Marrewijk (2003: 101) added a fourth perspective, the philanthropic approach, which 
appears to be a strategic response to changing circumstances, new corporate challenges, 
and society’s claims towards companies ultimately to rethink their position and act as a 
part of the complex, societal context. For Godfrey (2005: 781) philanthropy is the marriage 
between CSR as strategy and CSR for legitimacy.  
The CSR between 1960 and 1970 was indeed mainly driven by social, and not economic, 
considerations and by peer pressure among corporations to become more philanthropic 
(Carroll, 1999: 275; Carroll and Shabana, 2010: 99). There was no impetus, demand, or 
pressure to increase profit by applying CSR activities (Vogel, 2005: 31).  
CSR was also understood to have different hierarchical layers ranging from the bottom of 
economic responsibility, to legal, ethical, and philanthropic responsibility as increasing 
levels (Carroll, 1991: 41). Accordingly, Carroll (1991) organised his four-part definition of 
CSR in a pyramid construct as shown in Figure 2. 
 
Figure 2: A hierarchy of CSR (Carroll, 1991: 497ff.) 
Philantropic Responsibility -  
Be a Good Corpororate Citizen 
Ethical Responsibility -  
Be ethical 
Legal Responsibility -  
Obey the Law 
Economic Responsibility -  
Be profitable 
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Economic performance forms the groundwork while the second layer indicates the follow-
ing of law (Carroll, 1991: 497ff.). “The obligation to do what is right, just, and fair, and to 
avoid or minimise harm to stakeholders (employees, consumers, the environment, and oth-
ers)” is the third level and actually the most important one to Carroll (1991: 497ff.). Phil-
anthropic responsibility to improve the life of communities forms the top level of pyramid 
(Carroll, 1991: 497ff.). This model has been criticised for inconsistency in explaining why 
and how CSR should be hierarchical, and also for attempting to combine various allied 
concepts such as business ethics, corporate citizenship, and stakeholder management (Nki-
ko, 2013: 381).  
Visser (2005: 18ff.) later discussed a CSR pyramid for developing countries and suggests 
that culture may have an important influence on perceived CSR priorities. In developing 
countries, economic responsibilities still get the most weight, however, philanthropy is 
given second highest priority, followed by legal and ethical responsibilities (Visser et al., 
2005: 97).  
As the socio-economic needs of developing countries are immense and companies cannot 
thrive in societies that fail, philanthropy is one of the ways to improve own medium- to 
long-term economic interest and at the same time to heighten communities’ prospects in 
which businesses operate (Visser, 2005: 19). This conclusion will be discussed in the com-
parative analysis in Section 7 that especially looks at developing countries. 
For a long time, the relationship between society and companies has been one of the main 
topics of discussion for academics and practitioners. However, they mainly targeted on the 
tension between business and society and ignored what actually should be of interest, 
namely, the co-dependencies. Accordingly, Porter and Kramer (2006: 81) argued that 
“successful corporations need a healthy society and at the same time a healthy society 
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needs successful companies”. Empirical findings indicate evolutionary changes in compa-
nies as companies move from superficial CSR to culturally embedded CSR (i.e., in a busi-
ness model) and the application of corresponding business practices (Høgevold et al., 
2014: 363).  
Other researchers found different companies having different motivations for CSR relative 
to their dependence on outside pressure ranging from passive conformity, active resistance 
(Zheng et al., 2014: 395f.) to voluntary (Lynch-Wood et al., 2009: 57ff.; Fitjar, 2011: 34; 
Armstrong and Green, 2013: 1924f.), and/or unintended deployment (Studer et al., 2008: 
298f.; Arend, 2013: 6).  
The essence of current mainstream CSR is “doing good to do well” (Zadek, 2000: 57; 
McWilliams et al., 2006: 9). Hence, CSR became a core function of business strategy ad-
dressing the question of “whether companies can perform better financially by addressing 
both their core business operations as well as their responsibilities in a broader society” 
(Kurucz et al., 2008: 109f.). For Du and Vieira (2012: 416) CSR represents a way for com-
panies to achieve such ethical standards and a balance of economic, environmental, and 
social requirements thereby considering the concerns and meeting the expectations of their 
stakeholders. Whether this is a strategic decision with a commercial attempt or coming 
from core logic and culture is matter of further analysis below, particularly in Section 6.  
2.1 Where CSR, business, and society intersect 
Katsoulakos and Katsoulakos (2007: 361) distinguish between two interrelated CSR di-
mensions: 1) CSR as an intrinsic “moral activity” and a new vision for the world based on 
a global partnership for sustainable development on the one hand, and 2) CSR as an extrin-
sic “business case” or, more precisely, a business management approach that should in the 
long run provide better value for shareholders on the other. 
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The former has no need for formalisation, because it is driven by norms and values, where 
moral legitimacy can only be gained through “moral reasoning” (Schultz et al., 2013: 689) 
and the “forceless force of the better argument” (Habermas, 1984: 43). Here, neither the 
expectations of society nor of corporations are dominant (Scherer and Palazzo, 2007: 
1099).  
The latter is often built on principal-agent relations, in which stakeholders seek protection 
through formalised management systems, contracts, certificates (e.g., International Stand-
ards Organisation (ISO) 14001), or in the legal system (Sundaram and Inkpen, 2004: 358). 
It is driven by the assumed positive relationship between corporate social activities and 
financial performance so as to maximise profit (Vogel, 2005: 21; Porter and Kramer, 2006: 
89; Sridhar, 2012: 318). This emphasis on performance is based on mainstream economics 
following “the predominant neoclassical system of the homo oeconomicus” (Richter, 2010: 
637ff.). Many studies postulate this “business case” between CSR and profit (Orlitzki et 
al., 2003: 421f.; Margolis and Walsh, 2003: 299). More corresponding research results can 
be found in Section 6.3 for Switzerland and in Section 6.1 for other contexts.  
In order to identify such idiosyncrasies, while being aware of the embedded contradictions, 
this study defines extrinsic, business case CSR by “expectations of the market or external 
stakeholders, primarily designed to improve the economic performance of the company” 
(Looser and Wehrmeyer, 2015e). This is aligned with the financial motive. The respective 
drivers, effects, implications, as well as resulting business models are not beyond any 
doubt as this research elaborates in the following. 
By contrast, intrinsic CSR coming from a moral duty is defined by “core values held with-
in the organisation, which cover what the organisation is about, what its social values are, 
what it stands for” (Looser and Wehrmeyer, 2015e). This involves ethical and altruistic 
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motivation: a conclusion supported by many others (inter alia by: Graafland and van de 
Ven, 2006: 115; Graafland and Mazereeuw-Van der Duijn Schouten, 2012: 378) and closer 
looked at particularly in Section 6.1.  
Katsoulakos and Katsoulakos (2007: 365) have also noticed that CSR and corporate sus-
tainability are overlapping movements. Companies practicing CSR often address sustaina-
bility issues and these concepts are seen as interchangeable, even if there are different mo-
tivations behind the two movements and still discussion as to whether the former is subsys-
tem to the latter or vice versa. Therefore, and also within this research, many different con-
cepts of responsibility are subsumed under the term of CSR. As noted, ambiguity in how 
CSR is understood has led to the concept being regarded as too laxly defined (Van-
Marrewijk, 2003: 98) or as “a jungle” (Crane et al., 2013: 9ff.).  
Perceiving CSR as a business opportunity raises criticism, such as that CSR is only an 
“emancipatory rhetoric” (Banerjee, 2008: 61) that serves to secure the interests of key ben-
eficiaries (Mason and Simmons, 2013: 78) over marketing mechanisms (Powell, 2011: 
1369), e.g., by “instrumentally manipulating and deploying evocative symbols in order to 
gain societal support” (Suchman, 1995: 599). There is also the criticism that “CSR as busi-
ness case” subsumes social responsibility under profit and thus introduces a limit to the 
range of CSR activities that can be done – profitably. 
Critical voices opine that especially “strategic giving may be used to the detriment of con-
sumers and society” (Polonsky and Wood, 2001: 23) and corresponding CSR or sustaina-
bility reports, largely applied by MNEs, may serve as “veils hiding activities” (Deegan, 
2008: 292ff.) with the primary purpose to reconstruct eroded legitimacy (Banerjee, 2008: 
58; Gond et al., 2012: 221), which culminated in others (e.g. Henderson, 2001: 39f.) argu-
ing that CSR might be even “dangerous and wasteful”. 
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Some scholars argue that strategic CSR has even the power to turn crises into branded, 
competitive advantage and, in some case, utilise it to cover-up serious malpractice (Neron 
and Norman, 2008: 22f.). In other words, extrinsic CSR (e.g., in MNEs) is more situation-
ally determined by short-termism while intrinsic CSR (often found in small businesses, as 
shown in the following) is more sustainable and based on long-range goals. Section 6 will 
further explore these differences in CSR motives and manifestations between small com-
panies and large corporations.  
Obviously, one of the differentiation criteria concerning CSR is its communication: com-
panies having a “business case” agenda issue CSR reports and use CSR for openly publish-
ing and demonstrating their policies and practices to their stakeholders while those practic-
ing intrinsic CSR are more discreet (Polonsky and Wood, 2001: 27ff.).  
There might also be a discrepancy in what is communicated: especially MNEs report for-
mally about CSR and respective activities, making CSR a strategic decision, while intrinsic 
companies (i.e., SMEs) discuss rather their values. There are significant parallels to the 
dichotomy of implicit and explicit CSR, which Section 7 explores in detail.  
Comparably, Castelló and Lozano (2011: 15) showed that CSR is often considered simply 
“a façade” and only a means of strategic rhetoric in search for legitimacy based on the 
company’s economic rationale, although they found some trends towards more “morale” 
and quality in stakeholder dialogues. Porritt (2007: 270) harshly calls CSR “as the self-
contained box into which companies pack their “good stuff” while continuing to pursue 
their core business without their products ever becoming genuinely sustainable”.  
Apart from this dark picture of an only extrinsically motivated and at heart economics-
driven approach to CSR, many enlightened businesses also strive to serve society in a 
broader ethical, “morally active”, and socially sensitive way. This less utilitarian perspec-
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tive on CSR sees companies not exclusively profit-driven, but also as agents that intrinsi-
cally enact, perpetuate, and somewhat reinforce wider societal values (Looser and 
Wehrmeyer, 2015a: 784).  
This divergence and/or transition of intrinsic and extrinsic CSR are substantial with regard 
to fully understand the role and dynamics of CSR in Swiss SMEs. How these different 
views manifest in different companies and cultural set-ups formed the six research ques-
tions looked at here. Thus, this field is further explored below. 
Accordingly, Hemingway and Maclagan (2004: 39) see two dimensions, the “locus of re-
sponsibility” and the “motives for CSR”, as essential. The former analyses whether the 
decisions about CSR are made on the corporate (as in the term “CSR”) or on the individual 
level (Hemingway and Maclagan, 2004: 40). The latter explores the motivational aspect of 
whether CSR is a commercial instrument (comparable to the aforementioned “business 
case”) or based on idealistic or even altruistic impetus (or “moral activity”) (Hemingway 
and Maclagan, 2004: 44). The authors are convinced that individual managers’ organisa-
tional decisions are driven by a variety of personal values (based on philanthropy, religion, 
etc.) in addition to official corporate objectives (Hemingway and Maclagan, 2004: 37).  
Obviously, this depends largely on the amount of autonomy linked to individuals’ roles in 
the organisation and the amount of stakeholder influence (by way of political processes) 
(Hemingway and Maclagan, 2004: 42). Following this framework, it is possible to con-
clude from a manager’s, owner’s, Chief Executive Officer’s (CEO’s), or any other leader’s 
opinion on the attitude towards CSR of his/her organisation and vice versa. In other words, 
a way to approach CSR practices of a company is by analysing and understanding the atti-
tude of the people at the top of the organisation because corporate social commitment is, 
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among others, maintained, nurtured, and advanced by the individuals leading the organisa-
tion (Quazi, 2003: 43).  
Vitell et al. (2003: 72) argue comparably: individuals must first perceive their responsibil-
ity to be important before their behaviours are likely to reflect greater social responsibility. 
Arguably, this might be more important in small firms where “business and life are less 
separate” (Fuller and Tian, 2006: 289) and where the founders are often owner-managers 
and employees (Vallentin and Morsing, 2008: 25). Notably, there is still discussion and 
ambiguity as to whether communicated values, beliefs, etc. indeed reflect individual opin-
ions (i.e., Sen, 1997: 11; Hansla et al., 2008: 7ff.; Fassin and van Rossem, 2009: 581; Fab-
rizi et al., 2013; Huang, 2013: 239; Chin et al., 2013: 221).  
Following Friedman (1962: 64), Hemingway (2005: 38), Spence (2007: 541), or Murillo 
and Lozano (2009) CSR is always driven by self-interest, regardless of the size of a com-
pany or whether CSR is considered a “business case” and driven by commercial purposes 
or by moral aspects. Other authors found that territorial cohesion (Del Baldo, 2010b: 235), 
culture, and location of business owners (Ede et al., 2000: 139) drive CSR.  
To conclude, these views highlight the context-specific nature of CSR engagement and the 
personally inspired ethics as the driving force behind CSR (Garriga and Melé, 2004: 61), 
which might be heightened in relation to small businesses where the owner-manager “is” 
the business and vice versa (Nkiko, 2013: 381). Exploring how this fits within the strong 
social and societal values of Swiss business is one of the research objectives here. As said, 
different CSR concepts and principles emerged in the last decades. They can be aligned 
somewhere alongside the continuum between corporate conformance and performance, 
ranging from informal approaches without searching for conformation with formal instru-
ments to a whole set of standards, certificates, and officially and well-known guidelines. 
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This is worth a closer look in order to provide a comprehensive overview over the different 
facets of CSR (in Switzerland and elsewhere). 
2.2 From corporate conformance to performance 
Corporate Social Performance (CSP) is how Wood (1991) interprets CSR. She defined 
organisations as open systems, in which firms take resources from their larger environment 
and emit their outputs back to the same environment wherefrom benefit as well as harm 
can arise (Wood, 1991: 699). She organised “the principles of responsibility as inputs, pro-
cesses of social responsiveness as throughputs, and finally, performance as outputs and 
outcomes” (Wood, 1991: 701) as shown in Table 2. 
Principles of Responsibility Processes of Social Respon-
siveness 
Outcomes and Im-
pacts of Performance 
Legitimacy: Businesses that 
abuse the power society 
grants them will lose that 
power 
Environmental Scanning: 
Gather the information needed to 
understand and analyse the 
firm’s social, political, legal, and 
ethical environments. 
Effects on people and 
organisations.  
Public Responsibility: 
Businesses are responsible 
for outcomes related to their 
primary and secondary are-
as of involvement with so-
ciety 
Stakeholder Management: Ac-
tive and constructive engage-
ment in relationships with stake-
holders. 
Effects on the natural 
and physical envi-
ronments. 
Managerial Discretion: 
Managers and others are 
moral actors and have a 
duty to exercise discretion 
towards socially responsi-
ble, ethical outcomes 
Issues/Public Affairs Manage-
ment: A set of processes that 
allow a company to identify, 
analyse, and act on the social or 
political issues that may affect it 
significantly.  
Effects on social sys-
tems and institutions. 
Table 2: Wood’s model of Corporate Social Performance (CSP) (Wood, 1991: 701) 
Notions of ethics and management decision-making ideals change over time, because capi-
talism and liberalism are not constant: their understanding could change quickly from year 
to year depending on political and economic situations (Bhimani and Soonawalla, 2005: 
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166). As Friedman (1970: 32f.) stated: “If businessmen do have a social responsibility oth-
er than making maximum profits for stockholders, how are they to know what it is?”  
Elkington (1999: 15) or Tullberg (2012: 314) have voiced strong support for social ac-
countability reporting and management on moral and shareholder profit grounds.  
Whilst debates on the merits of mingling social concerns with corporate stewardship and 
reporting options continue, the Sarbanes-Oxley Act (SOX) of 2002 made the option of 
reporting on responsibility concerns a compulsory task. As a regulation by law, it is meant 
to protect the interests of shareholders by a code of practice (Bhimani and Soonowalla, 
2005: 166). It was set up to restore investor confidence in (listed) companies after the En-
ron scandal and applies since stricter controls on managerial and financial processes 
(Benston and Hartgraves, 2002: 115f.). 
Additionally, a more recent discourse has emerged concerning the widening of the concep-
tion of governance by inclusion of management control practices, such as risk manage-
ment, succession planning processes, communications policies, and other measures of 
managerial efficiency (Treuhand-Kammer, 2009: 129). In a number of contexts swift 
changes are ongoing where value creation and strategic financial management are being 
viewed as desirable features of statutory corporate governance measures (Bhimani and 
Soonawalla, 2005: 166).  
The widening role of corporate responsibilities might include CSR and stakeholder value 
creation priorities and should end in a continuum for locating corporate financial reporting 
and corporate governance responsibilities alongside these requirements. Figure 3 demon-
strates one option on how they can be aligned between corporate conformance and perfor-
mance.  
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Figure 3: The CSR continuum (adapted from Bhimani and Sonnawalla, 2005: 168) 
However, literature suggests that good corporate governance is associated with increased 
transparency and lucid financial disclosures (Mallin, 2002: 254). Thus at one end of the 
continuum, stress is placed on corporate conformance (e.g., Biggs, 2003: 23). Here, finan-
cial reporting standards (such as GAAP or IFRS) are a requirement for publicly traded 
companies. Compliance is achieved via standards that are directly or indirectly legally en-
forceable and audits seek to provide relative assurance (Treuhand-Kammer, 2009: 131). 
Accordingly, a principal oversight mechanism available at the “conformance edge” is the 
auditing process.  
Potential codes and standards aligned with corporate performance are extremely arduous to 
develop and apply and voluntary compliance may rely in many cases on best practice tools 
and techniques, and oversight mechanisms are much less needed and evident (Bhimani and 
Sonnawalla, 2005: 168). Table 3 gives an overview over the best known conformance and 
performance instruments.  
Corporate governance controls have been the topic of discussion for several years, with 
discourses intensifying in the aftermath of recent accounting scandals, the demise of Ar-
thur Andersen, and its close relation in Enron’s audit activities (Benston and Hartgraves, 
2002: 115f.). Following Bhimani and Sonnawalla (2005: 168) various corporate govern-
ance and policy reforms have been suggested, including improving the selection of audi-
tors and the process of auditing, improving financial reporting standards, strengthening 
internal managerial controls, and monitoring compensations packages.  
Corporate 
Conformance 
Corporate 
Financial 
Reporting 
Corporate 
Governance 
Formal CSR 
Stakeholder 
Value 
Creation 
Corporate 
Performance 
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The UK Cadbury Report (published in 1992) pointed to the regulation of corporate gov-
ernance – recognising that the interests of shareholders could also be served by allowing 
managers to take risks and to innovate – and focused mainly on financial accountability 
(Short et al., 1999: 342). 
Corporate finan-
cial reporting 
Corporate Govern-
ance 
Formal CSR Shareholder Value 
Creation 
GAAP 
IFRS 
 
Sarbanes-Oxley Act 
Audit Committees 
Internal Audit  
Internal Control  
GRI 
SA 8000 
ISO 9000 
ISO 26000 
Stakeholder adviso-
ry panels 
Balanced Scorecard 
Strategic Scorecard 
Economic Value 
Added 
Business Perfor-
mance Management 
Tools 
Quality Manage-
ment 
Table 3: Conformance and performance mechanisms (adapted from Bhimani and Son-
nawalla, 2005: 171) 
A PriceWaterhouseCoopers (2004) study of 177 large US multinational companies found 
that 62% of boards increased the time and effort they spent on governance issues in 2003. 
This is a finding similar to the behaviour of MNEs (as found in Section 3.4.1) and of capi-
tal providers (in Section 3.4.7). Although these measures seem to have achieved some 
goals, they are not without critics, especially amongst SMEs (Fassin, 2008: 367f.) and fi-
nancial institutions (Isaac-Kesseli and Ziltener, 2012: 456f.; Schneider, 2012: 4f.).  
Ultimately, shareholder value creation can either focus on internal management tools (Bal-
anced and/or Strategic Scorecard, quality management, etc.) or on externally stated figures 
(e.g., Economic Value Added) (Bhimani and Sonnawalla, 2005: 167) – see also Wang and 
Juslin (2009: 511ff.) for the shareholder approach of CSR. Arguably, these models might 
be all a little misleading as they assume that the organisation as a whole has one and only 
one approach. In fact, there are companies that are really very active in one part of CSR 
and are only meeting legal standards in another part.  
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This diversity is often an outcome of their business strategy. This discussion is widened in 
Section 3.5 to the national scale and in Section 7 to the global context culminating in an 
explanatory framework in Section 7.4.3. 
Even though Section 2.1 tried to aggregate the essential, only little can be “written” (or 
said) about informal and implicit CSR (i.e., moral activities and voluntary compliance) as 
it manifests in “unwritten” rules. Section 6.1 will add more details on intrinsic CSR and 
Section 7.2 highlights the patterns of implicit CSR. More can be said with regard to formal 
CSR. It appears that formal institutions need respective instruments and formal guidelines 
in order to report on corporate conformance, while informal organisations and institutions 
show performance that is less measurable (see also Section 3.4.10).  
The following sections (2.2.1 and 2.2.2) highlight some of the best-known CSR related 
initiatives, as a way to provide an overview over CSR theory that is as comprehensive as 
possible. Though this thesis will mostly look at informal CSR, to know formal instruments 
is crucial to understand the alternative: on the one hand the field of large corporations 
(with regard to the stakeholder analysis and especially as counterpart of SMEs in the moti-
vational analysis in Section 6) but also the political and economic pressure that informal 
businesses tailored to informal contexts, e.g. in small or start-up companies or oligopolistic 
markets (further explored in Section 5.3.2), experience on a daily base, and what the op-
tions might be if it came to CSR regulation by law. The latter is especially scrutinised in 
Section 9.6. This adds an important element leading to a holistic picture of the role and 
dynamics of CSR in Swiss small business.  
2.2.1 CSR related guidelines in a nutshell 
The UN (United Nations) Global Compact (UNGC) is the largest voluntary corporate re-
sponsibility initiative with currently the participation of 8,000 companies and 4,000 non-
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businesses from over 161 countries and a total of 32,919 public reports issued (UNGC, 
2015). Enjoying universal consensus, the principles of the UN Global Compact are derived 
from 1) the Universal Declaration of Human Rights (UDHR), 2) the International Labour 
Organisation's Declaration on Fundamental Principles and Rights at Work, 3) the Rio Dec-
laration on Environment and Development, and 4) the United Nations Convention against 
Corruption (UNGC, 2012).  
It provides a strategic policy initiative described in ten universally accepted principles in 
the areas of human rights, labour, environment, and anti-corruption and is a practical 
framework for the development, implementation, and disclosure of sustainability policies 
and practices (UNGC, 2004). This universal acceptance is based on the fact that every 
state, if it wants to have a seat in the UN, must ratify the UDHR. To help advance sustain-
able business models and markets, the Global Compact offers participants a broad spec-
trum of work streams, management tools, and resources (UNGC, 2009). Businesses are 
invited to align formally their operations and strategies with these principles (UNGC, 
2010).  
As social, political, and economic challenges and opportunities affect business in a very 
strong manner, many companies recognise the need to collaborate and partner with gov-
ernments, civil society, labour, and the United Nations alongside the UNGC initiative 
(UNGC, 2012). The OECD guidelines provide voluntary principles and standards for re-
sponsible business conduct in areas such as employment and industrial relations, human 
rights, environment, information disclosure, combating bribery, consumer interests, sci-
ence and technology, and lastly competition and taxation (OECD, 2011).  
These recommendations express the shared values of governments of all countries home to 
many of the largest MNEs or from which a large share of international direct investments 
originates (OECD, 2011). The guidelines aim to stimulate positive contributions of enter-
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prises to economic, environmental, and social progress worldwide (OECD, 2011). The 
support for the guidelines is provided by an implementation mechanism of national contact 
points (NCPs) and agencies established by adhering governments. Beside the promotion of 
the guidelines NCPs also assist enterprises and their stakeholders to take appropriate 
measures to foster the implementation of the guidelines and to provide a mediation and 
conciliation platform for resolving practical issues (OECD, 2011). 
In 1977, the International Labour Organisation (ILO) adopted the tripartite Declaration of 
Principles concerning Multinational Enterprises and Social Policy (MNE Declaration) 
(ILO, 2006). This instrument was the result of negotiations between workers’ and employ-
ers’ organisations and governments (ILO, 2006). In 2000, revisions introduced the Funda-
mental Principles and Rights at Work and updated references to other instruments of the 
ILO in 2006 (ILO, 2006). These voluntary principles can guide multinationals, govern-
ments, employers’ organisations, and trade unions in adopting social policies and should 
also inspire good practices by national and multinational enterprises. The principles com-
prise areas such as employment, training, conditions of work and life, and industrial rela-
tions (ILO, 2006). Section 3.4.4 will particularly highlight these partnerships in the context 
of the Swiss labour market. 
Economic, environmental, and social sustainability and governance performance are the 
four core subjects of the Global Reporting Initiative (GRI) founded in Boston in 1997 
(GRI, 2012). Its vision and mission is transparent sustainability reporting (GRI, 2012). The 
GRI is a non-profit, multi-stakeholder and network-based organisation, which provides 
companies and organisations a comprehensive sustainability reporting framework. This 
includes the reporting guidelines, sector guidelines, and other resources (GRI, 2012). 
Companies all around the world use it widely (GRI, 2012).  
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In March 2011, GRI published the GRI G3.1 guideline, an update and completion to G3, 
with expanded guidance on reporting of gender-, community-, and human rights-related 
performance (GRI, 2012). Different to the Global Compact, G3 has no fundamentally ethi-
cal reasoning behind it. Finally, the GRI G4 is a combination of the Global Compact and a 
few other global standards, including ILO and OECD (GRI, 2012). 
In 2001, ISO and COPOLCO, the Committee on Consumer Policy, identified the need for 
a social responsibility standard (ISO, 2010a: 8). ISO is famous for its expertise in develop-
ing harmonised international agreements based on double levels of consensus – among the 
principal categories of stakeholder, and among countries as ISO is a network of the nation-
al standards bodies (NSBs) of 163 countries (ISO, 2010a: 5). In 2003, the multi-
stakeholder ISO “Ad Hoc Group on Social Responsibility” (SR), which had been set up by 
ISO’s Technical Management Board (TMB), completed an extensive overview of social 
responsibility initiatives and issues worldwide and in 2004, ISO held an international, mul-
ti-stakeholder conference on whether or not it should launch work in such issues (ISO, 
2010a: 8).  
Other well-known ISO standards are ISO 9000, ISO 14000, and ISO 14001. The latter sets 
criteria for an environmental management system. It is known as a generic management 
system standard while certification is performed by third-party organisations. Similar to 
ISO’s quality management standard ISO 9000 (see also Table 3) ISO 14000 pertains to the 
organisation rather than a product. ISO 14000 is one part of the EU Eco-Management and 
Audit Scheme (EMAS, 2008). However, the approaches are independent and distinct.  
EMAS is a voluntary environmental management instrument developed by the European 
Commission in 1993 (EMAS, 2008). The EMAS Regulation of the European Union (en-
tailing 52 articles and 8 annexes) sets the requirements an organisation should meet in or-
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der to register with EMAS (2008). The regulation includes the environmental management 
system requirements of the international standard for environmental management (ISO 
14001) as well as additional requirements such as employee engagement, ensuring legal 
compliance, or the publication of an environmental statement (EMAS, 2008).  
SA8000 is an international voluntary standard aiming to improve the working conditions of 
employees and one of the world’s first auditable social certification standards for decent 
workplaces, across all industrial sectors (SAI, 2008). Issued by the non-governmental or-
ganisation Social Accountability International (SAI, 2008), it mainly targets multinational 
companies to fulfil minimum social and labour standards. SA8000 is based on the ILO 
Conventions as well as UN and national laws and includes industry and corporate codes 
(SAI, 2012). Compliance with SA8000 means that companies have adopted policies and 
procedures that protect workers’ basic human rights, i.e., SA8000, management systems 
that support principles against child labour, forced and compulsory labour, health and safe-
ty, freedom of association and right to collective bargaining, discrimination, disciplinary 
practices, working hours, and remuneration (SAI, 2008).  
Other tools companies frequently apply or search for a certification by are product labels. 
Some of the most common ones are briefly introduced. 
2.2.2 Voluntary and compulsory, CSR related labels  
The Blue Angel is a certification for environmentally friendly products and services. It has 
been awarded already since 1978 and is, hence, the oldest ecolabel worldwide covering 
around 10’000 products and services (Der Blaue Engel, 2010). Minergie, on the other 
hand, is a widely accepted brand for new and refurbished buildings, but also products and 
services, building systems, components and materials, and is mutually supported by the 
Swiss Confederation, the Swiss Cantons alongside with Trade and Industry (Minergie, 
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2015). Accordingly, the latter show high interest in such environmental aspects (see Sec-
tion 6.3.2). The main indicator to quantify the required building quality is energy consump-
tion. The construction and building sector (including suppliers, architects and engineers as 
wells as manufacturers of materials, components and systems) has developed a wide range 
of products and services for Minergie buildings (Minergie, 2015).  
The Cradle to Cradle (C2C) Products Innovation Institute is a non-profit organisation fo-
cusing on how industry can become “less bad” and set up to be a resource for those who 
aspire to do “more good” (C2C, 2015). The C2C Product Standard evaluates products and 
their manufacturers based on achievement in five categories: Material Health, Material 
Reutilization, Renewable Energy and Carbon Management, Water Stewardship and Social 
Fairness (C2C, 2015). Product certification is available at five different levels (Basic, 
Bronze, Silver, Gold, and Platinum), with each higher level addressing a more rigorous set 
of requirements (C2C, 2015).  
The Forest Stewardship Council (FSC) is an international non-profit multi-stakeholder 
organisation aiming at promoting responsible management of the world’s forests, which 
sets standards and certificates and labels forest products (FSC, 2012). FSC wants to ad-
vance responsible forest management globally and create business value for products from 
FSC certified forests. It is active in six areas: Forests, Chain of Custody, Social Policy, 
Monitoring and Evaluation, Quality Assurance, and Ecosystem Services (FSC, 2012).  
The Marine Stewardship Council (MSC) is an independent non-profit organisation defin-
ing standards for sustainable fishing (MSC, 2013). Fisheries can voluntarily be assessed by 
an independent expert team and seafood products can displays MSC’s ecolabel if these 
products can be traced back to these fisheries throughout the whole supply chain (MSC, 
2013). 
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These are all voluntary labels. Apart from them, there exist a number of compulsory ones, 
e.g., the green dot (Der Grüne Punkt, 2015) or the EU Ecolabelling system (European 
Commission, 2015). The former targets at the recycling of packaging materials of consum-
er goods and is the license symbol of a European network of industry-funded systems (Der 
Grüne Punkt, 2015). Its logo is a worldwide protected trademark (Der Grüne Punkt, 2015). 
Although the European Commission (2015) notes that its Ecolabel is voluntary the compet-
itive edge by the commitment of hundreds of companies across Europe and resulting con-
sumer pressure make it to some extent compulsory.  
To conclude on the last two sections, there are numbers of high-level declarations of prin-
ciples related to social responsibility and there exist many individual programmes and ini-
tiatives. The challenge, however, is how to realise such principles in practice and how to 
implement social responsibility effectively and efficiently even when the understanding of 
what “social responsibility” means may vary from one programme to another (ISO, 2010a: 
5).  
Given the analysis so far it became evident that CSR will only or, at least, better work if it 
transforms markets at the institutional, behavioural, consumer, and leader level. Ultimate-
ly, it will create more impact if it becomes a matter of corporate culture and deeply em-
bedded values – a conclusion even the loudest prophets of formal systems agree on. Thus, 
this issue is worth to be further discussed by this thesis. 
2.3 Why care about stakeholders? 
Obviously, all kinds of organisations and their stakeholders are becoming increasingly 
aware of the need for and benefits of socially responsible behaviour: people have become 
more conscious of what they buy and how goods and services have been produced. As a 
result, social responsibility is an important subject nowadays and organisations aiming at 
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long-term profitability and credibility have to realise the need to act in accordance with 
norms of “right and wrong” (Rasche et al., 2013: 658). Stakeholders (i.e., customers, con-
sumers, governments, associations and the public at large) generate pressure (Rasche et al., 
2013: 658). At the same time, organisational leaders recognise that lasting success should 
be built on credible business practices and culture (Du et al., 2012: 161), and the habitual 
prevention of such activities as pollution, fraudulent accounting, and labour exploitation.  
Accordingly, as operations of organisations grow in scale and diversity (e.g., due to global-
isation), many actors are involved so that the importance of stakeholder management in-
creases not only to respond to stakeholder pressure but also to achieve a better society 
(Russo and Perrini, 2009: 211). Current research suggests that a CSR perspective on busi-
ness performance has to be achieved by considering the voices of multiple stakeholders 
(Lozano, 2005: 68).  
Especially in regard to legitimacy, Ashford and Gibbs (1990: 178) have elaborated that one 
of the key challenges of today’s companies is to persuade key stakeholders of the useful-
ness of their output, procedures, structures, and leadership behaviours. It also keeps com-
panies close to the culture and preferences of their customers. 
Direct benefits to the community, diligent stakeholder management and dialogue, and stra-
tegic manipulation of perceptions (e.g., through instrumental public relations) are current 
ways to influence key actors (Palazzo and Scherer, 2006: 75). Drews (2010: 429f.) has 
shown that an increasing fraction of stakeholder groups regards an organisation’s stance in 
CSR as a significant influence on the current and even more so on the future relationship 
with it. The attention is also shifted to inter-stakeholder relations and common interests, 
paying respect to the fact that stakeholder analysis involves a complex web of relationships 
rather than just a series of dyadic connections between a stakeholder group and a company 
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(Rasche et al., 2013: 658). A new perspective also proposed by Post et al. (2002: 16f.) and 
by Campbell (2006: 931) in his attempt to integrate institutional analysis into CSR re-
search. The first research step follows closely the perspective of Post et al. (2002) and 
Campbell (2006) by answering the questions of who the relevant CSR stakeholders in 
Switzerland are and which relationships are established among them; hence, focusing on 
the stakeholders enables one to obtain a truly holistic picture of CSR issues, in Switzerland 
and elsewhere.  
To conclude, these aspects warrant the following research on myriad stakeholder influ-
ences, personal responsibilities, and on the status of formalisation within Swiss CSR. In a 
first step, the next section’s aim is to answer research question 1: “What are the character-
istics of the Swiss CSR stakeholder environment?” 
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3 CSR Stakeholders in Switzerland 
Switzerland has a long tradition of people and stakeholders sharing the viewpoint of CSR 
as “moral activity” (Gentile and Lorenz, 2012: 81; Christen Jakob, 2012: 191) and as “im-
plicit part of the day-to-day business” (Matten and Moon, 2008: 419). Many companies 
tackle a myriad of responsibilities in terms of protecting the environment, developing the 
community, corporate volunteering, or conserving resources in the pursuit of societal bene-
fit (Berger et al., 2012: 56ff; van Schie et al., 2012: 71).  
Concrete actions like respecting employees’ rights, state-of-the-art regulations for health 
and safety at work, equal hiring of handicapped workers, long-term investments, recycling 
and circular economy initiatives, buying organic and fair-trade food/textiles, or at least 
local products, are standard in Switzerland driven by voluntarisms and not by regulation 
(Baumann-Pauly et al., 2013: 698) and good examples for turning the abstract concept of 
CSR into tangible and easily understandable, single facets. This makes Switzerland a valu-
able research field for CSR.  
The explanation for the heightened awareness of CSR issues in Switzerland may lie in its 
political/historical background that is examined in the following. 
3.1 CSR in Switzerland 
Switzerland, officially known as the Swiss Confederation, is a federal parliamentary repub-
lic. Federalism is one of the most important features of the Swiss state. The central gov-
ernment must pay respect to 26 individual cantons, with regard for their budgets, lan-
guages, unique geographies, social practices, etc. (Linder, 2005: 45). Switzerland is char-
acterised by a form of direct democracy where society retains the civic rights to challenge 
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any law passed by parliament (by referendum) and introduce supplements to the federal 
constitution (by initiatives) (Kriesi, 1980: 45ff.).  
Although predominantly German-speaking (the other linguistic and cultural regions are 
French-, Italian-, and Romansh-speaking), Switzerland is not bound by a sense of common 
ethnic or linguistic identity. Instead, the strong sense of identity and community evolves 
from a common historical background, traditionally common values, its direct democracy 
and federalist system, and from “Alpine symbolism” (Federal Administration, 2008).  
Moreover, the principles of subsidiarity and liberalism determine the relationship between 
state, economy, and third sector (mostly professional associations). As the state is tradi-
tionally weak, there is a strong incentive for the other sectors to organise themselves.  
Thus, Switzerland has a strong third sector and philosophical, economic, political, and so-
cial independencies are very important to the Swiss (Helmig et al., 2010: 24). It is also the 
birthplace of the Red Cross, another indicator for its long tradition in third sector move-
ments (Helmig et al., 2010: 78), and has a long history of “armed neutrality”. In other 
words, it was not involved in either of the World Wars and can therefore rely on traditional 
businesses with an uninterrupted mode of family capitalism and “Mittelstand”/small busi-
ness culture (Linder, 2005: 112). As another facet of economic and political neutrality, 
Switzerland is notably not a member of the European Union (EU) or the European Eco-
nomic Area, and business is mainly embedded in local value chains (Federal Administra-
tion, 2008).  
Switzerland has a stable and prosperous economy based on high-tech products and ser-
vices. Its wealth is mainly borne by SMEs as the economic backbone (SECO, 2012b). In-
deed, the majority (i.e., 99.8%) of all companies are SMEs, which employ about 70% of 
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Swiss labour (FSO, 2013), contribute 20% of export value (Credit Suisse, 2014), and 60% 
of Swiss GDP (SRF, 2013).  
Although Switzerland is home to several large multinational corporations (e.g., Glencore, 
Nestlé, Novartis, ABB, and Adecco), its predominant economic sectors are manufacturing 
(FSO, 2013), largely of specialist chemicals, health and pharmaceutical goods, and scien-
tific and precision instruments (Federal Administration, 2008). These goods are mainly 
produced by Swiss SMEs which are often niche actors, highly specialised, and, although 
not widely known, in many cases world, or at least, Swiss market leaders (SECO, 2011; 
SECO, 2012b).  
Hence, Switzerland is regarded as the land of the “hidden champions”, on the one hand in 
an economic sense, related to its highly specialised and quality-oriented SMEs (e.g., Brûlé, 
2005), but also with respect to CSR, as for instance shown in the Swiss Corporate Sustain-
ability Report (Berger et al., 2012: 71) or Enderle (2004: 57). According to Berger et al. 
(2012: 73) responsible values are widespread, anchored in tradition, and sometimes also in 
“mission statements”, although CSR activities are still not openly communicated, not con-
nected with markets, and not used as differentiation strategy. This might be related to the 
cultural context of direct democracy and federalism, where the community counts and not 
the individual.  
Although decency characterises Swiss business, Berger et al. (2012: 54) found some trends 
towards more reporting (e.g., Code of Conducts, CSR or sustainability reports), which 
could be traced back to the need to increase stakeholder engagement and dialogue in order 
to sustain competitive advantage. As Gentile and Lorenz (2012: 81), Gentile (2012: 175), 
Samuel et al. (2012: 111), and Lorenz and Spescha (2012: 121) showed in a set of compar-
ative studies, Swiss CSR seems to be mainly driven by traditional values and ethics.  
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Similar to many European countries (Matten and Moon, 2004: 34; 2007: 23; 2008: 414), 
strategic or “explicit” CSR is still very seldom in Switzerland, on the contrary, it is pre-
dominantly internally communicated and inter-sector CSR relationships (e.g., between 
small businesses and NPOs in order to implement strategic win-win situations) are almost 
non-existent (Berger et al., 2012: 23ff.).  
Considering the significant role of SMEs in Switzerland’s economic development, their 
collective “grandness”, and cumulative impact on Swiss society, an in-depth understanding 
of SME CSR practices seems to be crucial. Such an understanding could create an effect 
on local society as well as on SMEs themselves (Morsing and Perrini, 2009: 5). Given the 
importance of lead actors especially in small companies (as elaborated in the previous sec-
tions) this cannot be achieved without looking at the values, beliefs, and ethics of Swiss 
small firm owner-managers. Consequently, this thesis also focuses on these characteristics 
of Swiss CSR while it seeks to verify the various specifics found by others (e.g., Matten 
and Moon, 2004: 36; Berger et al., 2012: 65; Christen Jakob, 2012: 191).  
As aforementioned, CSR cannot be separated from the social context and stakeholder con-
cerns. To establish a stakeholder dialogue or engagement, it is vital to explore the complex 
web of relationships and potentially similar or divergent interests in CSR and the nexus 
between stakeholder interests and CSR in companies. At this stage, it can be concluded a 
research gap exists regarding this interplay in Switzerland. Hence, this study seeks to fill 
this gap, with a special eye on the small business perspective. Given the absence of “a con-
solidated and generally accepted model in regard to the CSR-SME relationship” (Russo 
and Perrini, 2009: 215) this research contributes substantial insight into this open question. 
41 
Hence, the next section examines various approaches to different stakeholders and their 
concerns in order to provide the most suitable combination of instruments for this study’s 
needs.  
3.2 CSR and stakeholders: who is to what extent important? 
One option to identify stakeholders is Freeman’s (2010) strategic model, mainly focusing 
on large companies’ stakeholders and their power and interests. Freeman (2010: 52ff.), 
who importantly shaped the stakeholder theory, defines stakeholders “as groups and indi-
viduals who can affect, or are affected by, the achievement of an organisation’s mission” 
and argues that “stakeholders of a firm have thus a strong interest in its operations and re-
sults and may decide over its success or failure”.  
Freeman (2010: 57ff.) proposes three steps of stakeholder management: 1) the organisation 
has to identify stakeholders and their perceived stakes; 2) the organisation’s implicit and 
explicit relationships with these stakeholders have to be analysed; 3) it must be examined 
whether these relationships, notably, the set of transactions and negotiations among the 
organisation and its stakeholders, fit with the current stakeholder map – i.e., if the organi-
sation understands its stakeholders, has organisational processes to take them into account 
and is able to balance their interests to achieve its own purpose (Freeman, 2010: 58). In 
order to identify stakeholders, Freeman (2010: 55) developed 12 generic stakeholder cate-
gories that affect organisational missions.  
As shown earlier, the interrelations and stakes of any involved stakeholder (not only com-
panies), their mutual dependencies, and their similar or divergent interests are influencing 
or deciding as well. Consequently, Freeman’s (2010: 60f.) power-interest grid is a tool too 
broad for analysing and prioritising stakeholders with respect to this research’s purpose.  
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Furthermore, as Mason and Simmons’ (2013: 81) stakeholder systems model of CSR 
demonstrates, board decisions to react on stakeholder claims and agendas are strongly 
shaped by stakeholder salience and legitimacy. Similar to the research here, Mason and 
Simmons (2013: 82) also undertake a holistic approach to CSR that integrates not only 
shareholder interests but wider stakeholder concerns by identifying stakeholder groups that 
seek recognition for their CSR claims.  
However, as this model targets a method to evaluate stakeholder satisfaction with compa-
nies’ CSR effectiveness and equity and a framework for incorporating stakeholder assess-
ment in overall company evaluation of CSR (Mason and Simmons, 2013: 81), it takes 
again the perspective of companies and is too strongly focused on formal stakeholder strat-
egy instead of the heuristic rationale of the analysis proposed here.  
By contrast, for example the St. Galler Management Model merges this strategic stake-
holder view with an ethical dimension targeting every actor, independent from its power or 
interest, as well as normative and long-term conditions (Ulrich, 2001: 39). Its aim is to 
work against a reductionist consolidation of management into individual disciplines and 
sees management as an expression of the “interpretive turn” in social sciences (Rüegg-
Stürm, 2005: 7). Hence, it resembles a holistic, cybernetic, and organic framework that 
tries to master complexity by a careful and contextual analysis of communicative, relation-
al, and social clusters (Rüegg-Stürm, 2005: 6f.). Since reality (or social order) is seen to be 
founded upon constructing and interpretative social processes (Rüegg-Stürm, 2005: 7), the 
St. Galler model fits this research’s attempt to include the voices of multiple Swiss CSR 
stakeholders and their complex web of mutual, social relations.  
Considering this and the previously identified economic, political, regulatory, and social 
idiosyncrasies of Switzerland as well as of actors involved in the topic of CSR leads to the 
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eight strategic/ethical stakeholder groups (notably 12 sub-groups) examined in this re-
search: companies (large national companies, MNEs, and SMEs), consumers, trade unions, 
Non-Profit-Organisations (NPOs) (cooperating and not cooperating), support providers 
(certifiers and consultants), capital providers, media, and government. The identification of 
these groups is highly suitable in regard to relevant actors within Swiss CSR (compared 
also with Sections 3.1 and 3.3.1).  
For the subsequent prioritisation of stakeholders, the salience framework (Mitchell et al., 
1997: 874) is the most appropriate model as it allows a fine gradation of stakeholders and 
their ability to influence CSR. It also permits an accurate attribution of stakeholders to 
their categories and the identification of a defined Swiss stakeholder map.  
The salience model (i.e., Figure 4) argues that a definition of “who or what really counts” 
is crucial. This materiality is to be identified based on the stakeholders’ possession of three 
attributes: power, legitimacy, and urgency (Mitchell et al., 1997: 854). 
This is useful for the mapping of stakeholders as it allows a differentiation of their CSR 
practices. Figure 4 demonstrates how stakeholders can become salient corresponding to 
their power, legitimacy, and urgency – leading to different categories with priorities rang-
ing from 1 to 8 (further described in Table 4). 
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Figure 4: Salience model with prioritisation (adapted from Mitchell et al., 1997: 874) 
Power can refer to physical resources of force, violence, or restraint (so-called coercive 
power); to material or financial resources (utilitarian power); or can be symbolic (norma-
tive power) (Mitchell et al., 1997: 865f.).  
According to Suchman (1995: 574), legitimacy is “a generalised perception or assumption 
that actions of an entity are desirable, proper, or appropriate within some socially con-
structed system of norms, values, beliefs, and definitions”. This suggests that legitimacy is 
a societally desirable good that is broader than self-perception, and has to be defined as a 
result of negotiation at different layers of society (Mitchell et al., 1997: 866f.). It also as-
serts that an assessment of legitimacy cannot be done without a reference to wider systems 
of norms, values, and beliefs, making this an essential consideration of CSR actions and 
their underlying ethical concepts (Slote, 2011: 67ff.).  
Urgency is based on two attributes: time sensitivity and criticality. The former can be seen 
as the degree to which managerial delay in attending to the claim or relationship is unac-
ceptable to the stakeholder, whereas the latter refers to the importance of the claim or rela-
tionship (Mitchell et al., 1997: 867f.). Combining power, legitimacy, and urgency results in 
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eight categories of stakeholders with declining priority – definitive, dependent, dangerous, 
dominant, demanding, discretionary, dormant, and non-stakeholder (Mitchell et al., 1997: 
874) – see Table 4. 
As previously mentioned, within Swiss CSR, stakeholder influence differs, thus, it is help-
ful to take stakeholder engagement, or response strategies, into account, as proposed by 
Beach (2009: 24). This approach predicts the link between stakeholder salience and stake-
holder engagement by suggesting that the latter differs depending on the former as a func-
tion of two variables: quantity and quality (Beach, 2009: 24).  
This research needs to categorise stakeholders, so it is helpful to take decisions about mu-
tual stakeholder response patterns into account as quality and quantity of stakeholder en-
gagement are likely to differ for different groups (Beach, 2009: 22). Consequently, infor-
mation about current or potential response strategies (in combination with stakeholder de-
scriptions in Table 4) delivers another facet for adequate categorisation of Swiss CSR 
stakeholders.  
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Description 
 possible response strategies 
Category 
Priority as a combi-
nation of power, 
legitimacy, and ur-
gency (cp. Figure 4) 
Stakeholder has power, urgency and legitimacy  
 quick response to needs 
Definitive 1 
Stakeholder has urgent and legitimate claims but 
lacks power  
 could collaborate with other groups to 
achieve more power/pressure 
Dependent 2 
Stakeholder holds urgency and power but insuf-
ficient legitimacy to cause problems  
 has conflictual relationships and may 
seek legitimacy 
Dangerous 3 
Stakeholder possesses power and legitimacy but 
no urgent pressure  
 has high expectation of support, receives 
significant attention 
Dominant 4 
Stakeholder’s claims are urgent without power 
and legitimacy  
 believes having a claim 
Demanding 5 
Stakeholder possesses legitimacy but no power 
and claims are not urgent  
 is seen as legitimate but does not afford 
attention 
Discretionary 6 
Stakeholder has some power but no interaction 
with others  
 has no awareness of an issue or is unwill-
ing to become involved 
Dormant 7 
Stakeholder has no power, legitimacy, or imme-
diacy  
 irrelevant within this topic 
Non-
stakeholder 
8 
Table 4: Categories, strategies, and priorities of stakeholders (response strategies 
adapted from Beach, 2009: 24; categories and priorities adapted from Mitchell et al., 1997: 
874) 
As said, being aware of inter-stakeholder relations and mutual interests in order to resolve 
stakeholder concerns is crucial. Bryson’s (2011: 417) stakeholder-issue interrelationship-
approach is a method to visualise relationships between stakeholders by indicating their 
common interests (i.e., issues/stakes/concerns, all of which are interchangeably used here) 
with a tie, arrow, or line between the involved actors, preferably by different labels or col-
ours (e.g., Figure 5).  
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Bryant (2003: 37) calls this a “preliminary problem structuring diagram” that should help 
to understand which stakeholder has an interest in which issue and how stakeholders might 
be related to other groups through their relationships with the issue.  
By applying this diagram, a structuring of issue clusters, or sections, is reached. This al-
lows a number of actual or potential areas for cooperation or conflict to become apparent 
(Bryson, 2011: 417). 
 
Figure 5: Stakeholder-issue interrelationship-approach (adapted from Bryant, 2003: 
37) 
Combining the St. Galler model (Rüegg-Stürm, 2005: 70), the salience framework (Mitch-
ell et al., 1997: 874), Bryson’s (2011: 417) stakeholder-issue interrelationship-approach, 
and Beach’s (2009: 24) strategies to react on performance gaps will draw a differentiated 
picture of actor priorities and issue clusters in the CSR discussion. A map of stakeholders, 
their relative salience, and pertinent issues therefore allows exploration of emerging or 
dormant problems likely to lead to an alliance large enough to secure adoption of preferred 
solutions and to protect them during implementation (Bryson, 2011: 417).  
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The previous sections explored literature on CSR definitions, the national context of Swit-
zerland, stakeholder theory, and how the nexus between them determines the components 
behind the engagement of organisations in CSR and paves the way for further research. 
The next section outlines the methodology applied to draw the relative map.  
3.3 Methodology on Swiss CSR stakeholders 
To build up a basic understanding of the stakeholders’ attitudes towards the topic of CSR 
in Switzerland, publicly available documents, reports, statements, etc. by academics and 
stakeholder group representatives were analysed. Some of the most known and widespread 
initiatives shall be mentioned next.  
3.3.1 Document analysis 
Apart from academic literature websites from different governmental departments (e.g., 
SECO State Secretariat for Economic Affairs, 2005, 2009, 2012a, b; FCAB/BFK Federal 
Consumer Affairs Bureau, 2014a, b; The Swiss Federal Council, 2013; Stadt Zürich, 
2012a, b, c; ARE Bundesamt für Raumentwicklung, 2012; Swiss Post, 2012; FINMA 
Swiss Financial Market Supervisory Authority, 2008), Chambers of Commerce (e.g., Swit-
zerland Global Enterprise, 2014), professional bodies (e.g., Swiss Institute of Certified 
Accountants and Tax Consultants, 2013; Economiesuisse, 2012), from companies (e.g., 
Electrolux, 2012a, b; Novartis, 2012; Nestlé, 2014a, b, c), capital providers (e.g., Zürcher 
Kantonalbank, 2012a, b, c; UBS, 2012a, b; Bank Vontobel, 2014), consumers (e.g., Kon-
sumentenforum, 2014; Kassensturz, 2014), from NPOs (e.g., Ethos Swiss Foundation for 
Sustainable Development, 2012; Fairtrade, 2012; MultiWatch, 2012, 2014; Recht ohne 
Grenzen, 2012; Coalition of Swiss NGOs, 2010; AI Amnesty International CH, 2012), 
from trade unions (e.g., SAH Schweizerisches Arbeiterhilfswerk, 2012; Travail Suisse, 
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2011, 2013; SGB Schweizerischer Gewerkschaftsbund, 2006), consultants (e.g., KPMG, 
2011), and European Multi-Stakeholder Forum (2004) were examined.  
Documents were downloaded and analysed not only to capture definitions, interpretations, 
and understandings of CSR, but also to gain a broad picture of how powerful, legitimate, 
and urgent the different stakeholder groups’ claims might be. This document analysis de-
picted an already fairly accurate picture of stakeholder salience, concerns, interests, and 
issues. Notably, it allowed also a verification of the eight (respectively 12) stakeholder 
groups previously identified following the St. Galler model (Rüegg-Stürm, 2005: 70).  
These results laid the groundwork for the interviews. Notably, despite the strengths of this 
online research, in regard to research quality, it is worth noting that CSR information on 
institutional websites, etc., is not audited and might be biased by internal interests. 
The interview questions were developed based on general concerns, specific interests, stat-
ed options for companies/government/NPOs and other actors to influence policy, economy, 
and society (related to power), and on statements in regard to legitimate or urgent claims of 
stakeholder groups. The merging of these results with the findings from the interviews en-
ables a generalisation of individual interviewees’ statements to a company, as well as to 
some extent to a national, level. Furthermore, face-to-face, personal interviews allow con-
textualised discussions and an open-ended, exploration of the Swiss CSR context, wherein 
“speech is considered data” (Forsyth, 1992: 469f.) that constitutes organisational realities. 
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3.3.2 Interviews: sample description of stakeholder study 
The selection of the interviewees was based on the maximum variation strategy following 
grounded theory to ensure a wide range of characteristics, experiences, and practices (At-
teslander, 2010: 274ff.). This should allow gathering of ideas and perceptions suitable for 
the identification of patterns of attitudes, values, models, etc. across heterogeneous cases 
(i.e., stakeholder groups) (Patton, 2002: 544f.). Therefore, the sample was randomly se-
lected from the Swiss online telephone book tel.search.ch (2015) with respect to the differ-
ent stakeholder groups defined by the St. Galler model (Rüegg-Stürm, 2005: 70). The 
Swiss online telephone book – tel.search.ch (2015) – allows for sectorial and corporate 
search, which secured that only institutions were reached.  
The stakeholder group “consumers” is represented by a consumer organisation, since inter-
views among a representative number of consumers would have asked for a substantive 
logistical effort disproportionate compared to other stakeholder groups. Including a repre-
sentative number of consumers in this research would have shown greater variability with 
literature whilst just adding further complexity. Furthermore, it is not the only group that is 
studied in general “by proxy” (Atteslander, 2010: 137f.). 
The institutions were initially contacted by phone to seek their participation and to secure 
their expertise in this topic. Expertise is defined here as “many years of experience, do-
main-specific knowledge, and skills” (Mieg and Naef, 2005: 11). This definition is likely 
to prevent the most common methodological error regarding interviews: namely, persons 
are interviewed as experts on a particular issue who only have an opinion but no experi-
ence. To avoid this bias – notably in every research step of this thesis (with regard to re-
search questions 1-6) – it was ensured when contacting potential interviewees that the face-
to-face interview will only take place with an experienced and responsible person who thus 
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has the defined expertise regarding his/her institution in combination with CSR. As elabo-
rated in Section 2.1, the people at the top of an institution seem to matter most as they as-
sess “social responsibility to be an important topic” and develop corresponding strategic 
directions.  
Accordingly, this perspective of “responsibility matters here” and “this is the right place to 
seek culture/moral” is adopted here (Looser and Wehrmeyer, 2015a: 790). In order to fur-
ther heighten the reliability of results, some interviews were not only with leading persons, 
but together with other members of management, e.g., Chief Financial Officer (CFO) of 
organisation 8, or employees of organisations 7, 13, and 17. 
While following grounded theory to gather data until a certain theoretical saturation is 
reached (Atteslander, 2010: 21ff.) and trying to pay some respect to the statistical distribu-
tion of institutions in Switzerland (FSO, 2013), this research culminated in 27 exclusively 
face-to-face interviews. Table 5 provides a brief, quantitative overview over the different 
organisations.  
Stakeholder group Sector Count % 
Company 
MNE 
Large national 
SME 
2 
1 
12 
7 
3 
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NPO 
Cooperating 
Not cooperating 
3 
1 
11 
3 
Trade union  1 3 
Support provider Certifier, consultant 1 3 
Capital provider Banks 2 7 
Media  1 3 
Government 
Economic affairs 
Research affairs 
1 
1 
3 
3 
Consumers Consumer organisation 1 3 
Table 5: Quantitative sample description 
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The organisation code identity (ID) and a qualitative description of the interviewees (posi-
tion, experience, and educational level, stakeholder group, etc.) are indicated in Table 6. 
Since some organisations requested anonymity all organisations are anonymised by a code 
ID (first column in Table 6).  
Code 
ID 
 
Stakeholder group / 
sector (function, expe-
rience in company, 
educational level) 
Industry / 
target group 
Facts and 
Figures  
Aim / Specification 
1 
Company: Large na-
tional company (CEO, 
12 years, Master's 
degree) 
Food / Swiss 
consumers 
391 employ-
ees                                      
turnover 
(2012): Mio. 
210 EUR 
Family business, es-
tablished 50 years ago 
and one of Switzer-
land’s top brands 
within the Swiss food 
industry.  
2 
Company: MNE                                          
(CEO, 20 years, Mas-
ter's degree) 
Software 
Engineering / 
international 
customers 
300 employ-
ees                              
private equity 
owned 
Develops individual 
high-end software 
solutions for the fi-
nancial, public, retail, 
and telecommunica-
tion market in 
Asia/Pacific and Swit-
zerland. 
3 
Company: MNE                              
(CEO, 3 years, Mas-
ter's degree) 
Concrete /
worldwide 
supply 
80’000 em-
ployees in 70 
countries 
turnover 
(2012): Mia. 
21 EUR 
Core businesses in-
clude the manufacture 
and distribution of 
cement, aggregates, 
concrete, etc. 
4 
Company: SME                           
(owner/marketing 
manager, 20 years, 
Master's degree) 
Software 
Engineering / 
Swiss corpo-
rate custom-
ers 
200 employ-
ees                                  
turnover 
(2013): Mio. 
37.7 EUR 
Established 1984, de-
velops individual 
high-end software 
solutions for the fi-
nancial, public, retail, 
and telecommunica-
tion sector. 
5 
Company: SME                                         
(owner-manager, 22 
years, Bachelor's de-
gree) 
Public ele-
ments / Swiss 
and interna-
tional cus-
tomers 
55 employees                               
turnover 
(2013): unde-
clared 
Founded in 1907 as 
locksmith's and black-
smith's shop, produces 
in the fourth genera-
tion public elements 
(e.g. signage, infor-
mation carriers). 
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6 
Company: SME                                         
(owner-manager, 18 
years, national certifi-
cate) 
Construction 
/ Swiss con-
struction 
business 
246 employ-
ees                             
turnover 
(2013): ca. 
Mio. 100 
EUR  
Established 1983 and 
totally owned by the 
management, is a ser-
vice company in the 
scaffolding industry 
serving events, hous-
ing, and construction. 
7 
Company: SME                              
(CEO, 10 years and 
employees, 3/5 years, 
all national certifi-
cates) 
Flowers, 
plants and 
decoration /     
Swiss corpo-
rate custom-
ers 
54 employees                               
turnover 
(2013): Mio. 
54 EUR 
Established 1948, co-
operatively organised 
wholesale platform for 
flower, plant, and 
decoration suppliers 
and corporate custom-
ers. 
8 
Company: SME                      
(owner-manager, 40 
years and CFO, 30 
years, both Master's 
degrees) 
Timepiece 
industry / 
Swiss and 
international 
customers 
16 employees                                     
turnover 
(2013): Mio. 
8 EUR 
Established 1934 and 
totally owned by the 
family, produces lu-
minous markings for 
the timepiece industry, 
photo luminescent 
safety and security 
markings. 
9 
Company: SME                             
(owner-manager, 24 
years, national certifi-
cate) 
Logistics, 
construction / 
Swiss con-
struction in-
dustry 
83 employees                               
turnover 
(2013): unde-
clared 
Established 1914 and 
totally owned by the 
family, with core 
competences in con-
crete, construction 
logistics, mineral 
products, and un-
building.  
10 
Company: SME                                       
(junior owner-
manager, 4 years, na-
tional certificate) 
Electricity 
and ICT /
Swiss indi-
vidual and 
corporate 
costumers 
150 employ-
ees (45 ap-
prentices)              
turnover 
(2014): Mio. 
23.5 EUR 
Established 1947, is a 
family business oper-
ating security, elec-
tricity, automation, 
and telematics ser-
vices and installations, 
e.g. solar panels, etc.  
11 
Company: SME                           
(owner-manager, 25 
years, national certifi-
cate) 
Book-trade, 
publishing 
industry / 
Swiss book 
retail and 
wholesale 
40 employees                                
turnover 
(2013): Mio. 
39 EUR 
Established 1989, is a 
logistic company for 
the media industry, 
retailing 56'000 prod-
ucts, is independent 
and totally owned by 
the management. 
12 
Company: SME                           
(owner-manager, 34 
years, national certifi-
cate) 
Agriculture / 
Swiss indi-
vidual and 
corporate 
customers 
50 employees                                
turnover 
(2013): Mio. 
9 EUR 
Produces in the fourth 
generation agricultural 
products (vegetables, 
meat, plants, and 
flowers). 
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13 
Company: SME                            
(owner-manager, 16 
years and employees, 
8/10 years, all Mas-
ter's degrees) 
Consulting, 
Audit / Swiss 
individual 
and corporate 
customers 
12 employees                                 
turnover 
(2013): Mio. 
2 EUR 
Established 1998, to-
tally owned by the 
manager, offers tax 
advisory and consul-
tancy, audit and certi-
fied accountancy. 
14 
Company: SME                                 
(owner-manager, 28 
years, national certifi-
cate) 
Spice, fruits, 
nuts trade / 
Swiss    food 
industry 
30 employees                                        
turnover 
(2014): Mio. 
45 EUR 
Established 1986, to-
tally owned by the 
management, trades 
raw materials for the 
Swiss food industry 
ranging from ingredi-
ents for ice cream, 
chocolate, soups, ce-
reals etc.  
15 
Company: SME                               
(owner-manager, 12 
years, national certifi-
cate) 
Wines / 
Swiss indi-
vidual and 
corporate 
customers 
10 employees                                 
turnover 
(2013): Mio. 
6 EUR 
Established 25 year 
ago, trades Swiss and 
European organic 
wines.  
16 
Consumer: Consumer 
organisation (CEO, 5 
years, national certifi-
cate) 
Consumables 
/ Swiss con-
sumers 
4 part-time 
and 2 full-
time employ-
ees 
Independent and lib-
eral, offers free-of-
charge advice for con-
sumers (telephone, 
email, and website). 
17 
NPO: cooperating 
Social Enterprise                        
(founder/CEO, 5 
years, Bachelor's de-
gree and employees, 
2/3 years, national 
certificates) 
Third sector / 
Swiss society  
20 part-time 
employees 
Aim is the job and 
social integration of 
mentally or physically 
disabled people in the 
first job market.  
18 
NPO: cooperating 
Foundation (CEO, 5 
years, PhD degree) 
Third sector / 
Swiss society  
4 employees 
Foundation with the 
aim of information 
and integration of dis-
abled people through 
social networks, am-
bassadors, and com-
pany events. 
19 
NPO: cooperating, 
well-established Asso-
ciation (development 
manager, 15 years, 
Master's degree) 
Third sector / 
Swiss society  
18 employees 
Established 1902, of-
fers as non-
governmental associa-
tion in the tax consult-
ant and audit sector 
advice for members. 
20 
NPO: not cooperating 
Ecology group (mar-
keting manager, 18 
years, Master's de-
Third sector / 
worldwide 
society  
Worldwide 
2400 part- 
and full- time 
employees 
Established 1971 in 
Canada, highly visible 
by using direct action 
and lobbying e.g. on 
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gree) global warming. 
21 
Trade union                                        
(head of section, 3 
years, Bachelor's de-
gree) 
Third sector / 
Service Pub-
lic 
26 part-time 
and 3 full-
time employ-
ees 
Offers support from 
labour law specialists. 
It represents 13’000 
employees from pub-
lic institutions. 
22 
Support provider: 
Consulting and certi-
fying                            
(owner-manager, 25 
years, Master's de-
gree) 
Consulting 
sector / Swiss 
academics 
and business 
1 full-time 
and 2 part-
time employ-
ees 
Business consultancy 
specialised in inte-
grated management 
systems (including 
environmental, quali-
ty, social, and health 
security certifying). 
23 
Capital provider: 
Bank                                              
(CSR manager, 12 
years, Master's de-
gree) 
Finances / 
international 
individual    
and corporate 
customers 
534 employ-
ees                            
turnover 
(2013): Mio. 
244.3 EUR 
Product portfolio in-
cludes a range of ac-
counts, business and 
property financing 
facilities, commercial 
credits, and expert 
investment advice. 
24 
Capital provider: 
Bank                          
(CEO, 5 years, Mas-
ter's degree) 
Finances / 
Swiss indi-
vidual and 
corporate 
customers 
86 employees                                    
total assets 
(2013): Mia. 
1.385 EUR 
Established 1990, rep-
resents about 30’000 
Swiss clients, provider 
of ethical banking-
services. 
25 
Media: Print and 
online newspaper, TV, 
radio (CEO, 7 years, 
Master's degree) 
Media / 
Swiss busi-
ness and in-
dividuals 
546 employ-
ees                               
turnover 
(2012): Mio. 
159 EUR 
Centre-left oriented 
media group issuing 
eight regionally dif-
ferentiated (online and 
print) newspapers. 
26 
Government: Re-
search affairs (head of 
department, 12 years, 
PhD degree) 
Public Sector 
/ Swiss re-
search com-
munity 
320 employ-
ees 
Centre of expertise for 
research.  
27 
Government:  Eco-
nomic affairs (head of 
department, 8 years, 
Master's degree) 
Public Sector 
/ Swiss econ-
omy 
73 employees 
Centre of expertise for 
all core issues relating 
to economic policy.  
Table 6: Organisation code ID and qualitative sample description  
The interviews were based on pre-tested questions (see Appendix 1) derived from theory 
and document analysis corresponding to the themes of CSR (urgency, power, and legitima-
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cy) of the different stakeholders in Switzerland, the conditions, stakes, interrelations, and 
the similar or divergent interests of these actors regarding Swiss CSR.  
In the first part, interviewees were asked about their understanding of CSR where after 
different concepts (as stated in Section 2.1) and concrete actions of CSR (e.g., in Section 
2.2) were introduced and discussed. After this discussion and paying respect to the fact that 
CSR is a broad umbrella term the participants agreed on “the responsibility of enterprises 
for their impacts on society” (European Commission, 2011: 6) as definition here (see again 
Section 1).  
The experts were subsequently asked about their general attitude towards CSR in Switzer-
land, about their influence and power on Swiss CSR, how legitimate and/or urgent their 
concerns and claims in regard to CSR are, and whether there will be any changes in these 
estimated levels in near future. Subsequently, they should evaluate other stakeholder 
groups’ power, legitimation, urgency, and claims.  
In order to obtain a different viewpoint on their approach to other stakeholders, they were 
asked about their response patterns to other actors within Swiss CSR. Whether a stake-
holder is seen as “legitimate but does not afford attention”, or “has high expectations of 
support”, “is irrelevant within the CSR topic”, or “is unwilling to become involved” pro-
vides significant hints to stakeholder categories strictly following Beach’s (2009: 24) strat-
egies to react on performance gaps within stakeholder relationships (compare with Table 
4). On this basis, the interviewees were requested to name their issues, interests, claims, 
and concerns in CSR and which ones they assume to have in common with others. Within 
this structure, responses were encouraged in a way that was not guided by any judgements 
of expected behaviour in order to reveal underlying feelings and attitudes, to avoid socially 
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desirable responses, and to undertake estimates of power-, legitimacy-, urgency-levels and 
stakes in the experts’ own words.  
3.3.3 Interview analysis: qualitative coding  
The interviews took on average one hour and were conducted between October 2013 and 
April 2014. They were subsequently transcribed and coded using MAXQDA (for the data 
files see storage media in Appendix 19). The simple transcription procedure was used, 
which puts the focus on a transcript smoothed from colloquial language, on a legible text, 
and mainly on the content of the conversation (Dresing and Pehl, 2011: 2). This research 
is, in general, based on qualitative analysis where qualitative coding is defined as “the pro-
cess by which segments of data are identified as relating to, or being an example of, a more 
general idea, for instance, theme or category” (Lewins and Silver, 2007: 22).  
The decision in favour of a category-based evaluation (in this part using MAXQDA) fell 
since this allows a review of all interviews on the basis of the research topics by parallel 
analysis of the data. By coding and categorising, differences, similarities, and action pat-
terns were identified in order to find mutual concerns (or common interests) between 
stakeholders (as suggested in Section 3.2). 
The code tree created at the beginning of the coding process is based on a procedure of in-
vivo coding. In-vivo coding refers to a passage where meaningful and significant key 
statements are directly marked as code and transferred into the code system (Verbi, 2012). 
Therefore, firstly the code tree was wide, and then rapidly condenses to the relevant as-
pects. This, on the one hand, ensures that the tree is not too specific; on the other hand, a 
sufficient and appropriate number of statements are outlined. In addition, this enabled the 
identification of specific answers in regard to the research questions related to power, ur-
gency, legitimacy, and concerns of the different stakeholders.  
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During the evaluation, it turned out that due to the comprehensive statements of the ex-
perts, more open categories had to be selected. This final code tree and the quantitative 
analysis of the codes given are shown in Appendix 2.  
The reasons for the individual categories are based on comments, or code memos respec-
tively (see Appendix 3), strictly following grounded theory rules for coding (Strauss and 
Corbin, 2008: 89). Finally, the different statements were weighted (with a default mean = 
50, maximum = 100, minimum = 0) in order to analyse the “softer” conversation compo-
nents, such as intonation and gestures. A stronger weighting particularly points to facts that 
were emphasised by the experts through their parallel gesture or intonation (for an excerpt 
of the coded and weighted data see Appendix 4).  
The correlations gained by coding the whole interview and weighting the core statements 
made the analysis of the interviews an integrating and hermeneutic procedure. In sum, the 
coding process allowed for cross-case analysis to identify patterns and construct typologies 
as suggested by Patton (2002: 544ff.). This helped to relate the identified patterns to other 
observations or research results, e.g., from document analysis.  
3.3.4 Triangulation and quantitative analysis 
Although the research is mainly exploratory, the results were also analysed in a quantita-
tive manner. Therefore, the quantitative number of codes given in the interviews for the 
perceived own and others’ power-, urgency-, and legitimacy-levels were transferred into a 
stakeholder map. Triangulating these results with findings from the pre-analysed docu-
ments leads to clear assignations of stakeholder priorities/categories (as defined by Mitch-
ell et al., 1997: 872f.).  
A stakeholder for instance, who is regarded by its co-stakeholders as powerful and legiti-
mate with urgent claims, an estimation congruent with self-image and pre-analysed docu-
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ments, is categorised as definitive stakeholder. In the map, the different priorities are de-
picted by concentric circles: e.g., a definitive stakeholder has priority 1 and is consequently 
positioned on the most central circle. On the contrary, an actor with little power/legitimacy 
and without urgent claims is shown on the very outside circle, labelled as “non-
stakeholder” (as outlined in Figure 8).  
The decisions about whether others see a group as powerful, legitimate, with urgent claims, 
or not, were based on majority view. In most cases, the external assessments were surpris-
ingly concordant. If self-ratings were found to differ from the ratings of others, the previ-
ously analysed publicly available documents were consulted, compared, and triangulated in 
order to reach a final decision based on a majority of references.  
If it were still not possible to make a decision on that basis, new documents were sought 
and examined until an accurate assignment to a stakeholder category was possible. This 
situation was only the case for “trade unions” and “cooperating NPOs”. The former was 
externally assessed as powerful, legitimate with urgent claims, whereas the trade unions 
themselves see their influence as limited because they are less interested in the broad con-
cept of CSR.  
Document analysis (e.g., on the websites of Travail Suisse and SAH) supported the latter 
and thus helped to make a final decision on this group’s power-, legitimacy-, and urgency-
levels. Cooperating NPOs on the other hand see themselves as relatively weak (compared 
to their not cooperating counterparts); however, external opinions differed because these 
NPOs’ expertise seems to be greatly appreciated by most other stakeholder groups. In this 
specific case, the consultation of external documents (e.g., Novartis, 2012; Nestlé, 2014a; 
ZEWO, 2014) supported the external opinion, and thus a final assessment was possible. 
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To identify individual issues (or concerns/interests) the same procedure was chosen: the 
main themes were identified over document analysis and verified from different stakehold-
er’s viewpoints during the 27 interviews. Thus, interviewees were asked about their own 
and others’ interests and concerns in CSR. The triangulation of external and self-
assessment with documents helped again to gather a holistic and quite complete picture of 
CSR concerns stakeholders had in common with other groups (compare again with Figure 
5). These findings were systematically aggregated by the coding process and then trans-
ferred into ties in the stakeholder map to on the one hand visualise but also to quantitative-
ly analyse the qualitative data.  
A draft of the map was subsequently reviewed by the interviewees in order to ensure that 
the coding matches their perspectives. This draft map is intentionally not displayed here 
since it contains data that was not anonymised so that the participants were able to identify 
themselves and the actors in their proximity.  
During the Delphi-like process (Atteslander 2010: 164f.), they were sent the draft map by 
email alongside instructions to reflect their position (notably not their priorities) in relation 
to the actors in their sphere of influence, and to verify their issues that were aggregated by 
the coding of their various inputs. The interviewees were asked to give feedback via email 
or telephone. Figure 6 shows the process of stakeholder analysis.  
 
Figure 6: Process of stakeholder analysis 
During this process and the discussions herein, stakeholders were moved around on their 
concentric circle (corresponding to their priorities) until every actor was satisfied with its 
relative location. Overall, there were only few and minor adjustments necessary. With re-
27 Interviews 
Qualitative 
analysis 
Draft map  
(not displayed) 
Delphi-like 
process 
Stakeholder 
map (Figure 9)  
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gard to issue clusters, all interviewees agreed on three generic (actual or potential) areas of 
interest. Subsequently the actors in the map were anonymised by their code ID (as given in 
Table 5).  
As this part of the thesis applies stakeholder mapping in order to visualise and also to ana-
lyse the gained data quantitatively the next section explores network analysis methodology. 
3.3.5 Network analysis: software and parameters 
The aforementioned visual and quantitative analysis is run by the network analysis soft-
ware “VennMaker”. VennMaker presents a compromise between highly standardised net-
work questionnaires for quantitative evaluation and the collection of qualitative infor-
mation by intuitively drawing networks on the computer (Kronenwett and Schönhuth, 
2011: 123). As a network analysis software tool, VennMaker is able to calculate network 
parameters. These parameters give additional hints as to the importance and embeddedness 
of individual actors in the Swiss CSR network, which can be described as follows:  
Degree is considered a simple mass number for prestige, popularity, and social support, 
and refers to the number of direct relations of each actor (Kronenwett and Schönhuth, 
2011: 122). In this research for instance, SMEs have 9 ties to other stakeholders (represent-
ing common concerns/interests, etc.). This results in an un-standardised degree value of 9. 
In order to standardise this parameter and make it comparable across different networks, 
the sum of ties is divided by the sum of actors involved (thus by 12 actors in this research). 
The result is a SME degree value of (9 / 12) = 0.75. In this study, only the standardised 
values were considered.  
To conclude, a value of 0 is given to an actor with no relations, and a value of 1 is given to 
an actor directly connected to all other actors (Wasserman and Faust, 1994: 203f.), e.g., in 
this research: (12 (ties) / 12 (actors)) = 1. Notably, VennMaker ignores whether there are 
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one or more relations between two stakeholders (Kronenwett und Schönhuth, 2011: 123). 
This differentiation is not relevant as the value is standardised.  
Proximity prestige calculates how close the respective actor stands to his sphere of influ-
ence by adding the path distances. The path distances are calculated by summing up the 
steps to the actor. The resulting values are added and divided by the number of actors in 
the sphere of influence. After that the reciprocal value is built in order to standardise the 
parameter for comparison with other networks (Wasserman and Faust, 1994: 194). Be-
cause the depiction of the several steps needed in the example of SMEs is far too complex, 
Figure 7 demonstrates the calculation in a simpler example (for “EGO”).  
 
Figure 7: Calculation of “proximity prestige“ and “closeness” (adapted from Wasser-
man and Faust, 1994: 203f.) 
Given the path distances of C->EGO = 2; A->EGO = 1; B->EGO = 1, consequently, the 
sum of all path distances is 4. The number of actors in the sphere of influence of EGO is 3 
(namely A, B, C). Hence, proximity prestige of EGO is: 1 / (4 / 3) = 0.75. To conclude, if 
all actors are connected to the respective actor, standardised proximity prestige is 1 and, if 
there are no relations, proximity prestige is 0 (Wasserman and Faust, 1994: 203f.). 
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Closeness is a proximity-based centrality measure that takes the path distances of all di-
rectly and indirectly related actors into account. By contrast to proximity prestige, here, all 
unconnected actors are omitted from the calculation (Wasserman and Faust, 1994: 203f.). 
Consequently, if no actor is isolated (as it is the case in this stakeholder analysis), proximi-
ty prestige and closeness have the same value (Kronenwett and Schönhuth, 2011: 110). 
The calculation of this parameter follows the same principle as above shown for proximity 
prestige. Because the manual calculation of these three parameters would be too time con-
suming, VennMaker is applied to execute this analysis. 
However more interestingly, proximity prestige is connected to social power and the privi-
lege not to reciprocate choices; degree points to direct and immediate choices and is there-
fore one factor of urgency; and closeness provides information about authorities or, in oth-
er words, about the legitimacy of actors (Wasserman and Faust, 1994: 203f.).  
Moreover, a stakeholder with many relationships can be placed centrally on the basis of a 
presentation by the Spring Embedder, a layout algorithm, which provides additional infor-
mation about which actors are relatively isolated and whether there are groups within the 
network that are highly connected to each other (Kronenwett and Schönhuth, 2011: 110). 
The underlying centrality scores of the centrality analysis are calculated by summing 
weighted scores for ties around a stakeholder.  
Essentially, network software tools calculate which stakeholder has the most immediate 
and more distant ties of influence leading both to and from them, while immediate ties are 
weighted higher than distant ones (Bryson et al., 2002: 416f.). These scores are then trans-
ferred into a diagram (e.g., Figure 8). A detailed calculation of these scores would go far 
beyond the scope of this study, thus, a depiction of the particular calculation steps and a 
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demonstration of the Spring Embedder function is accessible on the Website of University 
of Constance (2004).  
To summarise, centrality is a factor combining prestige, popularity, and social support, 
whereas salience answers the questions of how powerful, urgent, and/or legitimate CSR 
issues are among stakeholders (compare with Figure 4). 
Figure 8 outlines the basic configuration of VennMaker: the different stakeholder groups 
are presented by eight sectors (based on the St. Galler model’s understanding of stakehold-
er groups) and by individual symbols, where common issue clusters (i.e., con-
cerns/stakes/interests) are presented as coloured ties between the different actors (follow-
ing Bryson’s (2011: 417) stakeholder-issue interrelationship-approach, set forth in Section 
3.2).  
 
Figure 8: Basic configuration of VennMaker 
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The centre of the network map (in this research demonstrated by “CSR”) has the x- and y-
values of 0 and the network map is understood as a graph with horizontal x-axis (left hand 
is negative, right hand positive) and vertical y-axis (upper half is negative, lower quadrants 
positive).  
This coordinate system enables a precise location of any involved actor by its x- and y-
values (as implemented in Table 7). To have CSR in the centre of the map visually stresses 
this research’s rationale to look at many stakeholders’ salience and concerns not from the 
perspective of one specific company, rather a CSR view on multiple stakeholders is ap-
plied.  
3.4 Findings: stakeholder salience and concerns 
The integration of internal and external statements from the 27 face-to-face interviews 
permitted the following final and distinct rating of stakeholders as a combination of their 
power-, legitimacy-, and urgency-levels (Mitchell et al., 1997: 874).  
To start with some general observations: despite the attempt to find more female partici-
pants, only organisations 4 and 5 are represented by women. However, according to offi-
cial statistics (FSO, 2013), this sample’s distribution with a majority of male interviewees 
represents the gender distribution regarding leading positions in Switzerland. Thus, it is not 
classified a bias since it reflects reality. 
The majority of the interviewed persons have at least three years of experience in their 
current position and their educational level ranges from national certificates to PhD de-
grees. As said, the number of organisation and more details are stated in Table 6. Overall, 
this study (Looser and Wehrmeyer, 2015a: 798) identified SMEs, MNEs, and cooperating 
NPOs as being the most significant stakeholders, in that order. 
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3.4.1 MNEs and large national companies 
Due to their listing on stock markets, public attention, and their activity in critical areas, 
MNEs are continuously expected to raise their CSR activities so as to improve their image, 
market share, and profit, which is based on a calculus of utility and on CSR purely seen as 
“business case” to generate more income (compare also with Section 6.3).  
Hence, their sense of urgency, with regard to the importance and time sensitivity of their 
claims as defined by Mitchell et al. (1997: 867f.), is usually bigger than that of nationally 
active larger companies. Further, due to their size, purchasing power, globalised activities, 
and dependence on image and public scrutiny, MNEs indeed have substantial coercive and 
utilitarian power (Mitchell et al., 1997: 865f.) to foster CSR. This opinion is supported by 
the not cooperating NPO (organisation 20), consumer organisation (16), support provider 
(organisation 22), and trade union (organisation 21), by SGB (2006), FINMA (2008), 
SECO (2009), KPMG (2011), Ethos (2012), and Travail Suisse (2013), which therefore 
ask for more regulation for MNEs.  
In addition, MNEs and large Swiss companies have legitimacy in their specific playing 
field, which is on the one hand the self-perception of organisations 1-4 but also the assess-
ment of other powerful stakeholders, such as the government (organisations 26 and 27). 
This finding is supported by the fact that the governmental CSR strategy is focused only on 
“big business” (SECO, 2009).  
On the other hand, if large national companies did broadly comply with CSR, its applica-
tion might trickle into their network and influence other Swiss stakeholder groups. In other 
words, nationally active companies have high power as well. Combining high levels of 
power, urgency, and legitimacy, it can be concluded that MNEs are definitive stakeholders. 
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Large nationally operating companies are, mainly due to less urgent claims than those of 
MNEs, rather dominant stakeholders within Swiss CSR. 
3.4.2 SMEs 
SMEs, on the other hand, are very active in the field of CSR in a somewhat subtler way. 
This is because SMEs, unlike large companies and MNEs, are found not to be very famil-
iar with the scientific or technical term “CSR”, they consequently do not usually have for-
malised programmes to manage CSR, nor issue external reports. However, the interviews 
reaffirmed the commonly held perception that even though SMEs do not apply CSR out of 
strategic reasons or in a systematic way they still may be engaged in CSR due to family 
tradition, the owner-manager’s personal values, prudence, embeddedness in community, 
their willingness to “give something back to society”.  
This is unconventional because, though a clear-cut system or strategy towards CSR is 
missing, there is clear evidence that SMEs are very active and engaged in CSR. Examples 
of this strong CSR practice beyond formal systems include handshake instead of formal 
contracts with customers, employees, suppliers, etc. (therefore saving transaction costs), 
democracy and absolute transparency (therefore trust), quality aims, altruistic and philan-
thropic values, and visionary instead of profit goals. There is good reason to believe those 
idiosyncrasies to be part of an underlying business model. This deserves further scrutiny 
and these features are analysed in more detail in the following Sections 4 and 5.  
Another example is in the publicly communicated core elements of organisation 4: the 
equal treatment of all employees, transparency in all respects (especially performance indi-
cators, salaries, and bonuses), and majority votes where every employee has the option of a 
veto against management. For this reason, this organisation’s employees jointly decided 
against entrance into global markets despite that this might have been economically bene-
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ficial, because they feared not being able to continue to enjoy full transparency and demo-
cratic values when exposed to worldwide competition.  
The existence of such idiosyncrasies is also verified by the statements of many stakeholder 
groups, first and foremost by government support (i.e., organisations 26 and 27; SECO, 
2012b) of the fact that SMEs are led by an “Unternehmer” by contrast to MNEs’ managers. 
Notably, the topic of “Unternehmer”, the nexus and link of SME owner-managers and “en-
trepreneurs”, theory on “Unternehmertum” and “entrepreneurship”, and how CSR can in-
terlink these concepts will be further explored in Section 4.2.  
Various results from research (Baumgartner et al., 2004: 24ff.; Schur et al., 2005: 14ff.; 
CDI, 2011: 18ff.) and from the interviews (e.g., organisations 17 and 18) confirm that the 
integration of disabled people into the staff is an ordinary practice of Swiss SMEs. This 
shows their adherence to the stewardship concept – including loyalty in the case of hard-
ship.  
Organisation 7’s CEO, for instance, stated that for over 10 years two of his 54 employees 
have been handicapped and simultaneously fully accepted by their co-workers, who con-
firmed to appreciate highly this socially responsible detail of their daily work. This orienta-
tion of taking responsibility for others goes definitely beyond CSR as “façade” and the 
“business case” mantra of CSR providing better value for shareholders (see also identified 
motives and manifestations later in Section 6.3).  
By SMEs bearing the Swiss apprenticeship system – about 200’000 apprentices are em-
ployed at SMEs (FSO, 2012), within organisation 10, for instance, are 45 out of 150 em-
ployees apprentices – such expressions of personal ethics at work are deeply embedded 
during the process of work socialisation and responsible business practices are established 
from the start of employees’ careers. The development of an ethical groundwork by expe-
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rience points consequently to the guidance by virtues (i.e., practical wisdom, justice, 
friendship, courage, and temperance) and morale.  
Considering the above, it is evident that more research is needed to explore further efforts 
on CSR virtues and on how these virtues can be applied in the Swiss small business con-
text. Examples of such virtues are: 1) practical wisdom (prudence) that helps identifying 
the right thing (Ruisi, 2010). Prudence is normally based on three sources: knowing the 
company, having a clear hierarchy of end-means business, being aware of the structure of 
the company, the competitive and social environments, human resources, their aspirations, 
corporate values and operational mechanisms (Zamagni, 1995: 33; Del Baldo, 2013: 135). 
Other virtues are: 2) justice (friendship), 3) courage (fortitude) and 4) moderations (tem-
perance), all of which are required by repetition of acts (Melé, 2009: 26). The former refers 
to benevolence and care for the good of others and compromises all virtues in regard to 
human relations (honesty, loyalty, gratitude, generosity, and solidarity). The latter regu-
lates human inclination with moderation of satisfaction and pride for the present or future 
results (Del Baldo, 2013: 132). Courage means the pursuit for what is good to the company 
in spite of obstacles in an appropriate way (Del Baldo, 2013: 131). How these virtues are 
woven into the business model will be specifically discussed in Section 4.4.3, further im-
plications are explored in Section 9.1. 
The interviews and the publicly available reports suggest that running an SME is more of a 
lifestyle decision to chase innovation and visions rather than primarily a wealth-
maximising strategy. Often, SME owner-managers are envied for this libertarian lifestyle, 
even though they sacrifice economic security to pursue their ideal. They stated that respon-
sibility and altruism are often important elements of their upbringing and such ethically 
aware behaviour is not a commercial strategy but a habitual characteristic of their business.  
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This is strongly supported by organisation 5 whose CEO mentioned the peculiarly “paral-
lel” educational world of family business children within the worldwide family business 
network. Her children went to private schools that foster the strengths of the children and 
do not try to fix issues of weak school performance. These schools teach social responsibil-
ity for instance by letting the pupils clean the school house, organise and cook lunch, and 
look after the smaller pupils during school breaks.  
By doing so, they learn on the one hand to negotiate with food suppliers, but also to bear 
responsibility for their fellow students’ nutrition, health and security, for the tidiness of the 
place where they study, and to have a relation to the “real” working life. By personalizing 
such duties, ethically responsible behaviour is increased in contrast to most public Swiss 
schools, where cleaning and cooking duties are passed on to workforces often belonging to 
a lower social class. Later, children of family business owners are mutually exchanged in 
traineeships and educated in companies that belong to the network (e.g., in China, India, 
USA) in order to be aware of cultural differences that may serve their later role as leader of 
the family business.  
This in part explains the relative ease with which SME owner-managers are operating of-
ten highly developed and far-reaching CSR programmes, but do not link these activities 
with the “bottom line”, nor are the activities necessarily formalised and publicly presented.  
For this reason, they have high legitimacy and social support based on their philanthropic 
profile, their function as societal pillars, and their long-term continuity passing the business 
down to their children, all of which are layers of legitimacy (Suchman, 1995: 574) as noted 
in Section 3.2. 
Overall, SMEs show high investment in social capital, which leads to regionally strong 
networks to customers, who mutually rely on the SMEs’ traditional image. Due to these 
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regionally grown supply chains, SMEs are often more sustainable for the same product as a 
result of shorter transportation distances.  
Further, their business strongly relies on reciprocal, trust-based deals. Organisation 5’s, 9’s 
and 10’s CEOs, organisation 8’s CEO and CFO, for instance, emphasised that they only do 
business within the family business network and would rather sacrifice a deal, contract and 
the opportunity to make a deal if business partners asked for costly formalisation by a con-
tract and did not rely on the handshake between them. These five stressed that their inter-
national trade partners (SMEs e.g., from China, India, or Thailand) rely on this trust-based 
business practice as well. In other words, their traditional values determine also their glob-
al business and supply chain. 
Such corporate cultures expressed by values of prudence and loyalty, trust and ethics result 
in staff turnover rates of only 3% or less and within organisation 8, for example, in em-
ployee relationships that have been lasting for three generations. Moreover, due to their 
limited size, SMEs are very innovative and capable of adapting new trends very quickly, 
accounting for the Swiss market leadership of many SMEs (i.e., organisations 5, 6, 8, 9, 14 
and 15). To conclude, Swiss SMEs have both a high legitimacy and also high CSR power 
and urgency – even higher levels than MNEs paying respect to their “Swissness“ – and are 
consequently definitive stakeholders. 
3.4.3 Consumers 
The interviews showed surprisingly strongly that consumers (represented by a consumer 
organisation) are not very interested in the social aspects of products or in CSR in general, 
and, although their interests differ across industries and products, consumers’ purchase 
decisions are driven by price and brand/image. This was verified by cross-comparison with 
external sources, inter alia Ethos (2012), FCAB (2014a, b), Konsumentenforum (2014), 
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Kassensturz (2014), but also with the media (organisation 25) and explains the reported, 
negligible consumer interest in CSR labels and why scandals in food or textile industries 
only have a low and short-term impact on consumerist behaviour.  
Based on these low criticality and time sensitivity (Mitchell et al., 1997: 867f.) in regard to 
current CSR issues, consumers show therefore very little urgency. The herein interviewed 
MNE CEOs support this assessment above all with the argument that their CSR reports are 
mainly read by capital providers and support providers, which was confirmed by the for-
mers (organisations 23 and 24) and the latter (organisation 22), and rarely by consumers.  
Nevertheless, in regard to legitimacy, consumers and consumer organisations are very rel-
evant stakeholders for companies as a result of negotiation at two societal levels (Mitchell 
et al., 1997: 866): 1) the former should buy the companies’ products and 2) the latter 
should not lobby against them. The interests and preferences of consumers can strongly 
influence the decision of companies to comply with CSR expectations.  
Thus, this stakeholder possesses financial (purchasing) and restricting (coercive) power 
(Mitchell et al., 1997: 865f.). However, not all companies are similarly dependent on indi-
vidual or corporate customers, especially those who sell to other businesses (B2B) or 
which are even further removed from consumers.  
This argument is verified by the statements of various stakeholder groups, first and fore-
most by MNEs (organisations 2 and 3) and support providers (organisation 22), but also by 
several SMEs (e.g. organisations 11, 12, and 14), all of which strategize on consumer rela-
tionships and often fail upon the consumers “two faces” in regard to CSR (e.g., good prod-
ucts for cheap prices). In other words, thanks to high levels of power and legitimacy but no 
urgent pressure (compared to Table 4), consumers are mainly dominant stakeholders. 
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3.4.4 Trade unions 
Trade unions’ interest in the broad concept of CSR is limited because they are found to be 
mainly interested in a small aspect of CSR: namely in employees’ rights. In other words, 
they are not an urgent group within CSR because Swiss employees’ rights are highly re-
spected and secured by law, and though it is an important issue in general, it is currently 
not timely pressing or critical at all (supported by findings in Section 6.3.2).  
However, trade unions do have some influence because labour conditions such as wage 
differences (e.g., between genders) or the inclusion of handicapped people into labour 
markets are common topics of discourse in Switzerland, as stated by the trade union itself, 
the social enterprise (organisation 17), the government (organisation 26) and further sup-
ported by several publicly available sources (i.e., SGB, 2006; SAH, 2012; Economiesuisse, 
2012; Travail Suisse, 2013).  
As already mentioned, labour relations are highly regulated, detailed, and strictly enforced; 
reaching a level of CSR that is arguably higher than in many other countries. However, 
strikes are quite rare in Switzerland compared to other countries, and industrial relations 
are determined by dialogue and mutual respect, so that trade unions’ power in regard to 
their financial or coercive restrictions (for definitions see Mitchell et al., 1997: 865f.) on 
Swiss economy is limited with respect to CSR issues.  
Nevertheless, unions have symbolic power as they defend an important and sensitive inter-
est of society and, more importantly, their legitimacy is secured by law (e.g., Bundesver-
fassung, 2014). Overall, this stakeholder possesses legitimacy but no power (and its claims 
are currently not urgent) and is shown to be discretionary. 
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3.4.5 NPOs: not cooperating and cooperating NPOs 
The document review as well as the interviews showed that not cooperating (or activist) 
NPOs could have some (restricting and financial, but mainly normative) power (Mitchell et 
al., 1997: 865 – elaborated in section 2.3), however only with respect to MNEs and espe-
cially to MNEs’ business conduct abroad. Their scrutiny and monitoring of Swiss compa-
nies’ CSR-related behaviour are comparatively weak and consequently their urgency is 
low. Since NPOs are also of only little relevance to locally operating Swiss companies, 
they have almost no power in the context of Switzerland. These statements were verified 
by both interviewed MNEs (organisations 2 and 3), by some SMEs with export experienc-
es (organisations 7, 8 and 14), by the Coalition of Swiss NGOs (2010), and MultiWatch 
(2014).  
Furthermore, they lack legitimacy due to the absence of CSR legislation, which would 
provide the necessary system of norms (Suchman, 1995: 585) to justify these NPOs’ actu-
ally often illegal actions against MNEs. This argumentation is strongly verified by the 
marketing manager of organisation 20, who stated that in regard to pressure from NPOs on 
Swiss companies his organisation focus on MNEs in foreign countries and not on irrespon-
sible actions of Swiss companies. He argued that the rule of law works well in Switzerland 
– contrary to many other foreign countries – and violations of e.g., human rights or the like 
do seldom occur in Switzerland.  
Persons affected by corporate misbehaviour can usually help themselves since they find 
support within the law and from many counselling institutions that exist in Switzerland 
and, hence, do not need that much activism by NPOs. Considering this (no power, legiti-
macy, or immediacy), they are categorised as non-stakeholders.  
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Cooperating NPOs are more interested in CSR so as to enable a dialogue with companies. 
Their expertise in CSR is highly respected, which was emphasised by MNEs (organisa-
tions 2 and 3), some SMEs (organisations 6, 7, 9 and 14), the support provider (organisa-
tion 22), Proofit (2012), and ZEWO (2014), therefore their urgency is significant. Since 
these relationships are generally strongly based on cooperation, cooperating NPOs have 
greater relevance and consequently a higher level of societal legitimacy.  
Moreover, cooperating NPOs do not often apply pressure since this might harm their repu-
tation within society and companies with which they have an incentive to cooperate in or-
der to attain donations or sponsorships. Organisations 17’s and 18’s CEOs stated that there 
exist institutions that foster CSR engagement in areas like the integration of disadvantaged 
people but that the pressure on companies is less strong since the burden of suffering is less 
heavy in Switzerland compared to other countries, since, as explained before, Swiss law 
works well.  
They further explained that CSR encompasses less sensitive topics in Switzerland since the 
state secures basic needs. Thus, Swiss companies have to take on few responsibilities for 
these profound needs and can concentrate in cooperation with NPOs on more advanced 
approaches to CSR, e.g. circular economy initiatives.  
This finding is largely supported by the later identified efficiency inherent in the “raison 
d’être” of Swiss SMEs (Section 4.4.3). Though cooperating NPOs lack power, they play a 
crucial role for CSR advancements, in inter-sector relationships aimed at innovative ex-
change without a primarily profit goal, and in the establishment of win-win situations for 
CSR and society. Overall, they have urgent and legitimate claims and are therefore regard-
ed as dependent stakeholders. 
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3.4.6 Support providers: certifiers and consultants 
Certifiers, in their role as support providers, have interests in the promotion of formal CSR 
– this is to some extent their core business. Nevertheless, because a potential formalisation 
is neither timely sensitive nor somewhat critical (Mitchell et al., 1997: 867), their claims 
are not urgent at all. With respect to legitimacy, however, certifiers have a significant 
amount of legitimacy since MNEs and larger companies usually prefer formalised CSR 
tools or external assurance of their programmes (e.g., Vogel, 2005: 39; Schneider, 2012: 
5f.; Bank Vontobel, 2014; UBS, 2012a, b) in order to prove that their behaviour is “desira-
ble, proper, or appropriate within the social system of norms” (Suchman, 1995: 574).  
This assessment is strongly supported by the interviewed large national (organisation 1) 
and the multinational companies (i.e., organisations 2 and 3), all of which spent significant 
amounts of their annual budgets in the (re-)certifications on e.g., ISO 14001. However, 
given the role of SMEs and from the interviews, SMEs turned out to be the most crucial 
group due to their prevalence (FSO, 2013). Yet, certification is often too costly, too for-
malised and wide-ranging to fit with the informal ethics- and community-based interpreta-
tion of CSR in SMEs.  
Moreover, in the absence of CSR legislation SMEs do not feel much pressure to obtain 
CRS certification, an interpretation that was shared not only among most of the inter-
viewed SMEs but also by government support (organisation 26) of the fact that certificates 
on CSR are not deciding within the public procurement process (see also Stadt Zürich, 
2012a, b, c). This considered, certifiers are legitimate, but do not have much financial, re-
stricting, or symbolic power (and almost no immediacy), making them discretionary 
stakeholders.  
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Consultants on the other hand target, and are mainly ordered by, large national and multi-
national enterprises (and some SMEs that want to formalise their CSR). Even though they 
are actively introducing their clients to CSR tools, these attempts are again not urgent due 
to the lack of legal regulations, which makes consulting services neither timely pressing 
nor critically deciding (Mitchell et al., 1997: 867f.).  
However, consultants offer technical or managerial competence and expertise, which 
MNEs, large national companies (and some SMEs) need, so that there is actually consider-
able demand for consulting, which was verified by “big business” (organisations 1-3) and 
some SMEs: the formers involve consultants mainly due to shareholder pressure and exter-
nal assurance that they “do something” in regard to the “business case” CSR, the latter 
needed some advice in order to heighten their competitive advantage (organisation 9) and 
export opportunities (organisations 8 and 14). In other words, Swiss consultants do have 
some legitimacy and power, mainly with respect to upcoming advancements. This leads to 
their rating as dominant stakeholders. 
3.4.7 Capital providers 
The interviewees, especially organisation 24, the support provider (organisation 22), but 
also Vogel (2005: 35f.), FINMA (2008), KPMG (2011), UBS (2012b), Zürcher Kantonal-
bank (2012a, b, c), and Isaac-Kesseli and Ziltener (2012: 456f.), argued that for Swiss 
capital providers, CSR is only lucrative when it comes to so-called Socially Responsible 
Investments (SRI) by which the CSR compliance of a company can be assessed and fed 
into the financial market as a differentiation criterion. Indeed, for them CSR is only viable 
if it is a “business case”.  
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However, as already mentioned, the majority of Swiss companies are SMEs (FSO, 2013), 
which are in most cases totally self-financed (and also self-owned) and thus less likely to 
have large-scale investors. Further, they are usually not listed in the stock market.  
Overall, the majority of Swiss companies are less exposed to CSR evaluations by the capi-
tal market. Hence, in the Swiss CSR playing field, capital providers have little urgency 
(mainly because there is no time pressure or criticality in relation to the majority of Swiss 
companies). Because SMEs are perceived as “proper, or appropriate” (as defined by 
Suchman, 1995: 585) within the Swiss society’s system of norms, values, and definitions 
and therefore do not need any external assessment by the financial market, the legitimacy 
of capital providers is limited as well.  
Nevertheless, they can still exercise their financial (utilitarian) and by possibly excluding 
companies from debt capital also coercive power (Mitchell et al., 1997: 865) in the value 
chains of larger companies and MNEs. In this way, and if the company goes to the capital 
markets, the power of financial institutions could trickle down to SMEs as well. Conse-
quently, this group is seen as dormant.  
3.4.8 Media 
As shown by the statements from almost all companies, all four NPOs, the trade union 
(organisation 21), support provider (organisation 22), and the consumer organisation (or-
ganisation 16), the Swiss media has significant power due to its close monitoring of com-
panies’ actions and possible interventions in cases of irresponsible behaviour. This power 
is mainly based on the option to damage images, which makes it coercive and, as a conse-
quence, also restrictively utilitarian (Mitchell et al., 1997: 865f.).  
However, they mainly concentrate on larger and well-known companies because small 
businesses are less widely known and consequently less attractive for media reporting. 
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This argument is validated on the one hand by the absence of negative reporting on SMEs 
in general, but also by all SME owner-managers stating that they do not feel any (negative 
or positive) attention from the media.  
For that reason, SMEs are unlikely to become, for example a target of comprehensive me-
dia campaigns. And although the media are meaningful actors within the political and eco-
nomic playing field, they are mainly interested in breaking news.  
Therefore, the media has no urgent claims in CSR unless companies were involved in envi-
ronmental, economic, or social scandals, and thus irresponsible business activities become 
critical and time sensitive (Mitchell et al., 1997: 867ff.). Notably, the gatekeeping function 
of newspapers or TV and radio stations could be partly compensated by the internet that 
provides additional sources of information and therefore has a “democratising effect” 
(Palazzo and Scherer, 2006) by playing a key role in the formation of campaigns.  Overall, 
the media has high legitimacy due to its independent status, which is enshrined in the 
Swiss Federal Constitution (Bundesverfassung, 2014). In other words, considering high 
power and legitimacy but no urgent pressure, this stakeholder is dominant. 
3.4.9 Government 
Due to Switzerland’s politically and economically liberal constitution, stronger legislation 
with respect to CSR (e.g., demands for companies to follow compulsory CSR guidelines) 
is unlikely to be introduced (SECO, 2009). Even if the EU or other trade partners were to 
ask for binding compliance to CSR instruments, the Swiss government would rather follow 
its liberal tradition of letting the market organise itself, a statement verified by all inter-
viewed companies (organisations 1-15) and supported by the government’s CSR strategy 
focusing on development assistance in third world countries and transnational businesses 
but not on formalisation (SECO, 2009; Schneider, 2012: 4f.).  
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Apart from that, the question of “how much CSR regulation would actually add or rather 
remove” remains, an open-ended discourse astonishingly strongly emphasised by all coop-
erating NPOs (organisations 17-19), most SMEs (i.e., organisations 4-9, 11-16), the con-
sumer organisation (16), by Ulrich (2001: 45), and by Economiesuisse (2012), which fear 
that more regulation only motivates regulated companies to evade detection by finding 
holes in the system. This is a finding surprisingly strongly supported by the comparison of 
motives for CSR with regard to research question 5 (in Section 6) and by the comparative 
overview over SMEs from Switzerland and 15 other countries (in Section 7).  
Above all, due to low importance and time sensitivity (Mitchell et al., 1997: 867f.) of CSR 
issues for the government, the urgency to implement CSR is limited, but might grow to 
some extent providing that CSR would be adopted by a large number of MNEs.  
This may then trickle down (or up) the supply chain to SMEs. With respect to the govern-
ment’s legitimacy and power, the state is a very powerful and legitimate stakeholder, for 
example within the legislation process or in its role as a very large buyer.  
The latter argument is validated by document support (e.g., Stadt Zürich, 2012a, b, and c) 
and by organisations 2, 3, 4, 5 and 10, all of which are offering on calls for bids. In other 
words, although the state might not enforce CSR-specific laws, it does have influence on 
companies’ decisions to comply with CSR issues through its own conditions within public 
procurement. Nevertheless, the government will influence Swiss companies’ behaviour 
only indirectly by CSR promotion and support programmes, and therefore – considering 
power and legitimacy but no immediacy – it is a dominant stakeholder.  
To aggregate the above findings to answer the question (research question 1) of “What are 
the characteristics of the Swiss CSR stakeholder environment?”, a network map (compare 
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Figure 9) is drawn (using VennMaker), including all the relevant data from literature re-
view, document analysis, and expert interviews. 
3.4.10 Aggregation of results: network analysis 
Following Bryson’s (2011: 417) recommendation on drawing a diagram of stakeholder-
issue-interrelationships (as demonstrated in Figure 5), in the map, a line indicates that a 
stakeholder has an interest in an issue, though its specificity is likely to differ (or to be in 
conflict) between stakeholders. Therefore, the lines are labelled with different colours and 
shapes, to indicate clearly what the nature of their relationship – e.g., common or different 
interest or concern – is.  
The exact identification of positions and issues (or concerns) is derived from the triangula-
tion of coded self-reports, external assessments, and publicly available documents as out-
lined in Section 3.3.3. To repeat the methodology briefly:  
1) the majority of statements in regard to power, legitimacy, and urgency (for the coding 
see Appendix 2, 3, and 4) led to priorities and thus to positions on the concentric circles, 
ranging from definitive to non-stakeholder; 
2) these positions led to a draft map that was reviewed by the participants in order to verify 
whether this fits with their perspective. Minor adjustments led to the final map (cp. with 
Figure 9);  
3) the identified issue clusters (also based on the coding by MAXQDA) and the results 
from the document analysis were transferred into coloured ties between stakeholders. No-
tably, solid or dashed lines represent differing interests within one issue. 
Three primary issues were identified as mutual stakes, concerns, or interests of the in-
volved stakeholders in CSR:  
1) whether the approach to CSR is formal or informal (labelled with a red line);  
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2) whether more regulation is wished/necessary or a liberalistic, non-regulative approach is 
preferred (blue line);  
3) and whether the lack of binding of (existing or future) instruments is judged positively 
as opportunity or negatively as threat (green line).  
The visual aggregation (in Figure 9) and its analysis answer the question of how the indi-
vidual concerns are mutually amplified or attenuated in the perception of the involved 
stakeholder groups:  
 
Figure 9: Stakeholder map of Swiss CSR 
Obviously, when it comes to regulation, “big business” and “Swiss business” appear as 
two internally consistent clusters. The former prefers formalised structures because they fit 
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its business model, allow meaningful reporting, and offer external validation and a defence 
measure against outside criticism that they do not deploy enough CSR. 
Indeed, for them CSR is the “business type” (as defined by Katsoulakos and Katsoulakos, 
2007: 361f.) driven by commercial motives with a “locus of responsibility” lying on the 
corporate level, as outlined by Hemingway and Maclagan (2004: 39f.). Notably, as busi-
ness and life are more separate in the context of MNEs, this generalisation drawn from 
individual statements and the congruency between communicated values and actual opin-
ions is matter of current discussion, as already addressed in Section 2.1.  
However, the CEOs’ claims were corroborated by their company websites and other inde-
pendent sources and it was found that they were at least accurately reflecting their employ-
ers’ CSR programmes. 
Small businesses prefer unformalised patterns because it is consistent with their business 
model. It is less expensive due to less consulting and it can remain piecemeal, ethics-, and 
vision-driven. In other words, for them, CSR is a “moral activity” and they are “doing the 
right thing although no one is looking” – as stated by the owner-manager of organisation 5, 
for more details compare with Looser and Wehrmeyer (2015a: 806). Swiss companies, 
especially SMEs, may find it ethically and procedurally difficult to formalise “the way we 
do business here”, because CSR is seen as a cultural and personal factor, not a business 
driver anyway.  
Combining this conscious business reflection with their continuous moral evaluation of 
actions, outputs, structures, and procedures (Suchman, 1995: 574) provides moral legiti-
macy, because it is not driven by profit, rather by the “forceless force of the better argu-
ment” (Habermas, 1984: 43). Moreover, because owner-managers have high autonomy in 
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regard to their decision, the “locus of responsibility” (Hemingway and Maclagan, 2004) for 
their CSR lies definitely on the individual level.  
Due to this “personalisation” (comparable to the findings of Fuller and Tian, 2006: 297f.; 
Vallentin and Morsing, 2008: 17ff.; Quazi, 2003: 829; Vitell et al., 2003: 73ff.) this study 
found a strong interconnection of business and life within the interviewed SMEs. Conse-
quently, in the first place, SME owner-managers maintain, nurture, and advance responsi-
ble practices, and perceived responsibility to be important before such behaviours were 
implemented in their companies. 
One reason for the differences between the aforementioned groups may lie in the “multi-
national” orientation of MNEs and it remains a matter of discussion as to how CSR would 
change when a SME grows into a MNE.  
In other words, Swiss SME culture might come under considerable pressure to move from 
their virtue ethics tradition to a more utilitarian and regulation-based model of CSR if the 
organisation grew to a sufficient scale or if it came to be embedded in extensive market 
systems where major customers require CSR standards and reporting within their frame-
works of an utilitarian calculus. In other words, globalisation does not only weaken ethical 
and cultural traditions of companies, but it also leads to an extensive discussion about soci-
etal backgrounds as sources of legitimacy, to more salience on legitimacy issues in general, 
and to a debate on the stress field between government, companies, and civil society (e.g., 
Beck, 2000: 54f.). Notably, globalisation may lead to a re-conceptualisation of legitimacy 
in the political context (Nanz and Steffek, 2004: 321). 
The integration of these results enables a centrality analysis (in Figure 10), which explores 
the reconciliation, amplification, or attenuation of mutual stakeholder concerns and the 
aggregation of the various claims to the three primary issues from the viewpoint of the 
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most embedded stakeholder groups. This analysis, conducted by the network analysis 
software VennMaker and its Spring Embedder function (University of Constance, 2004), 
identifies SMEs as the most central group.  
 
Figure 10: Centrality analysis of Swiss CSR 
Other key actors in Switzerland are MNEs, cooperating NPOs, consumers, media, large 
national companies, and the government because:  
1) they have either high priorities (i.e., in that order: MNEs, NPOs);  
2) are strongly embedded in their direct environment (i.e., in that order: consumers, media, 
large nationals); or 
3) have a prominent position (i.e., government).  
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Further analysis of network parameters (calculated by VennMaker in Table 7), such as 
degree, proximity prestige and closeness, reveals the social power (therefore importance), 
the urgency, legitimacy, and social embeddedness of SMEs in Swiss CSR.  
This result holds despite their following of an intrinsically informal and idiosyncratic ap-
proach to CSR without any wish or need for regulations or binding instruments. 
Stakeholder 
Priority 
(Figure 
4) 
Degree 
Proximity 
prestige 
Closeness 
x net-
work 
value 
y net-
work 
value 
SMEs 1 0,750 0,775 0,775 -13,14 -21,94 
MNEs 1 0,583 0,672 0,672 -6,46 -31,91 
Cooperating 
NPOs 
2 0,541 0,657 0,657 -9,76 36,02 
Consumers 4 0,490 0,621 0,621 53,92 -22,84 
Media 4 0,484 0,593 0,593 -50,39 30,88 
Large national 
companies 
4 0,441 0,560 0,560 54,31 23,62 
Government 4 0,333 0,523 0,523 22,34 -56,66 
Support provid-
ers: Consultants 
4 0,250 0,481 0,481 -21,41 -55,60 
Trade unions 5 0,333 0,453 0,453 -62,94 -25,98 
Support provid-
ers: Certifiers 
6 0,250 0,366 0,366 -76,07 20,09 
Capital provid-
ers: Banks 
7 0,333 0,531 0,531 -37,79 90,33 
Not cooperating 
NPOs 
8 0,252 0,467 0,467 33,82 82,57 
Table 7: Network parameters calculated by VennMaker (priorities adapted from 
Mitchell et al., 1997: 874) 
Considering also potential response strategies, which relate to the corresponding categories 
(i.e., priority) as stated in Table 4 (adapted from Beach, 2009: 24), it can be noted:  
1) SMEs and MNEs (priority 1 = definitive stakeholders) need attention. Whilst MNEs are 
already widely recognised SMEs should be considered more;  
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2) cooperating NPOs (priority 2 = dependent) are expected to collaborate with other groups 
in order to get more attention (this is congruent with the conclusions below in Section 3.5);  
2) dominant stakeholders’ (priority 4) – i.e., consumers, media, large national companies, 
the government, and consultants – claims are less urgent though they have some expecta-
tions; 
3) trade unions and certifiers (priority 6 = discretionary) do not afford much attention at 
this stage; 
4) capital providers (priority 7 = dormant) seem to be unwilling to get more involved, and 
lastly 
5) not cooperating NPOs (priority 8 = non-stakeholders) are currently irrelevant in Swiss 
CSR. 
This fits well with the map and centrality analyses and the perspective on response strate-
gies confirms the ratings alongside the salience model (in Sections 3.4.1-3.4.9).  
In sum, the stakeholder and network analyses point to many interesting conclusions and 
raise at the same time issues for discussion and further research especially with regard to 
the nexus of key drivers and dynamics for CSR in Swiss small firms and the features of 
their business core logic. 
3.5 Discussion and conclusions from stakeholder and network analyses 
The analysis so far points to SMEs as key actors within Swiss CSR. Since they rely pre-
dominantly on their regional and ethical background to guide their responsible conduct, 
they are unlikely to apply extensive and/or unspecific CSR instruments. Often, this ap-
proach lacks a theoretical anchor, a commercial pursuit or strategic purpose, but rather is 
based on a long-lasting tradition where physical closeness is translated into a morally cor-
rect business.  
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As the interviews show, Swiss SMEs have a decidedly and literally unconventional ap-
proach to CSR, for instance by providing absolute transparency regarding decisions and 
payroll, or by abolishing hierarchies.  
And since Switzerland has a long history of SMEs this thesis sheds more light on the idio-
syncrasies and informality of their underlying business models. Such models offer a useful, 
heuristic evaluation of the contribution of formal management systems (e.g., in MNEs) in 
comparison to the virtue ethics-driven and unformalised SME business conduct. 
In general, a business model is defined in many ways, for instance as “a description of 
sources of revenues” (Timmers, 1998: 4), or “how a firm delivers value to customers and 
coverts payment to profit” (Teece, 2010: 181), “the organisation’s core logic for creating 
value” (Linder and Cantrell, 2002: 12), “a detailed conceptualization of an enterprise’s 
strategy at an abstract level” (Campanovo and Pigneur, 2003), or as “a system of interde-
pendent activities that transcends the focal firm and spans its boundaries” (Zott and Amit, 
2010: 221).  
This study defines a business model as “the rationale of how an organisation creates, deliv-
ers and captures value” (Osterwalder and Pigneur, 2010: 14). This fits the context of Swit-
zerland well, where the so far identified patterns of a potentially underlying business model 
govern how a company can (socially, economically, and ecologically) sustain manifesting 
in an emerging template of CSR rooted in traditional Swiss values and attributes.  
It is a matter of ongoing discussion whether a business model is a management instrument, 
a conceptual tool to understand the working of businesses, or an expression of the leader’s 
values (D’Aprile and Taló, 2013: 160) or education (Huang, 2013: 242), thus, aligned with 
leadership (Du et al., 2013: 167).  
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Some (Gond et al., 2012: 221; Kalakou and Mácario, 2013: 12) see a business model as 
something extrinsic, as part of the management system, as a “silo” (Zott et al., 2011: 1035), 
or shell, implemented in a top-down manner, comparably to the business case for CSR. 
Others (Zott et al., 2011: 1029; Du et al., 2013: 168) think of it as something intrinsic, as 
core of the business evolving from the values of the lead actor. Arguably, this depends 
largely on the kind, size, and particularly on the ownership structure of business. 
Apart from first evidence for the existence of an overarching SME core logic, a number of 
other conclusions should be drawn at this stage: Firstly, because SMEs seem to successful-
ly solve the conundrum of being flexible, innovative, and economically prospering while 
not sacrificing their traditionally responsible values, Swiss society needs to understand 
better these business behaviours, especially as the SMEs under research turn out to be sig-
nificant practitioners of strong CSR principles and activities.  
Secondly, these SME practices are also much closer to the European Commission’s (2011: 
6) definition of CSR as “the responsibility of enterprises for their impacts on society” than 
many other companies’ CSR programmes. The spread of this information seems to be a 
suitable task for the media.  
They have a duty to take on responsibility as a dominant stakeholder with high legitimacy 
and to give a voice to radically ethics-driven SME business models. In the case of CSR as 
“moral activity” communication plays an important role, especially in regard to “moral 
legitimacy”, which is based on a forceless dialogue and deliberative democracy with 
stakeholders (Palazzo and Scherer, 2006: 81f.).  
Schultz et al. (2013: 687) showed that moral, value-based, and emotionally touched com-
munication, as above suggested in the case of Swiss SMEs, functions as symbolic source 
with the potential to break up new CSR discourses. In order to carry such “symbolic capi-
tal“ (Fuller and Tian, 2006: 291) and to enhance the SME “credit of renown” (Bourdieu, 
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1990: 76ff.) activities must first be perceived as being of value. Symbolic capital and its 
link to social capital was in specific researched by owner-manager’s narratives were claims 
relating to the firms’ contributions to wider society, relationships with customers, employ-
ees and stakeholders (Fuller and Tian, 2006: 292). These narratives were coded and classi-
fied in a framework of social capital. The analysis revealed a range of strategic orientations 
towards the development of social and symbolic capital, alongside the continuum ranging 
from “being responsible for oneself” to “being responsible for others” (Fuller and Tian, 
2006: 291).  
Such intangibles (Del Baldo et al., 2014: 2) were repeatedly monitored for instance as “in-
tellectual capital” by Edvinsson and Malone (1997: 35), or as “entrepreneurial capital”, 
inter alia by Pret and Shaw (2010: 9); Lam et al. (2008: 902); or Firkin (2003: 67). Del 
Baldo et al. (2014: 2) “suggest that three other elements could be included […]: “renewal 
capital”, in terms of innovative solutions, products and services available for the firms, 
“trust capital” (i.e., trust embedded in firm’s internal and external relationships) and “en-
trepreneurial capital” (i.e., competence and commitment related to entrepreneurial activi-
ties in the organisation”. At this stage it is still debatable whether there exists causality 
between symbolic capital and performance.  
However, Erikson (2002: 285) identified in his research that entrepreneurial capital (as a 
consequence of the leader’s symbolic capital) as most important asset and competitive ad-
vantage. This evidence demonstrates the significance of the power inherent in the social 
relations of SMEs (and their leaders) as a force for ethical behaviour and source of 
knowledge-based resources (Wiklund and Shephard, 2003: 1310), and suggests that nor-
mative theories of the development of social capital may provide “competitive advantage” 
(Anderson and Miller, 2003: 22) through responsible behaviour for small business in the 
global economy (see also the forces of “coercive isomorphism” in Section 7, Table 18). 
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This shows at the same time the bright as well as the dark side of social, symbolic, and 
entrepreneurial capital: Consequently, entrepreneurs from a higher socio-economic class 
had access to highly effective business support, and these networks provided a network 
from which opportunities could be both recognised and realised (Anderson and Miller, 
2002: 30). Further research should also consider interaction effects, as not all relationships 
might work in an additive manner. At the same time, a longitudinal study that measures the 
present value of future entrepreneurial behaviour is difficult to operationalise, but would 
indeed be valuable (Erikson, 2002: 287) to clarify the abovementioned question of causali-
ty and its direction.  
Above all, this is in contrast to CSR as a rhetorically persuasive instrument in the “business 
case”, where power legitimates corporate actions and CSR is a matter of exploiting the 
attractive features associated with CSR in order to create profit (Schultz et al., 2013: 688). 
Thus, the media is regarded by the interviewees as an instrument to support the former, the 
moral and democratising dialogue, and improve the access to conversations in order to 
equalise imbalances in financial, coercive, or even symbolic power (Papacharissi, 2010: 
55) between stakeholders of different power and quality. Lastly, policy makers, public in-
stitutions, the scientific community etc. should remember the insights from this stakeholder 
analysis with regard to dependencies, responsibilities, duties, and interests when emphasis-
ing different systems of CSR (compare also with the conclusions on intrinsic and extrinsic 
CSR in Section 6.4 and the various implications in Section 9).  
Arguably, 27 interviews are insufficient to provide a conclusive depiction of stakeholders 
concerned with CSR in Switzerland. However, the results are sufficiently robust within the 
dataset, and heuristic, to warrant the indicative discussion presented here with regard to 
SME CSR practices and their wider context below.  
92 
Further, the triangulation procedure established data reliability and internal validity, 
whereas the use of rival theories and research with differentiating studies fostered external 
validity. This research so far maintains high construct validity as well, due to data collec-
tion in chronological and easily traceable order, the hermeneutic integration of new data 
from multiple sources, the transcription and coding process (using MAXQDA), and due to 
the review of positions and interrelation of stakeholder groups together with participants. 
In summary, because of the evident nexus between interests, concerns, and issues of SMEs 
in CSR and their business features, it is concluded to CSR as being the “soul”, deep, pro-
found, coming from culture, and somehow generic to Swiss SMEs. As said, these idiosyn-
crasies interestingly point at the existence of a core logic, a “raison d’être”, or, a business 
model, as value driver for Swiss small business CSR.  
At this stage, patterns of CSR in small firms and their assumed underlying model lack de-
tailed analysis of key factors, driving forces, and responsibilities. Hence, the next part 
strives for filling these gaps.  
In particular, it targets research question 2: “How do patterns of CSR practice in Swiss 
SMEs relate to their business practices? Is there a Swiss business model?” and research 
question 3 “How do key drivers, peculiarities, and dynamics of Swiss SMEs determine the 
Swiss CSR business model?” 
In order to find an answer to these questions, the next section provides the theoretical re-
search context and clarifies the concepts used. This is in accordance to the research frame-
work (Figure 1) and its postulated integration of new literature, theories, etc.  
  
93 
4 Patterns of CSR practice in Swiss SMEs 
Swiss companies, especially SMEs, seem to have a long tradition of realising public goals 
beyond compliance to mandatory, legal requirements (Berger et al., 2012: 34; Gentile and 
Lorenz, 2012: 81). Such features were also reported from other cultural backgrounds, e.g., 
by Jenkins (2006: 250), Pedersen (2010: 161), MacGregor and Fontrodona (2011), or Del 
Baldo (2013: 135).  
However, what CSR means for SMEs is not easily assessed. In general, SMEs are often 
socially close to the local community because, apart from others, they often have recruited 
from the local community (Schoenberger-Orgad and McKie, 2005: 580ff.). SME owner-
managers often have strong social and historically grown ties, since per definitionem, the 
local (cultural, ethical, social, political, etc.) specificity of a SME must be higher and more 
significant than with a multinational company (Del Baldo, 2010a).  
It seems to be paradoxical to research on CSR in SMEs, because the “corporate” aspect 
within CSR assumes that SMEs are corporations with separate entities – legal, however 
with limited liability (Spence, 2004: 120). In other words, although a myriad of SMEs are 
corporations, others are organised in a different way. Notably, at the same time they are 
still (legally) “incorporated” in some form.  
Therefore, also different expressions or terms are used by other authors – small business 
social responsibility (Lepoutre and Heene, 2006: 263), responsible business practice 
(Moore and Spence, 2006: 127f.), or responsible entrepreneurship (Fuller and Tian, 2006: 
289), while others like Murillo and Lozano (2006: 229ff.), Williamson et al. (2006: 326f.) 
etc. decided to use the term “CSR”, since this is a familiar concept, arguably with various 
facets. In line with the latter, this thesis will also use the term CSR when discussing social 
commitment in small business (and other stakeholders).  
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One aim of the thesis is the identification of the underlying SME business model, which 
might be unconventional, compared to strongly formalised business models of MNEs. 
Therefore, this thesis adopts a bottom-up perspective and presents data collected from in-
terviews with 40 SME owner-managers. By doing so the aim is to explore how SMEs un-
derstand CSR and how they link their conceptual understandings to the context of their 
business and the action taken. 
This means also that the local context must have higher relevance for SMEs, their strate-
gies and management and, therefore, this context (and thus the framing of CSR in SMEs) 
needs to be looked at closer. The next section tries to explore what role CSR might play in 
the small firm context (elsewhere and in Switzerland). 
4.1 The SME-CSR nexus: a complicated relationship 
A common assumption made about SMEs is that this sector is homogeneous and that the 
defining characteristic is size (Wilkinson, 1999: 211). Actually, SMEs vary a lot by sector, 
technology, or size (Curran and Blackburn, 1994: 11; Campopiano et al., 2012: 339).  
Yet, as outlined in Section 1.2.1, this study defines SMEs by size: SMEs have less than 
Euro 50 Mio turnover (Euro 43 Mio balance sheet total) and less than 250 employees. 
Within the SME category, small businesses have less than 50 employees and have a turno-
ver or balance sheet total that does not exceed Euro 10 Mio. Micro-businesses are defined 
as not to have more than 10 employees and a turnover/balance sheet total of not more than 
Euro 2 Mio. However, size only delineates, it does not fully characterise, SMEs.  
The most common SME form – so as in the case of Switzerland (FSO, 2013) – is the own-
er- or family-managed company, where ownership and the centre of control are congruent 
(Jenkins, 2004: 41f.). Hence, this person (or circle of persons) has the legitimacy to decide 
upon company resources, for e.g., CSR related programmes, and this allows some freedom 
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and autonomy in decision making (Jenkins, 2004: 47ff.). Although they often have less 
formalised control systems, less reports, and fewer control procedures, they have a strictly 
long-term orientation based on trust and reputation needs (Fassin, 2008: 371).  
Above all, less formalised standards or procedures do not necessarily mean “less strict”. 
Owner-managers are usually well aware of activities that effect their employees, custom-
ers, suppliers, etc. and SMEs often emphasise responsible business practices since they 
want to “do the right things” (Fassin, 2008: 369). Despite this fact, SMEs are often una-
ware of the technical term “CSR” and they hardly ever report on their “doing the right 
things”.  
Different research findings (Worthington et al., 2006: 213; Campopiano et al., 2012: 338) 
suggest that owner-managers do not judge it as important to talk about their social activi-
ties. Their argument is, apart from others that the actors, to whom they direct their activi-
ties, are well aware of their contribution, and that is sufficient for them (Campopiano et al., 
2012: 339). Moreover, the very absence of social reporting might be felt to make manifest 
their social ethos better than a public showcase would (Murillo and Lozano, 2006: 229). 
This fits well the insights from the stakeholder analysis (cp. Section 3.4.2).  
Consequently, SMEs have an unconventional, silent, sub-surface, practice-oriented, or, 
well, intrinsic approach to CSR, which is responsible for the preservation of the philan-
thropic conception and, in some cases, emphasising CSR among SMEs might be even 
counterproductive in light of their altruistic set-up (Ma, 2012: 439).  
By contrast, many publicly-traded companies are often forced by their shareholders to 
spend most of their attention to maximise shareholder profit, which is one of the most sig-
nificant aspects distinguishing SMEs from large companies (Harris and Martinez, 1994: 
165). Shareholder-owned companies have a much more diffuse audience to satisfy and 
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their CSR purpose is not due to internal practices or preferences but needs to be justified 
and demonstrated (in cost and effect). Thus, CSR here is policy-oriented. So while SME 
owner-managers do not have the need to communicate their CSR, MNEs have this duty a 
priori, because the CSR purpose is in response to (or justification of) external stakeholders.  
Many SMEs are pursuing a substantive, non-financial mission or craft that a family has 
long embraced and take pride in (Harris and Martinez, 1994: 165; Le Breton-Miller and 
Miller, 2006: 739). To many owner-managers, the company mission is personal, and, in 
terms of family-tradition, often more related to the family’s history and reputation repre-
senting the continuity of the family’s contribution to society (Harris and Martinez, 1994: 
165). The emphasis is often on concrete technological or social accomplishments rather 
than on short-term financial results.  
Their mission statements are not simply slogans but “steadfast beacons” that shape strate-
gy, capabilities, and resource allocation (Le Breton-Miller and Miller, 2006: 739). As 
aforementioned, this suits a non-strategic CSR approach, rooted in the avoidance of irre-
sponsibility based on the discretion and incentive of the owner-manager to forego today’s 
return for the sake of the future (Harris and Martinez, 1994: 165; Le Breton-Miller and 
Miller, 2006: 740).  
According to many studies (e.g., Sarbutts, 2003: 350; Russo and Perrini, 2010: 219), SMEs 
are in most cases not small versions of big companies since their actions do not solely 
point to economic targets and profit ratios (Baden et al., 2011: 261). In order to attract and 
keep employees and collaborators SMEs create, for instance, a friendly atmosphere (Fas-
sin, 2008: 371). Their CSR programmes rely on unwritten, cultural norms where honesty 
and integrity are key aspects (more details can be found in Sections 6.3.1, 7.2.1, and 7.4.2). 
Many SME leaders have in the first priority in fact a very social approach to their employ-
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ees, a stronger orientation towards long-term continuity, and the goal of “survival of the 
firm” so as to pass the business to their children (Bridge et al., 1998: 56).  
Similar patterns were also shown in the stakeholder analysis for the Swiss context (e.g., in 
Section 3.4.2) and will be further outlined in Section 7 on a worldwide scale. At the same 
time, succession and the quality of the successor are really significant issues for SME lead 
actors. 
The SME-CSR nexus is biased in several dimensions: one bias concerns the professionali-
zation of business in recent decades, hence a common element of such movements is “ex-
panding formalisation” (Fassin, 2008: 369).  
Mission statements, CSR/sustainability reports, policies, code of conducts, audits, and 
evaluations are the result (Fassin, 2008: 365). This increased need for explicit communica-
tion of CSR activities gave rise to the impression that CSR or a sustainable business prac-
tice is somehow “less” without its external reporting and extensive formalisation (Fassin, 
2008: 371).  
A lucrative market of reporting and auditing was established by consultants and service 
companies to provide new tools and reports based on financial principles/accounting 
standards and therefore a genuine hypocrisy of CSR communication evolved (Fassin, 
2008: 369).  
This gap between the initial concept of CSR as “moral duty or activity” developed on the 
basis of ethical concerns, which most SMEs fill by their family or long-lasting values, and 
the part of CSR that is auditable (following for instance GRI, etc.) is a real concern for 
SMEs and the danger of being judged as not responsible due to missing external reports is 
substantial for SMEs (Aucquier and Gond, 2006: 85).  
The simplistic conclusion might assert that since SMEs do not report on CSR they conse-
quently have no CSR or at least cannot be evaluated on that issue (Aucquier and Gond, 
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2006: 89). This study contributes to the falsification of such views by elaborating highly 
sophisticated CSR agendas in Swiss SMEs that are detached from formal reports but root-
ed in corporate cultures and evidently very successful.  
However, what became evident is that SMEs are closely linked to the ethical values of 
their owner-managers. These lead actors were identified as “Unternehmer” (see Sections 
3.4.2 and by governmental support in Section 3.4.9), who can cope with the absence of 
people giving them orders, set goals and control outcome, with risk and insecurity, show 
social extraversion (to build up networks) (Brandstätter, 2011: 228) and readiness to try 
new ideas to respond to changing environments (Luca et al., 2012: 176). The link between 
SME owner-managers and the term “Unternehmer” is explored in the next section.  
Thus, besides the political/historical situation in Switzerland that seemingly fosters CSR 
might the explanation for the heightened awareness for CSR issues in SMEs be found in 
the mind-set of their lead actors. The next section outlines the relative theory so as to gain 
another facet leading to a potentially complete picture of key drivers and patterns of CSR 
in Switzerland.  
4.2 “Unternehmertum”: the “sustainable” approach to CSR? 
Leading economic scientists in the 18th century, like Richard Cantillon and Jean-Baptiste 
Say, first introduced the term “Unternehmer” (or entrepreneur) as driver of economies and 
advancements (Zimmermann, 2014: 21). This role turned into a passive and only statistic 
one during the 19th century and by the influence of the neo-classical theory, which as-
sumed that in a system of absolute information the decision making process does not re-
quire any special knowledge of an “Unternehmer” (Peters and Kallmuenzer, 2015: 2).  
Schumpeter was probably the first scholar to develop theories in the field of “Un-
ternehmertum” and “Unternehmer”. Schumpeter (2006: 56) argued that the innovation and 
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technological change of a nation come from these “Unternehmer”-personalities and their 
wild spirits. He coined the word “Unternehmergeist”, German for entrepreneur-spirit, and 
asserted that the doing of new things or new ways of doing can be directly traced back to 
their efforts (Zimmermann, 2014: 36).  
In his eyes the entrepreneur is the driver of innovation and economic development (e.g., 
the CSR movement), which is reached by trying new and innovative combinations of pro-
duction factors, such as work, time, capital or, notably, new business models. By doing so, 
traditional combinations are dissolved resulting cycles of “creative destruction” (Schum-
peter, 1928: 482).  
Frank Knight is the second economic scientist who contributed facets to the understanding 
of “Unternehmertum” by introducing strategic planning and the distinction of risk and un-
certainty (Zimmermann, 2014: 36). A generation ago, Baumol (1968: 68) protested against 
the singular view of entrepreneurs in an economic paradigm. Thereafter diverse and some-
times contradicting theories of entrepreneurship rose.  
In Germany, the concept of “merchant with ethics”, as one explanation of the origins of 
current trends in “Unternehmertum”, emerged as a category of CSR research (Schwalbach 
and Klink, 2012: 221). This concept is based on trust, honesty, diligence, sustainability, 
and social peace, and thus, showed the tight nexus between traditional and new business 
traits (Schwalbach and Klink, 2012: 221).  
Often SMEs operate at this intersection as the pervious section outlined. Moreover, what 
has become apparent was that the current economic, political, environmental, and social 
challenges need a better understanding of the role these actors, and primarily SME owner-
managers, might or should play. It is assumed that they are the key drivers of sustainable, 
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socially, environmentally and economically responsible, new business developments 
(Schwalbach and Klink, 2012: 230ff.).  
Venture financing, corporate and social entrepreneurship, sustainability, entrepreneurial 
recognition, women and minority entrepreneurs, the global entrepreneurial movements, 
family businesses, and entrepreneurial education (Kuratko et al., 2015: 2) are some of the 
current interdisciplinary topics that should be scrutinised from the perspective of SME 
leaders. Overarching traits like the need for achievement, tolerance of ambiguity, locus of 
responsibility, the need for autonomy, dominance, and independence and capacity for en-
durance are identified to be crucial when it comes to being the owner and leader of a com-
pany (Brandstätter, 1997: 162; 2011: 228f.; Chan et al., 2015: 164).  
“Good businessmen” and “good entrepreneurs” as business owners, founders and manag-
ers involved in firms and society and not motivated by their own profit and benefit are re-
quired in the current economic situation resulting from the greed of individuals. As said, 
owner-managers as well as entrepreneurs play crucial roles in a direct way in their compa-
nies but also in an indirect way for society as they contribute by innovation, as employer, 
by economic, social and environmental responsibility (Del Baldo, 2010a).  
This is exactly where both principles intersect: both parties not only focus on earning prof-
its but also shape corporate cultures and place importance on human values and ethical 
attitudes (Fassin et al., 2010: 438f.). Fassin et al. (2010: 428) especially looked on business 
ethic orientation as a main theme of interest for small business owner-managers, the same 
was done by González-Rodríguez et al. 2015) for over spanning values and issues in entre-
preneurial contexts. The similarities are astonishing: the ethics of ownership as well entre-
preneurship has attracted increased attention (Hannafey, 2003:107; Harris et al., 2009: 
411).  
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Current research considers the relationship between ethical issues and managerial variables 
concerning the role played by entrepreneurs (Hornsby et al, 2009: 242f.) in their role as 
business owners. Others (e.g., Reidenbach and Robin, 1993: 645; Hornsby et al., 1993: 
31f.) outlined the differences between entrepreneurs and non-entrepreneurs (Humphreys et 
al., 1993: 15ff.).  
Especially interesting is the convergence between owner-managers of small companies and 
entrepreneurs with regard to ethics and decision making (Chau and Siu, 2000: 371; Buch-
holz and Rosenthal, 2005: 309), stakeholders (Dew and Sarasvathy, 2007: 275f.), ethics 
and dilemmas (Kuratko and Goldsby, 2004: 21; Payne and Joyner, 2006: 211), ethics and 
technological change and innovation (Hall and Rosson, 2006: 238; Brenkert, 2009: 452), 
ethics and training (Schminke et al., 2005: 149), and the relationship between business 
philosophies, values with regard to social and sustainable responsibility and business prac-
tices (Peterson and Jun, 2009: 401). For these discussion see also the arguments made 
about symbolic capital in Section 3.5, later about reciprocity in Section 4.4.2, and virtue 
ethics in Section 3.4.2 and 4.4.3.  
CSR is the topic where all these issues intersect, within the establishment of new business-
es but also in the prolongation and succession of long ago established family companies. 
CSR and ethics issues seem to bridge the gap (Swanson, 1995: 58ff.). Again, this shows 
that within the entrepreneurial and SME environment, CSR is a sustained topic of morale 
and virtues and not the exploitation of a situational opportunity (as in the business case). 
As shown in the stakeholder analysis (see especially Sections 3.4.2 and 3.4.9) these are 
particular facets of Swiss SME leaders.  
In spite of differences between owner-managers and “entrepreneurs” there are nevertheless 
some overlapping traits, especially regarding their values, visions, and strategy setting. 
Both are deeply embedded in their wider environments, use simplifying perceptual pro-
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cesses and exercise their expertise in decision making, which differs significantly from 
non-entrepreneurs. 
This justifies exploring the nexus of Swiss small businesses, their “Unternehmer” and 
business models, and CSR. This analysis should contribute to identify characteristics of 
successfully promoting one’s own business by following common determinants, virtues, 
deeply embedded ethics, which seems to be independent from different environmental 
conditions (cp. Section 7.4). This is especially interesting in light of “social enterprises” 
and “social business planning” as novel business ideas in Switzerland. The next section 
outlines the respective methodology. 
4.3 Methodology on CSR patterns in Swiss SMEs 
To gather ideas and perceptions suitable for the identification of Swiss CSR patterns across 
a number of heterogeneous companies (Patton, 2002: 544f.) the selection of the interview-
ees was based on the maximum variation strategy. 
An initial sample of five companies (companies 1-5) was randomly selected from the 
online telephone book tel.search.ch (2015) that, as said, allows for sectorial and/or corpo-
rate search, which secured that only companies were reached. The businesses were initially 
contacted by phone to seek their participation and to secure their expertise in the topic of 
CSR (for the definition of expertise see Section 3.3.2).  
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Attribute Characteristic Count Percentage 
(%) 
Gender 
Male 
Female 
38 
2 
95 
5 
Number of years in business 
Less than 3 
3-5 
6-10 
More than 10 
0 
9 
15 
16 
0 
22 
38 
40 
Position or title in company  
Owner 
Owner and manager 
Employed manager 
1 
39 
- 
2.5 
97.5 
0 
Level of education 
National level certificate 
Bachelor’s degree 
Master’s degree or higher 
34 
3 
3 
85 
7.5 
7.5 
Legal form 
Limited company 
Incorporated company  
Society 
Cooperative 
5 
33 
1 
1 
12.5 
82.5 
2.5 
2.5 
Sector 
Finance 
Manufacturing 
Service 
Trade 
Agriculture 
Construction 
Food 
2 
11 
5 
3 
9 
8 
2 
5 
27.5 
12.5 
7.5 
22.5 
2 
5 
Language region 
German 
French 
Italian 
Romansh 
25 
9 
6 
- 
62.5 
22.5 
15 
0 
Number of employees (full-
time equivalents) 
Less than 10 
11-50 
51-100 
101-200 
More than 200 
1 
11 
21 
2 
5 
2.5 
27.5 
52.5 
5 
12.5 
Annual turnover in EUR Mio. 
Less than 10 
11-20 
21-50 
51-100 
More than 100 
Missing system 
3 
4 
4 
19 
2 
8 
7.5 
10 
10 
47.5 
5 
20 
Table 8: Quantitative sample description 
The initial contact by phone was further applied for snowballing, i.e., to gather contacts to 
other, somehow aligned, companies, and to have a viral sample distribution mirroring the 
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network character of Swiss SMEs (as outlined in Sections 3.4.2). While trying to reach 
theoretical saturation and paying some respect to the statistical, sectorial distribution of 
SMEs in Switzerland (according to FSO, 2012; 2013) this research finally included 40 ex-
clusively face-to-face interviews. The size of the selected companies was cross-checked on 
the one hand by Zefix (2014), the commercial register, but also by consulting the company 
websites so as to secure that only SMEs were reached as they are defined by FSO (2003).  
Table 8 gives a demographic, quantitative description of the different interviewees and 
their companies. Company code identity and more details with regard to date/time/location 
of interviews, industry, and company aim, specification, and history are chronologically 
stated in Table 9. Anonymity was important for some organisations; thus all are anony-
mised by a code identity. 
Notably, companies 1, 2, 7, 9, 16, and 17 were already part of the stakeholder analysis – as 
organisations 4, 5, 6, 7, 9, and 14 respectively. 
Code ID: 
function, 
experience 
in company, 
educational 
level 
Date / 
Time / 
Location 
Industry / 
target 
group 
Facts and Fig-
ures 
Aim and specification 
1: 
Owner-
manager, 20 
years, Mas-
ter’s degree 
19.02.14, 
14.30h, 
Arterstras-
se 24, Zü-
rich 
Software 
Engineering 
/ Swiss cus-
tomers 
200 employees, 
turnover (2013): 
Mio. 37.7 EUR, 
steady increase 
of 16% profit 
and 19% turno-
ver over the last 
5 years, 25 new 
positions since 
2012 
Develops individual high-
end software solutions for 
the financial, public, retail 
and telecommunication 
sector. 
2: 
Owner-
manager, 22 
years, 
Bachelor’s 
03.03.14, 
11h, Sä-
gereistr. 
28, Glatt-
brugg 
Public ele-
ments / 
worldwide 
customers 
55 employees, 
doubled staff 
and turnover in 
the last 10 years, 
no loss since the 
Was founded in 1907 as 
locksmith's and black-
smith's shop. It produces 
in the fourth generation 
public elements (e.g. sign-
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degree current genera-
tion took over 
the business 
age, information carriers). 
3: 
Owner-
manager, 20 
years, na-
tional certif-
icate 
13.03.14, 
11h, Rönt-
Rönt-
genstrasse 
22, 8005 
Zürich 
Software 
Engineering 
/ interna-
tional cus-
tomers 
239 employees, 
private equity 
owned, steady 
increase of turn-
over and profit 
Produces software solu-
tions for quality manage-
ment and transportation of 
dangerous goods. 
4: 
Owner-
manager, 5 
years, na-
tional certif-
icate 
19.03.14, 
11h, Olten 
Banking / 
Swiss com-
panies and 
individuals 
86 employees, 
total assets 
(2013): 1.385 
Mia.  
Established 1990, repre-
sents about 30’000 Swiss 
clients and is the Swiss 
leading provider of ethical 
and transparent banking-
services emphasising ethi-
cal principles instead of 
maximum profits. 
5: 
Owner-
manager, 12 
years, na-
tional certif-
icate 
21.03.14, 
11h, Zü-
rich 
Food / 
Swiss con-
sumers 
246 employees, 
turnover (2012): 
Mio. 210 EUR, 
steady increase 
in turnover and 
profit, concen-
trated on Swiss 
market 
A family business, estab-
lished 50 years ago and 
one of Switzerland’s top 
brands and a pioneer with-
in the Swiss food industry.  
6:  
Owner-
manager, 7 
years, na-
tional certif-
icate 
27.03.14, 
16h, Zü-
rich 
Consulting, 
Audit / 
Swiss com-
panies and 
individuals 
12 employees, 
turnover (2013) 
EUR 23 Mio 
Founded 2001, offers tax 
advisory and consultancy, 
audit and certified ac-
countancy. 
7: 
Owner-
manager, 18 
years, na-
tional certif-
icate 
28.03.14 
11h, Ger-
lafingen 
Construc-
tion indus-
try / Swiss 
construction 
industry 
partners 
246 employees, 
total equity: 
Mio. 8.1 EUR (1 
share à 90 
EUR), steady 
increase of prof-
it, with great 
losses during the 
burst of the 
housing and 
construction 
bubble in east-
ern Germany 
after 1989 
Established 1983, is a ser-
vice company in the scaf-
folding industry, planning, 
maintaining, 
(de)constructing scaffold-
ings and tribunes for 
events, housing, and con-
struction and is totally 
owned by the manage-
ment. 
8: 
Owner-
manager, 4 
years, 
02.04.14, 
17h, Uster 
Care / Swiss 
society  
20 part-time 
employees, 
steady increase 
of turnover, 
Aim is the job and social 
integration of mentally or 
physically disabled people 
in the first job market. 
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Bachelor’s 
degree 
without profit 
orientation in its 
role as social 
enterprise 
9:  
Owner-
manager, 10 
years, na-
tional certif-
icate 
24.04.14, 
10h, 
Wangen b. 
Dübendorf 
Flowers, 
plants and 
decoration / 
Swiss cor-
porate cus-
tomers 
54 employees, 
turnover (2013): 
Mio. 54 EUR 
Established 1948 as coop-
eratively organised plat-
form for flower suppliers. 
Ecologically optimized 
cultivation of plants and 
flowers. 
10:  
Owner-
manager, 40 
years, Mas-
ter’s degree 
25.04.14, 
11h, 
Teufen 
Industry 
and re-
search / 
Swiss and 
internation-
al custom-
ers 
16 employees, 
turnover (2013): 
Mio. 8 EUR 
A typical Swiss small 
scale company with more 
than 70 years’ tradition. 
Luminous markings for 
the timepiece industry, 
photo luminescent safety 
and security markings, 
store light, Fluorescent 
materials, radioactive 
sources for various types 
of instruments are their 
business. 
11: 
Owner-
manager, 34 
years, na-
tional certif-
icate 
01.05.14, 
9h, Stein-
maur 
Agriculture 
/ Swiss in-
dividual and 
corporate 
customers 
50 employees, 
turnover (2013): 
Mio. 9 EUR 
Agricultural products 
(vegetables, meat, plants 
and flowers) produced 
already in the fourth gen-
eration. Strongly engaged 
in the education of appren-
tices and adolescents with 
behavioural problems, in 
the integration of drug-
addicted and handicapped 
people.  
12:  
Owner-
manager, 25 
years, na-
tional certif-
icate 
05.05.14, 
13h, Af-
foltern 
a.A. 
Publishing / 
Swiss print-
ing and 
book com-
panies 
40 employees, 
turnover (2013): 
Mio. 39 EUR 
Established 1989, is a lo-
gistic company for the 
media industry, retailing 
56'000 products, is inde-
pendent and totally owned 
by the management. 
13: 
Owner-
manager, 6 
years, na-
tional certif-
icate 
08.05.14, 
11h, Zü-
rich 
Solar panels 
/ Swiss in-
dividuals 
and compa-
nies 
12 employees, 
turnover (2013): 
EUR 6 Mio 
Established 2012 as coop-
eration to share energy 
gained from solar panels 
under members of the co-
operation. Nowadays, 
trades and installs solar 
panel commercially. 
14: 
Owner-
manager, 4 
14.05.14, 
13h, St. 
Gallen 
Electricity 
and ICT / 
Swiss indi-
150 employees 
(45 apprentices), 
turnover (2014): 
Established 1947, is a fam-
ily business operating se-
curity, electricity, automa-
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years, na-
tional certif-
icate 
vidual and 
corporate 
costumers 
Mio. 23.5 EUR tion, and telematics ser-
vices and installations like 
FTTH (fibre to the home), 
solar panels etc.  
15:  
Owner-
manager, 5 
years, PhD 
degree 
15.05.14, 
16h, Zü-
rich Tech-
nopark 
Energy 
Harvesting / 
internation-
al compa-
nies 
15 employees, 
turnover (2013): 
Mio. 0.8 EUR 
Established 2009, devel-
ops, manufactures and 
markets Heat Flux and 
Radiation Sensors Ther-
moelectric Generators.  
16:  
Owner-
manager, 24 
years, na-
tional certif-
icate 
03.06.14, 
7.30h, 
Ge-
benstorf 
Logistics / 
Swiss con-
struction 
industry 
83 employees, 
turnover (2013): 
Mio. 26 
EUR(consolidat
ed) 
Established 1914 and to-
tally owned by the family, 
with core competences in 
concrete, construction lo-
gistics, mineral products, 
natural stones, and un-
building.  
17: 
Owner-
manager, 28 
years, na-
tional certif-
icate 
12.06.14, 
10h, Neu-
enhof 
Spice, 
fruits, nuts 
trade / 
Swiss food 
industry 
30 employees, 
turnover (2014): 
Mio. 45 EUR 
Established 1986, totally 
owned by the management 
trades raw materials for 
the Swiss food industry 
ranging from ingredients 
for ice cream, chocolate, 
soups, cereals etc.  
18:  
Owner-
manager, 12 
years, na-
tional certif-
icate 
13.06.14, 
10h, Win-
terthur 
Construc-
tion and 
events / 
Swiss con-
struction 
and event 
industry  
150 employees, 
turnover (2013): 
Mio. 60 EUR, 
26% EBITDA 
Establishes 1959, totally 
owned by the Looser hold-
ing (100% daughter), is s 
service company for the 
Swiss construction indus-
try, delivers cranes, office 
and sanitary containers, 
construction machines, 
room systems, etc. Further, 
it is the key supplier of 
event bars for ca. 1000 
events/year. Is market 
leader within these seg-
ments, has a production 
site for cranes in Italy and 
branches in Italy and Ger-
many.  
19: 
Owner-
manager, 4 
year, na-
tional certif-
icate 
27.06.14, 
11h, Win-
terthur 
Waste and 
recyclables 
/ Swiss cor-
porate cus-
tomers 
90 employees, 
turnover (2013): 
Mio. 32 EUR, 
EBIT (2013): 
Mio. 16 EUR 
Established as Karrer and 
Co. 1878 as rag picker. 
Developed into a company 
with the aim to collect 
recyclable goods of any 
kind. Offers complete so-
lutions for waste recycling 
and concepts for waste 
disposal, supplier of envi-
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ronmental services.  
20:  
Owner-
manager, 25 
years, na-
tional certif-
icate 
04.07.14, 
11h, 
Hochdorf 
Furniture / 
Swiss and 
internation-
al custom-
ers 
100 employees, 
market share 
(2013): ca. Mio. 
35 EUR school 
furniture, Mio. 7 
EUR office fur-
niture 
Established 1934 in Zur-
ich, produces school furni-
ture and furniture systems 
for offices. Totally owned 
by the two CEOs. Con-
struction sites in the mid-
dle and western part of 
Switzerland.  
21:  
Owner-
manager, 8 
years, na-
tional certif-
icate 
09.07.14, 
11h, St. 
Gallen 
Automotive 
and metal / 
Swiss and 
internation-
al custom-
ers 
750 employees 
(300 in Switzer-
land, 300 in 
Czech Republic, 
150 in China), 
turnover (2013): 
Mio. 140 EUR 
A supplier for systems and 
components in automotive 
light metal design of alu-
minium and magnesium 
die-casting and a producer 
of die-casting parts in var-
ious alloys. Established 80 
years ago with construc-
tion sites in Czech Repub-
lic and China.  
22:  
Owner-
manager, 32 
years, na-
tional certif-
icate 
10.7.14, 
9h, Win-
terthur 
Road build-
ing / Gov-
ernment and 
Swiss cor-
porate and 
individual 
customers 
150 employees, 
turnover (2013): 
Mio. 15 EUR 
Established 1882, is build-
ing roads mainly upon 
public order but also for 
corporate and individual 
customers. Offers from 
engineering, canalization 
etc. every step in the road 
construction process. 
23:  
Owner-
manager, 12 
yeras, na-
tional certif-
icate 
23.07.14, 
11h, Seon 
Wines / 
Swiss and 
internation-
al custom-
ers 
10 employees, 
turnover (2013): 
Mio. 5 EUR, 
contribution 
margin: 30% 
Established 25 year ago, 
cultivates Swiss wines and 
trades Swiss and interna-
tional wines. 
24:  
Owner-
manager, 19 
years, na-
tional certif-
icate 
07.08.14, 
11h, Mut-
tenz 
Chemical / 
Swiss and 
internation-
al corporate 
customers 
80 employees, 
turnover: Mio. 
50-100 EUR 
Established 40 years ago, 
operates plants for the 
chloralkali industry to 
concentrate and/or solidify 
alkalis, H2SO4 recycling 
systems for the reconcen-
tration, purification and 
recovery of sulfuricacid, 
and wet oxidation units for 
the treatment of 
wastewaters that are not 
readily biodegradable. 
25: 
Owner-
manager, 10 
years, na-
12.8.14, 
16h, 
Cressier, 
NE 
Food / 
Swiss and 
internation-
al corporate 
90 employees, 
turnover (2013): 
Mio. 6 EUR 
Established 1909 as butch-
ery in Appenzell, produces 
premium products like 
“Bündnerfleisch”, sausag-
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tional certif-
icate 
and indi-
vidual cus-
tomers 
es etc. and exports those 
products worldwide. 
26: 
Owner-
manager, 12 
years, na-
tional certif-
icate 
18.08.14, 
11h, Neu-
endorf 
Transport / 
Swiss cor-
porate cus-
tomers 
300 employees, 
turnover (2013): 
Mio. 150 EUR 
Established 1920 as pro-
ducer of “Sauerkraut”. The 
transport department was 
established 1969 and 
steadily augmented also 
with international contain-
er shipping. Totally owned 
by the family with two 
subsidiaries in the Tessin. 
27: 
Owner-
manager, 24 
years, 
Bachelor’s 
degree 
20.08.14, 
11h, St. 
Gallen 
Waste and 
recyclables 
/ Swiss cor-
porate cus-
tomers 
240 employees, 
turnover: not 
declared 
Established 1953 as trad-
ing company of scrap iron 
and gunmetal. Strongly 
lead by the owner family. 
28:  
Owner-
manager, 12 
years, na-
tional certif-
icate 
29.08.201
4, 11h, 
Greil-
lingen 
Housing, 
building, 
pharma, 
heating, 
transport / 
Swiss and 
internation-
al corporate 
and indi-
vidual cus-
tomers 
95 employees, 
turnover (2013): 
Mio. 30 EUR 
Established 1932, family 
owned and lead, has exper-
tise in logistics, building 
and heating technologies 
with its steam tanks, ves-
sels, steam generators, 
heat exchanger and steer 
boilers, further in the 
building of pharma reac-
tors and tanks.  
29:  
Owner-
manager, 25 
years, na-
tional certif-
icate 
08.09.14, 
14h, Zü-
rich 
Construc-
tion / Swiss 
corporate 
customers 
65 employees, 
turnover (2013): 
Mio. 150 EUR, 
profit 10 Mio. 
Established 1997, inde-
pendent and owner led, is 
a general contractor fo-
cused on renovation pro-
jects and the construction 
of one-family houses. 
Democratic decisions de-
termine the business, 
where every employee has 
voice and a vote against 
management decisions. 
Highly customized and 
quality oriented solutions 
are the key success factors. 
30: 
Owner-
manager, 12 
years, na-
tional certif-
icate 
19.09.14, 
14h, Gros-
saffoltern 
Fertiliser / 
Swiss cor-
porate cus-
tomers (ag-
riculture 
and garden-
75 employees 
(25 in Germa-
ny), turnover 
(2013): Mio. 50 
EUR 
Established 1663, totally 
owned by the family is 
leading in the production 
and marketing of fertiliz-
ers. With an own research 
department, innovation is a 
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er) key success factor. The 
focus is on organic fertilis-
ers.  
31: 
Owner-
manager, 5 
years, na-
tional certif-
icate 
22.09.14, 
11h, Pully 
Consuma-
bles / Swiss 
consumers 
20 employees, 
turnover (2013): 
Mio. 54 EUR 
Independent and liberal, 
offers free-of-charge ad-
vice for consumers (tele-
phone, email, and web-
site). 
32: 
Owner-
manager, 10 
years, na-
tional certif-
icate 
22.09.14, 
16h, Ge-
neva 
Care / Swiss 
society  
9 part-time em-
ployees, turno-
ver (2013): Mio. 
9 EUR 
Family owned care institu-
tion that helps elderly peo-
ple to stay at home instead 
of moving into a home for 
elderly people. Rivals with 
state owned services.  
33: CEO, 8 
years, na-
tional certif-
icate 
29.09.14, 
18h, 
Meilen 
Food / 
Swiss and 
internation-
al corporate 
and indi-
vidual cus-
tomers 
98 employees, 
turnover (2013): 
Mio. 10 EUR 
Produces premium sweets 
and exports those products 
worldwide. Established 
1924 and one of the oldest 
still totally family owned 
bakeries in the region of 
the lake of Zurich.  
34: 
Owner-
manager, 11 
years, na-
tional certif-
icate 
30.09.14, 
11h, Lau-
sanne 
Logistics / 
Swiss con-
struction 
industry 
15 employees, 
turnover (2013): 
Mio. 19 EUR 
Established 1967, has its 
core competences in food 
transportation, in Switzer-
land, Germany and Scan-
dinavia.  
35: 
Owner-
manager & 
marketing 
manager, 10 
years, na-
tional certif-
icate 
01.10.14, 
11h, Me-
iry 
Consulting 
sector / 
Swiss aca-
demics and 
business 
24 employees,  
turnover (2013): 
Mio. 22 EUR 
Business consultancy spe-
cialised in integrated man-
agement systems (includ-
ing environmental, quality, 
social, and health security 
certifying). 
36: 
Owner-
manager, 5 
years, na-
tional certif-
icate 
01.10.14, 
18h, Mor-
ges 
Media / 
Swiss busi-
ness and 
individuals 
18 employees, 
turnover (2013): 
Mio. 12 EUR 
Media group issuing 5 
regionally differentiated 
(online and print) newspa-
pers. 
37: 
Owner-
manager, 25 
years, na-
tional certif-
icate 
08.10.14, 
11h, Lu-
cerne 
Consulting 
sector / 
Swiss aca-
demics and 
business 
1 full-time and 2 
part-time em-
ployees 
Offers support and consul-
tancy services for lead 
actors of small companies, 
especially with regard to 
succession planning and 
searching and establishing 
of the successor or inter-
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mediate manager.  
38: Owner-
manager, 12 
years, na-
tional certif-
icate 
10.10.14, 
14h, Lo-
carno 
Finances / 
internation-
al individu-
al    and 
corporate 
customers 
122 employees 
turnover (2013): 
Mio. 244.3 EUR 
Product portfolio includes 
a range of accounts, busi-
ness and property financ-
ing facilities, commercial 
credits, and expert invest-
ment advice. 
39: 
Owner-
manager, 5 
years, na-
tional certif-
icate 
30.10.14, 
14h, 
Ascona 
Finances / 
Swiss cor-
porate cus-
tomers 
110 employees, 
total assets 
(2013): Mia. 
1.385 EUR 
Provides financial consul-
tancy to Swiss companies, 
especially small ones with 
regard to taxes etc.  
40: 
Owner-
manager, 7 
years, na-
tional certif-
icate 
31.10.14, 
11h, 
Horgen 
Media / 
Swiss busi-
ness and 
individuals 
233 employees, 
turnover (2012): 
Mio. 113 EUR 
Centre-left oriented media 
group issuing eight re-
gionally differentiated 
(online and print) newspa-
pers. 
Table 9: Company code ID and qualitative sample description 
In line with the observations above about the importance and predominance of lead actors 
in SMEs, it was decided to recruit interviewees from the top of organisations for this pur-
pose. Arguably, 40 interviews are insufficient to provide an absolutely conclusive picture 
of CSR in Swiss SMEs. However, the results are sufficiently representative within this 
dataset. More importantly, they are worth to be discussed in the wider context below. 
4.3.1 Interview analysis: qualitative content analysis  
The interviews were based on pretested questions (see Appendix 5) that should be as neu-
tral as possible (Atteslander, 2010: 121f.) but helping to explore in an in-depth manner the 
SME-CSR nexus in Switzerland. The interviews with an average duration of one hour were 
conducted and digitally recorded between February and October 2014.  
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They were transcribed using the transcription software f4. Afterwards, the interview tran-
scripts were qualitatively analysed by identifying relevant statements, which point to mo-
tives, responsibilities, components, and dynamics of CSR in Swiss small companies. 
The qualitative analysis method used in this part is oriented at Legewie’s global analysis 
(1994) and Mayring’s (1996; 2003) qualitative content analysis. Apart from others (e.g., 
Creswell, 2007: 54; Atteslander, 2010: 274), Mayring (2003: 117) recommends qualitative 
content analysis in order to identify key patterns, dynamics, and typologies from heteroge-
neous backgrounds. This should help to relate the identified patterns to other observations 
or research results, e.g., from the Delphi process (see Section 4.4.2).  
Process of qualitative analysis Orientated at 
1) Orientation, i.e., scanning the transcribed interview texts for sig-
nalling words and statements (compare with Appendix 8) 
Legewie, 1994 
2) Activation of context knowledge, i.e., remind interview situation, 
mood, gestures, and intonation (Appendix 8) 
Legewie, 1994 
3) Working through the texts, i.e. careful reading and marking sig-
nificant statements in regard to the business model’s peculiarities, 
key drivers, and components (Appendix 8) 
Legewie, 1994 
4) Structural content analysis, i.e., categorise themes and contents; 
thereafter sequence and arrange statements (Appendix 8) 
Mayring, 1996, 
2003 
5) Concentrating content analysis, i.e., paraphrasing, generalising 
(Appendix 9) 
Mayring, 1996, 
2003 
6) Summarise text and support by quotations (see Appendix 9) Legewie, 1994 
7) Two-stage Delphi process (see Section 4.3.2) Hasson et al., 
2000 
Table 10: Process of qualitative analysis 
Table 10 describes the individual analysing steps whereas Appendix 8 provides an over-
view over working steps 1-5. Appendix 9 outlines working step 6, whereas Section 4.3.2 
covers working step 7. Research steps 1-6 should answer research question 2 “How do 
patterns of CSR practice in Swiss SMEs relate to their business practices? Is there a Swiss 
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business model?” while step 7 addresses research question 3 “How do key drivers, peculi-
arities, and dynamics of Swiss SMEs determine the Swiss CSR business model?” 
The methodology used is qualitative and, thus, interpretative to some extent. To heighten 
the quality (i.e., representativeness and objectivity) of this section further the results and 
conclusions gained from the interviews were evaluated and reflected in a two-stage Delphi 
process involving twelve of the interviewed SMEs.  
4.3.2 Delphi process to elaborate the Swiss business model for CSR 
In general, a Delphi process should help to gain a shared understanding in the tradition of 
the common ground technique (Mitchell and Jolley, 1992: 45).  
To find a common ground is an approach of facilitating interpersonal relationships 
(Kaynak and Macaulay, 1984: 98). Thus, participants should try to take several perspec-
tives on a topic and search for signals of recognition, which are often subtle and cause for 
misunderstanding (Mitchell and Jolley, 1992: 34). Consequently, this has the power to 
merge application and verification of results. Consensus methods such as the Delphi tech-
nique are most suitable for theory development and for answering research with a limited 
current knowledge base (Hasson et al., 2000: 1013). They offer procedural insights and a 
longitudinal perspective by analysing organisations at several points in time (Hatak et al., 
2015: 291).  
This process permits the critical validation of observations based on the rationale that when 
exact knowledge is not available, the judgement of a group is better that an individual 
opinion (Kaynak and Macaulay, 1984: 98). Delphi methods have specific rules (as pro-
posed by e.g., Crisp et al., 1997: 117; Hasson et al., 2000: 1013; Donohoe and Needham, 
2009: 421) that can be summarised as follows: the panel should consist of eight to sixteen 
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participants. The process should start with an initial questioning round, whereafter proposi-
tions are to be developed and presented after round one.  
Controlled (recorded or written) feedback is recommended separated between rounds, 
whereas the number of iterations is based on the consensus of the experts. According to 
Crisp et al. (1997: 117) the response rate should be above 70 percent. 
 
Figure 11: Process of SME business patterns analysis and model development 
Figure 11 describes the research process that first aims at the identification of patterns of 
Swiss SME business evolving a draft model (see later Figure 12 in Section 4.4.1). This 
draft is subsequently reflected in the two-stage Delphi process and the outcome of this pro-
cess is aggregated to the business model (Figure 13).  
Notably this first version of the model (it will be characterised by the acronym 
L’EPOQuE) will be further validated in Section 5 leading to a version 2.0 (i.e., L’EPOQuE 
2.0 – Figure 16). 
Accordingly, 40 Swiss SMEs were interviewed in a first step. Secondly, twelve owner-
managers (i.e., from companies 1, 3, 4, 9, 16, 19, 23, 27, 28, 31, 34, and 40) volunteered in 
the validation of the model by sending them the first edition (compare with Figure 12) by 
email alongside a questionnaire (related to the model’s components) and the instructions to 
reflect on it and give feedback via email or telephone. Lastly, the adapted model was dis-
cussed in a focus group discussion. 
The email commenced with an open-ended questionnaire asking the owner-managers about 
their impression of the business model’s six key drivers in general. Subsequently, they 
were asked about the suitability of sub-components of each driver (for the questionnaire 
40 Interviews 
Qualitative 
content analysis 
Draft model 
(Figure 12)  
Two-stage 
Delphi process 
L'EPOQuE 
(Figure 13)   
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see Appendix 6). The results (exemplary answers are given in Appendix 7) were woven 
into the model and the main results were presented as opening remark of a focus-group 
discussion in February 2015.  
All experts answered the email (i.e., response rate of 100%), eight attended the iteration 
meeting (i.e., from companies 1, 3, 4, 16, 23, 27, 34, 40). The exchanges in the face-to-face 
focus group discussion were recorded, transcribed, and qualitatively analysed (analogue to 
the interview analysis). This brought about interesting adjustments and supplements espe-
cially in regard to exporting SMEs (see Section 4.4.1) or the particularly parallel value 
world in SMEs (in 4.4.2). Further, as previously mentioned, by integrating the results from 
the interviews and from the two Delphi stages into the broad data set gained by examina-
tion of theory, websites, etc., this research enables a generalisation to a Swiss SME busi-
ness model and thus to a regional and national context.  
According to Kvale (1994: 151) and Bryman (2004: 76), the validity of this research is 
secured by interview quality and not by quantity. Therefore, deciding statements are out-
lined in order to provide full transparency about messages crucial for identification of pat-
terns, dynamics, and motives for CSR and components of the underlying business model. 
Whenever useful, achievable, and/or necessary additional third party sources are consulted 
and included so as to assess the SME context specifics even further. 
4.4 Findings: patterns of CSR practice in Swiss SMEs 
As a synthesis of the 40 interviews (as described in Tables 8 and 9) the next section states 
the most important features (or patterns) of CSR in Swiss SMEs. More details in regard to 
company specifics and implementation of CSR, related to the allocation of responsibility 
and their motives, as proposed by Hemingway and Maclagan (2004: 35f.) and outlined in 
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Section 2.1, can be found in Appendix 9. This part’s results are published as Looser and 
Wehrmeyer (2015b).  
Supporting statements made during the interviews are added in brackets (translated by the 
author). Notably, the interviewees are identified by company code ID as stated in Table 9. 
4.4.1 Idiosyncrasies of Swiss small business CSR 
To start with some general observation: all companies under review are highly specialised 
niche actors benefiting from the competitive advantage of “Swissness” as one of the most 
valuable brands in the world according to Feige et al. (2006: 12f.). The latter was amongst 
others especially emphasised by exporting companies 15, 18, 19, 22, and 29. The goal of 
these companies is to provide equal quality abroad as they do so in Switzerland.  
This vision and their trust-based values (e.g., handshake quality) drive their business, even 
if they are operating in areas with lower responsibility standards (China, India, etc.):  
[…] all our international trade partners from China, India, or Thailand rely on busi-
ness sealed by handshake […] (company 22) 
All participants are sole owner-managers with a minority (i.e., 7/40, these were: companies 
1, 8, 10, 17, 19, 22, and 29) having shared ownership with the family or a few (silent) part-
ners. The sample is skewed towards male interviewees, despite the attempt to find more 
female participants. As said, this represents the predominantly male gender bias regarding 
leading positions in Switzerland (FSO, 2013).  
All interviewees had at least four years of experience, with the great majority having be-
tween 15 and 30 years of experience in their current position and their educational level 
ranges from a majority of 85% with a national certificate to Bachelor’s (7.5%) or Master’s 
and/or PhD degrees (7.5%).  
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Above all, there is a strong basis for the emphasis on ownership, or to be precise, owner-
ship-within-tradition (which means family and local culture), whereas size and capacities 
astonishingly do not seem to matter (see again Tables 8 and 9). 
Considering these identified, overarching features, the findings, indeed, point at an idio-
syncratic Swiss model of CSR that is influenced by visions and inspiration with corporate 
self-restraints aimed at general welfare (for such categories see Appendix 8 and for more 
details Appendix 9). The majority (80% of the researched SMEs) has CSR on an individual 
level with personal motives. 
[…] It is just standard to help poor or jobless people in the village […] (company 2) 
[…] Since I am aware, my parents taught me to take care of others because we as busi-
ness owners have a life-long responsibility for our region […] (company 14) 
[…] since I remember we always employed handicapped or socially weak and infor-
tune people […] (company 34) 
According to many owner-managers (e.g., of companies 2, 4, 9, 12, 14-16, 21-26), the role 
of their mothers and/or wives is crucial. Actually, in the eyes of the sons/husbands these 
women are the “hidden company leaders”, caring for staff with deeply rooted ethical val-
ues and high expectations towards their husbands/sons on how to lead the company in a 
proper way.  
For some companies (12, 14, 23, 24, 30) Christian values are the basis of their CSR, 
whereas for the others it is rather pragmatism (e.g., companies 16, 18, 20-22), philanthropy 
(26, 28), and their responsibility as “Unternehmer”. Either way, the highly sophisticated 
CSR agendas appear as a result of evolution and not strategic at all. Company 18 was sold 
to a listed MNE, which is a family-owned business with over 150-year tradition.  
118 
Astonishingly, the daughter company had neither to introduce any formal reports nor had it 
to change any business practices, since the “mother” sees a clear advantage in keeping in-
formality and the daughter’s traditional values. This is a clear contradiction to what is 
normally reported to happen after an acquisition by a MNE (Muller, 2006: 193), as the 
owner-manager of company 1 stated. This supports the abovementioned arguments: 1) 
ownership and small business culture are deciding elements, which 2) in turn are inde-
pendent from size, capacity, and national boundedness of the business.  
For all companies (11, 14-16, 21, 23-26, and 30) that were forced to do a certification in 
the supply chain of a MNE this was an “easy task” for them, because they did the required 
activities for decades and, therefore, had the related documents in any form.  
Some owner-managers emphasised that, when they were forced to do formalisation (i.e., 
reports, certification), they do this, but reluctantly and only motivated by opportunism.  
[…] if customers ask for a standard we fulfil this wish without much motivation to do 
more than necessary to get the contract […] (company 25) 
This means that formalisation does not enter into their values or mind-set. Accordingly, 
this reveals an option of strategizing CSR without the sacrifice of culture and moral. Some 
of them (e.g., companies 1, 16, 23) see an advantage in promoting their business values 
and therefore they issue CSR/sustainability reports, however this is just because they start 
to talk about their business.  
[…] the way we do our business deserves wider recognition […] (company 16) 
The reason for this development towards more external communication seems to be that 
they see responsibility as part of education and cannot be implemented in a later stage as 
adults. Consequently, they are not reporting in an accountability framework to wider 
stakeholders.  
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By contrast, these reports are often built, written, designed for schools to introduce the 
business specificity to pupils and to show that they are operating regionally, deeply rooted 
as (future and responsible) employer in the region and, even if they are in the “dirty” con-
struction or concrete business (an expression used by owner-managers of the relative in-
dustry), they try to do this in a proper way.  
As soon as ownership is shared with e.g. shareholders and the owner is no longer the sole 
leader, CSR could turn into an “external and superficial thing”. This statement was made 
by the former patron of company 10. He sold his company to a MNE and is still very “sad” 
about the immediate and substantial changes this brought to his company’s culture and 
inherent values.  
Similar can be reported from e.g., companies 17, 19, 29, making CSR, in a sort, a strategic 
attempt there. In other words, to separate capital and management leads to formalised CSR 
(e.g., to reports) and the before intrinsic motivation to do even more CSR seems to get lost.  
[…] this report has the sole aim “to cover my ass” and, honestly, after one year the on-
ly thing we actually did related to CSR was writing this superficial piece of paper […] 
(company 19) 
In some cases, higher educated leaders (e.g., by a Master of Business Administration, 
MBA) tried to introduce rationalised and explicit modes. But this only seems to happen 
when they have shared ownership and are mostly seen as “managers” (companies 8, 22), 
but if they are MBA trained and at the same time children of the family business (as in 
companies 4 and 25) they prefer to stick to what their parents built up without any formali-
sation. In fact, these were the most militant opponents of any formalisation or change in 
their traditions.  
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Many SMEs (i.e., 2, 4-6, 9, 11-13, 16, 21, 23-26) operate literally without an executive 
floor with their CEOs sitting among their employees, clearly pointing to owner-managers 
seeing themselves more as co-workers than as bosses and to informal, flat, lean, and, thus, 
agile, companies.  
In sum, these features address research question 2 “How do patterns of CSR practice in 
Swiss SMEs relate to their business practices? Is there a Swiss business model?”  
Figure 12 consolidates the abovementioned to the draft version of the Swiss business mod-
el for CSR.  
 
Figure 12: Draft version of the SME business model for CSR 
As said in Section 4.3.2, this model was subsequently subject to the Delphi process (feed-
back via email and face-to-face discussion), which brought about a number of hints in re-
gard to refinement, sophistication, and differentiation of the draft edition.  
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This should at the same time answer research question 3: “What are the key drivers, pecu-
liarities, and dynamics of the Swiss CSR business model?” 
4.4.2 Findings from the Delphi process assessing the draft business model 
The most significant results from the Delphi process can be summarised as follows: 
Indeed, ownership is seen as one of the deciding attributes of Swiss SMEs leading to a 
business steered by visions and not by profit, making ownership the most influential com-
ponent of the key driver “leadership”. To add a description of the company’s political and 
economic relationship with the state was found to be essential. The involved companies 
agreed on “liberalistic”, i.e., Swiss SMEs prefer to do business without state steering, regu-
lations, and governmental formalisation.  
Furthermore, the participants see leadership as their personal trait that cannot, or only to 
some extent, be trained. Notably, this distinguishes managers of MNEs from owner-
managers of SMEs. The latter, as stated by participants, is vision-lead, value and task ori-
ented aiming at company advancement, whereas the former is profit-driven without any 
personal relation to the company. 
With regard to the key driver “employees” many participants (companies 9, 16, 19, 23, 27, 
28, 31) strongly emphasised that in contrast to the commonly held opinion of owner-
managers as “little dictators” (e.g., Battisti and Perry, 2011: 181f.) the relationship to em-
ployees is based on democracy and subsidiarity following the model of political Switzer-
land. Thus, “democratic” is a novel and, according to them, the most important adjective 
herein. Arguably, not in all companies absolute democracy is deployed however, the lead-
ers have at least a participative approach respecting and taking the opinions of their em-
ployees (in some cases on an informal level) into account. 
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The high entry barriers of their specific markets, built upon their specialised niche products 
was a further hitherto unmentioned point. These entry barriers are a consequence of the 
ability of Swiss SMEs to customise their products from pure “hardware” to systems includ-
ing services and solutions that make it very difficult for competitors to enter those markets. 
Currently, many of the very successful companies have become suppliers of complete 
business solutions. These comprehensive packages are the result of constant innovation 
driven not by basic research but by customer desires. Thus, Swiss SMEs and especially 
their owner-managers are very close to their customers (see also statements below related 
to the “informality” of organisations).  
“Agility” is the catchword that was brought to discussion to replace debased “flexibility”. 
Accordingly, this adjustment was performed since the former describes more precisely the 
mental mobility, the ability, and skilfulness Swiss SMEs demonstrate to react to their envi-
ronment and search new and/or additional niches if needed and useful. This covers “inno-
vation” and “multi-functionality” as well, other key terms mentioned in the discussion that 
emphasise the duty to immediately react on customer demands while suffering from high 
fixed costs due to small-scale production of specialised niche products (as aforemen-
tioned). 
The importance of “Swissness” as a success factor was emphasised by many companies (1, 
3, 4, 9, 16, 19, 23, 27, 28, 31, 34, and 40) and, therefore, added as key driver of “quality”. 
At the same time “Swissness” is seen as some sort of import protection (see quotes in Sec-
tion 4.4.3). The significant efficiency of Swiss SMEs is, amongst others, a consequence of 
market pressure and high fixed costs leading to streamlined production processes and high-
end solutions (systems and/or business development).  
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“Breeding” and educating their workforce is seen as a further crucial success factor. Thus, 
it was a profound desire of the participants to add the apprenticeship system as a distinct 
component, related arguments are stated below. “To give something back” (so as to get 
something back later) is driven by community-oriented reciprocity and, thus, primarily a 
survival strategy of self-improvement and organisational evolution and less likely a purely 
altruistic motive. Reciprocity, in general, refers to a social rule that says we should repay, 
in kind, what another person has provided us (Argandoña, 2011: 79). This sense of future 
obligation associated with reciprocity makes it possible to build continuing relationships 
and exchanges as “new business horizons” (Gold, 2010: 67) in “sharing economies” (Gold, 
2004: 87).  
Reciprocal actions of this nature are important to social psychology as they can help ex-
plain the maintenance of social norms (Caliendo et al., 2012: 394). A person who violates 
the reciprocity norm by accepting without attempting to return the good acts of others is 
disliked by the social group. Individuals who benefit from the group's resources without 
contributing any skills, helping, or resources of their own are called free riders (Gui and 
Sugden, 2005: 33; Lähdesmäki and Suutari, 2012: 488f.). Both individuals and social 
groups often punish free riders, even when this punishment results in considerable costs to 
the group. So, it is unsurprising that individuals will go to great lengths to avoid being seen 
as a moocher, freeloader, or ingrate – thus there is a strong link to social capital (Putnam, 
2000: 45). For a deep discussion about the latter see again Section 3.5.  
These various statements subsequently allowed the elaboration of a Swiss business model 
for CSR that perfectly fits the generic definition as “rationale of how an organisation cre-
ates, delivers and captures value” (Osterwalder and Pigneur, 2010: 14). This model ac-
counts for highly sophisticated CSR practices far beyond formalisation making Switzer-
land a hidden champion in CSR. 
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4.4.3 L’EPOQuE: A Swiss business model for CSR 
Considering the findings from the Delphi process that evaluated the draft version of the 
model (in Figure 12), this study concludes with a generalised SME business model deter-
mined by six main key drivers (with up to three sub-components depending on factor): 
Leadership, Employees, Products, Organisation, Quality, and Education (abbreviated as 
the acronym L’EPOQuE). For the process of model development and reflection see again 
Figure 11. 
The visualisation of the model, which summarises well these aspects, was useful and heu-
ristic.  
Notably, although the model discriminates six factors, it postulates that they are, on a basic 
level, seen as a continuum rather than as distinctively separated motives or attributes. Thus, 
each factor in the whole set relates to each other in an integrating manner, whereas the 
closer the factors are the more similar their underlying forces. This understanding as con-
tinuum gave rise to the circular structure of the model (see Figure 13). 
In order to further clarify this continuous nature some shared, adjacent aspects should be 
outlined in the following: 
1) A long-term orientation is deciding in regard to the whole business conduct, however, it 
is especially worth to be mentioned concerning leadership and relations to employees.  
2) A trust-based business is an overarching feature in regard to leadership, employees but 
also to the informal and network steered organisational structure and, at least also a factor 
for “Swissness” as success factor.  
3) Efficiency as key driver of the “quality aim” plays an important role in regard to the 
specialisation of niche products with high entry barriers and flat, lean organisational struc-
tures as well. 
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Figure 13: L‘EPOQuE – Swiss SME business model for CSR 
Further, some aspects are not seen to be equal but rather superior to others:  
1) “Swissness” is subordinated to efficiency.  
2) In the “education” factor, to have apprentices is a consequence of the aim “to give 
something back”, thus the latter is superior to the former. 
Again, whenever useful, statements directly retrieved from the interviews or the Delphi 
rounds are added (translated by the author – with company ID in brackets). At the same 
time this covers research working steps 6 and 7 (according to Table 10).  
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In sum, Swiss SMEs have:  
L) a liberalistic, visionary leader- and ownership-driven approach, where the Leader “is” 
the business and vice versa,  
[…] I once decided to run this company though I was aware of sacrificing a lot of com-
fort, money and adopt a lot of stress, sweat, and blood running this company […] 
(company 4) 
[…] My life is dedicated to risk, insecurity, abandonment, and loneliness, however, you 
cannot imagine how much envy I daily experience for my libertarian lifestyle […] 
(company 11) 
E) focused on tight, long-term, trust- and democracy-based relations to Employees, 
[…] on a daily base I am in close contact with my employees, therefore the whole staffs 
celebrate the daily coffee break at 10 o’clock […] (company 5) 
[…] we treat all employees equally, thus, we have full transparency in regard to all our 
salaries, and bonuses […] we strictly execute majority votes for every management de-
cision and anyone has the option to use its veto against management attempts […] 
(company 1) 
[…] I work physically among my employees on our various construction sites in order 
to personally take care of my staff’s health and safety […] we provide apples and water 
and in the summer sun cream for free […] (company 33) 
[…] we try to teach them how to integrate into Swiss society, that’s not easy since most 
of our employees are coming from countries that are currently or were recently in war 
against each other […] we try to establish peace between them […] (company 7) 
P) on niche Products (specialised, small scale production with high entry barriers),  
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[…] Since 30 years we are Swiss market leaders, but in the next year I have to put all 
my effort in finding new niches […] (company 8) 
[…] We are world market leader and developed this production process […]  (compa-
ny 4) 
[…] On a worldwide scale, we are the only one having this knowledge and thus we are 
the only supplier of such a combination of product and service […] (company 3) 
O) driven by networks and informal, flat Organisations (therefore agility), 
[…] I personally take care of all our suppliers and customers in the market hall in or-
der to foster relationships; however, this is very informal mostly leading to a coffee 
break or a beer after closing time […] (company 9) 
[…] we always take decisions together with our employees since in times of risk or un-
der pressure a majority always takes the better decisions than an individual […] (com-
pany 36) 
[…] in the summer we organise a huge barbecue for all our customers […] (company 
17) 
Qu) and by efficient “Swissness” Quality. 
[…] smaller companies have in the long run no other choice than to rely on high-
quality products, thus, our survival is determined by our ability to be as efficient as 
possible with the world’s best products […] (company 20) 
[…] this is about our wish to be as efficient as possible […] (company 40) 
E) The owner-managers foster Education, e.g., the apprenticeship system, so as to “give 
something back” and establish their ethics during the process of work socialisation. 
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[…] one third of our employees are apprentices, only by this we safeguard that we are 
not running out of qualified employees. However, this is a continuous process of train-
ing […] (company 14) 
[…] We have always educated apprentices; by this we secure our own staff and the lev-
el of education that is needed to fill this very complicate production process. Further-
more, I try to implement in these young people the seeds of trust, quality, ethics and a 
sense of responsibility for themselves but also for society and environment […] (com-
pany 22) 
[…] I established an education because there is no adequate education supplied by the 
public system […] (company 26) 
In sum, the Swiss SME business model appears to be characterised by soft assets, such as 
networks, by the nexus of mission and value-set, by a system of initiatives and integrated 
behaviour, by proximity, and informal, flat organisational structures, by the aspiration and 
ambition of craftsmanship or excellent service (instead of profit), by community involve-
ment, by recruiting from the local community, by the willingness to grow slowly and 
steadily (i.e., temperance and prudence), by the avoidance of atomic markets, and finally, 
by the mental set-up and sociological tradition of the stewardship concept.  
This research so far made no absolute distinction between different virtues, although dif-
ferent expressions of virtue ethics are worked into the business model, e.g., visionary lead-
ership is closely related to courage, whereas the tight relations to employees or the aim “to 
give something back” by education can be linked to benevolence (i.e., the virtue of justice 
or friendship). Above all, practical wisdom is woven into and manifested in each of the six 
key drivers, starting with leadership only based on experience, the trust-based and demo-
cratic ties to employees, flat and in-formal day-today operations, and finally, the quality 
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aim of their niche products. Nevertheless, it would be an advantage to throw an eye on the 
identified business model from the perspective of virtues since other researchers (e.g., 
Gowri, 2007: 395, Ruisi et al., 2009; Ruisi, 2010; Toner, 2010: 24; Slote, 2011: 16) 
showed that these virtues are the foundation of an anthropological-based business culture, 
which fosters and reinforces CSR strategies. Pre-conventional, conventional, and post-
conventional ethics and Piaget’s concept of moral development as alternatively ethical 
drivers of companies are further looked at in Section 9.7. 
Above all, virtue ethics driven patterns were found in many studies looking at ethical atti-
tudes in small companies compared to large corporations, inter alia, by Longenecker et al. 
(2006: 172) and Malloch (2009: 43), but also with regard to more integrity in small com-
panies especially looking at organisational ethics and leadership (Brown, 2005: 56).  
Others (e.g., Scruton, 2008: 29; Alford and Signori, 2014: 5; Alford, 2015: 9) conclude that 
the mismatch between practitioners’ interest in “good business” and the actual “poor out-
come” (mostly driven and in some way “biased” by the profit making motive based on the 
shareholder approach) can be explained including the virtue ethics perspective, as found 
for instance in Swiss SMEs. Furthermore, in Swiss small companies, owner-managers are 
not just doing what is just – as noticed by the capabilities theory (Sen, 1999: 123; Nuss-
baum, 2000: 45) – but they try to create a working environment that encourages employees 
to flourish and find fulfilment in their job (Bertland, 2008: 25).  
4.5 Discussion and conclusions from the analysis of small business patterns 
This section showed that the proactive actions undertook by SMEs to address social and 
environmental challenges as part of their business model should be considered and exploit-
ed in the context of new entrepreneurial opportunities. The small size of SMEs is an im-
portant factor for innovative business practices. Widely reported deficiencies of SME in 
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regard to CSR, such as lacking financial resources, impediments due to the peculiar char-
acteristics of their organisational structure, reluctant management style, limited level of 
technological access, and a low level of innovation (Tsalis et al., 2014: 181) were not 
found in this analysis to be obstacles in the pursuit of CSR and/or profit.  
On the contrary, the six key drivers of the Swiss business model for CSR reflect high en-
gagement of leaders and highly agile and innovative organisation. Competitiveness (Revell 
and Blackburn, 2007: 411; Revell et al., 2009: 282) or compliance with regulation 
(Lefebvre et al., 2003: 71; Gadenne et al., 2009: 51) as reasons for CSR were not replicated 
in this thesis. Notably, Section 6 further explores the dichotomy of extrinsic and intrinsic 
stimuli for CSR.  
Above all, the L’EPOQuE business model may help understand the nexus of CSR and 
business models and how the former embeds in the latter. Arguably, this model represents 
a regional interpretation of a specific set of circumstances likely to show differences in 
emphasis. Other contexts may have a different set of overarching factors. Even within this 
research some heterogeneity related to sector, region, or size was observed.  
There was, for instance, a tendency towards more democracy but slacker relations to em-
ployees and less self-education in service companies. On the other hand, production com-
panies are often located in slightly populated regions, have tighter relations to the commu-
nity and employees (evolving a “family feeling”), and are hiring strictly from this region. 
Their owner-managers are often very active in local associations and/or politics.  
The next section pays respect to such heterogeneity by assessing L’EPOQuE’s idiosyncra-
sies and, in particular, its consistency with a conventional mainstream model. It strives for 
matching its feature with key aspects of another business model (i.e., Osterwalder and 
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Pigneur, 2010: 18f.; 44). This should explore the power and validity of L’EPOQuE eventu-
ally to be a generally valid template for CSR-driven businesses. 
In particular, the next section answers research question 4: “How consistent is the Swiss 
model with conventional business models? How do the relative surroundings reflect the 
need for new templates?”  
In order to answer these questions, the convergence of business models and CSR needs a 
closer look and a theoretical foundation. Thus, in a first step, recent movements in the 
fields of business models, corporate culture, and the implementation of CSR in the former 
and latter are highlighted.  
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5 L’EPOQuE: plausibility, validity, and power as new template 
Despite the increased recognition and emphasis on CSR as a topic, numerous well-
publicised problems and scandals often involving large corporations continue to emerge 
(Osuji, 2011: 44f.; Asif et al., 2013: 13). These companies are mostly extrinsically moti-
vated in CSR, driven by the aforementioned shareholder approach.  
They operate with highly formalised CSR systems that in many cases fail to prevent anti-
social and illegal behaviour (Osuji, 2011: 43). This reflects the failure of extrinsic CSR to 
integrate the ethical dimension and/or the failure of intrinsic CSR to not formalise and thus 
benefit from economies of scale (Looser and Wehrmeyer, 2016). Currently the conviction 
is growing that if CSR is to have a meaningful impact it should be a matter of corporate 
culture and a relative “raison d’être”, or core logic (Du et al., 2012: 161) rather than a for-
malised management tool.  
5.1 The convergence of CSR and business models 
Though academics and practitioners have well recognised this need (Margolis and Walsh, 
2003: 291; Zadek, 2004: 221; Jamali, 2008: 229) there is still a dearth of deeper knowledge 
about CSR implemented in culture or in business models as its manifestation (Asif et al., 
2013: 15).  
While there exists research on top-down processes, starting at the strategic level to imple-
ment extrinsic CSR by management systems (Pondeville et al., 2013: 328) there is a 
knowledge gap on evolutionary, traditional, historically grown business models far beyond 
formalisation that are, eventually resulting in unintentional but state-of-the-art CSR agen-
das. This part of the thesis looks at such business models that are built on CSR values 
without strategic decision or commercial pursuit. This highlights how important the busi-
nesses’ core logic, and/or motives are for the perception, and thus, design of CSR frame-
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works. This follows the recent shift in the CSR debate, which emphasises not to look any 
longer at strategic processes but on organisations that maintain CSR because it is a part of 
their culture (Leitschuh, 2008: 46f.; Lorenzo-Molo and Siloran Udani, 2013: 131; Asif et 
al., 2013: 13; Looser and Wehrmeyer, 2015a: 811f.).  
As in the case of Switzerland, most of these pioneering companies are small ones with in-
formal and unsystematic CSR agendas (Morsing and Perrini, 2009: 3; Del Baldo, 2010b: 
233; Nkiko, 2013: 381) but with business models that are built on traditional values and 
virtues, on the loyalty in the case of hardship, on long-termism, their aspiration to contrib-
ute to society and lead a “proper” business, on their community involvement, and close 
relationships to employees, customers, suppliers, and other small firms (compare with Sec-
tion 3.4.10 for Switzerland and Section 4.1 or Il Park and Ghauri, 2015: 198 for a general 
discussion).  
The tight linkages especially point at business practices that are valued by communities, 
customers, and other relevant stakeholders. This resembles the bottom-up approach as pro-
posed by Asif et al. (2013: 13). Furthermore, it compromises institutional dynamics of 
CSR as “soft law” (e.g., Steurer, 2010: 50; Nolan, 2013: 151; Zeyen et al., 2014; Nolan, 
2014: 19) aligned with concepts of legitimacy (Zheng et al., 2014: 397), virtue ethics, and 
morale.  
At the same time, there is an overall attempt and trend in the business world to conceptual-
ise day-to-day operations in business models (Arjaliès and Mundy, 2013: 289), which in 
turn are regarded as tool kit to improve company performance and to bring revenue (Kala-
kou and Mácario, 2013: 12). In general, business models can help to highlight the distinct 
features of a business a company operates and tries to capture opportunities with (Kalakou 
and Mácario, 2013: 11).  
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To conclude, how business is organised reflects what values, processes, or systems drive a 
company and which principles it is built on (Jenkins, 2006: 251; Del Baldo, 2010b: 236). 
This intersection, in turn, is closely linked to the motivation and set-up of CSR in a com-
pany (Newman and Sheikh, 2012: 362; Schultz, 2013: 368).  
However, from literature review it became evident that there is still a lack of knowledge on 
this convergence of business models and CSR. So far this research postulates L’EPOQuE 
to be a CSR-driven business model and a potential template that might bridge this gap as it 
works at the nexus between economic rationale and ethics. In order to verify or falsify this 
assumption, the next section highlights some conventional, well-known models and their 
key criteria in order to compare one of them later with the features of L’EPOQuE.  
5.1.1 The current mainstream in business models 
As abovementioned, many business models consist of generic key criteria. They can be 
subsumed under 11 topics. Accordingly, they are either a matter of profit generation – i.e., 
1) characteristic of revenue stream, 2) outline of value proposition, 3) cost structure, 5) 
value chain – or refer to management issues – i.e., 4) customers, 6) strategy, 7) sustainabil-
ity, 8) structure of competitors, 9) networks, 10) complementarities, and/or 11) novelty, 
innovation orientation – see Table 11. Notably, revenue mechanisms can be fixed or dy-
namic, while relationships to competitors and costumers can be driven by self-service or by 
co-creation (Kalakou and Mácario, 2013: 4).  
This review does not fully delineate the wide range of authors’ propositions on business 
model components but concentrate on over-spanning topics gained from different sectors 
(i.e., marketing, manufacturing, information technology). 
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Elements 
Authors
 
1
 
2
 
3
 
4
 
5
 
6
 
7
 
8
 
9
 
10
 
11
 
12 13 
1) Characteris-
tic of revenue 
stream 
                       
2) Outline of 
value proposi-
tion 
                      
3) Cost struc-
ture 
                         
4) Characteri-
sation of cus-
tomers 
                      
5) Value chain                        
6) Strategy                     
7) Sustainabil-
ity 
                
8) Structure of 
competitors 
                  
9) Networks                      
10) Comple-
mentarities 
                   
11) Novelty, 
innovation 
orientation 
                
Table 11: A selection of standard business models’ key criteria 
                                                          
1
 Mahadevan, 2000 
2
 Steward and Zhao, 2000 
3
 Alt and Zimmermann, 2001 
4
 Haman, 2000 
5
 Rappa, 2001 
6
 Osterwalder, 2004 
7
 Hedman and Kalling, 2003 
8
 Bonaccorsi et al., 2006 
9
 Brusseau and Penard, 2006 
10
 Rasmussen, 2007 
11
 Zott and Amit, 2010 
12
 Osterwalder and Pigneur, 2010 
13
 Looser and Wehrmeyer, 2015b 
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For the purpose of this research, to assess the Swiss model’s idiosyncrasies further, the 
popular business model of Osterwalder and Pigneur
12
 (2010: 18f.; 44) is chosen. They pre-
sented a fundamental canvas by which all operations of businesses can be depicted (Kala-
kou and Mácario, 2013: 12).  
This framework consists of nine building blocks (Osterwalder and Pigneur, 2010: 15): cus-
tomer segments, value proposition, channels, customer relationships, revenue streams, key 
resources, key activities, key partners, and cost structure – see also Table 11. Notably, it is 
set up as square (as evident from Figure 14). 
Key Partners 
 
Key Activities 
 Value 
Proposition 
Customer 
Relationships 
Customer 
Segments  
Key Resources 
 
Channels 
 
 
Cost Structure 
 
 
Revenue Streams 
Figure 14: Osterwalder and Pigneur (2010: 18f.; 44) business model 
It should be mentioned that several attempts exist to develop “social business models” 
(e.g., Michelini and Fiorentino, 2011: 570), “inclusive business models” (e.g., Prahalad, 
2005: 111), “sustainable business models” (e.g., Høgevold et al., 2014: 371), or manage-
ment systems to integrate CSR in business strategy or operations (Asif et al., 2013: 13). 
The former is often aligned with “social entrepreneurship” and its explicit aim to benefit 
the community (Borzega and Defourny, 2001: 45).  
Many inclusive business models are based on the bottom of pyramid theory (Prahalad, 
2005: 134) and its “serving the poor approach” as new source of growth for MNEs (Mich-
elini and Fiorentino, 2011: 571). To reduce the impact of business on the natural environ-
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ment is the target of ample sustainable business models (e.g., Høgevold et al., 2014: 381; 
Windolph et al., 2014: 390).  
Many studies (i.e., Gond, et al., 2012: 221; Martinuzzi and Krumay, 2013: 431; Pondeville 
et al., 2013: 329) tried to implement relative strategies and operations. All of them evolved 
extrinsically imposed control and steering systems (e.g., standards and regulations) with 
the potential drawback of crowding-out intrinsic motivation (Deci et al., 1999: 639; Frey 
and Jegen, 2011: 601), and, in some cases, of a decreased level of actual CSR (Fassin, 
2008: 371). To conclude, many conventional business models are paying respect to hierar-
chical structures (Fassin et al., 2010: 431; Du et al., 2013: 161; Lorenzo-Molo and Siloran 
Udani, 2013: 129) and focus on the satisfaction of diffuse stakeholder interests (Maas and 
Reniers, 2014: 109) and on profit or revenue generation (Michelini and Florentino, 2011: 
570).  
Such surroundings might be responsible for stiff, invariable organisations that are slow in 
their decisions when it comes to outside changes (Mahadevan, 2000: 61; Alt and Zimmer-
mann, 2001: 4; Zott and Amit, 2010: 215; Gond, et al., 2012: 223f.). Overall, the nexus of 
“business model” and CSR is worth a closer look, elsewhere, but especially in Switzerland 
where the “raison d’être” of Swiss SMEs mirrors highly sophisticated and intrinsic CSR 
agendas deeply embedded in corporate cultures (as shown in Section 4). 
5.2 Methodology on business model feasibility and validity check 
In particular, this part assesses the characteristics of L’EPOQuE, in general and with re-
gard to “the conventional”, and the risks and benefits arising from potential differences. 
This comparison follows grounded theory and the subsequent Delphi process in an expres-
sion of its hermeneutically integrating character.  
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Figure 15 demonstrates the process that checks the model’s validity and feasibility and 
encourages the development of version 2.0. Notably, the Delphi process consists of 
“matchin 
g L'EPOQuE”, “consistency check” (both in Table 12), and “assessing differences and va-
lidity” in Section 5.3.1. 
 
 
Figure 15: Process of development of L’EPOQuE 2.0 
The assessment of the consistency of L’EPOQuE as cluster of a conventional model is 
qualitative and not quantitative. The first step matches the six key features of the Swiss 
model with key criteria of the Osterwalder and Pigneur (2010: 18f.; 44) model. This alloca-
tion and the assessment of the consistency was a matter of a Delphi process by the methods 
of questionnaire and focus group discussion by telephone (summarised in Table 12). 
5.2.1 Delphi process assessing the consistency with the mainstream and feasibility 
In order to fill the requirements of the method of Delphi process (for details see again Sec-
tion 4.3.2) Switzerland Global Enterprise, the Trade Chamber for Swiss Business, the 
Swiss Chamber of Commerce, and the governmental department responsible for public 
strategy related to SMEs, one big Swiss Newspaper, and three owner-managers of Swiss 
SMEs (i.e., from companies 2, 7, 21) were sent Table 12 by email with the request to vali-
date on the one hand the key features and match them with conventional criteria. This took 
place during April 2015. All experts answered the email. Some example answers can be 
found in Appendix 10, the summary in Appendix 11, and the transcript in Appendix 19. 
L'EPOQuE  
(Figure 13) 
Matching 
L'EPOQuE 
(Table 12) 
Consistency 
check  
(Table 12) 
Assessing 
differences and 
validity 
L'EPOQuE 2.0  
(Figure 16) 
Delphi process 
139 
The exchanges in the discussion in person during the Delphi process by telephone subse-
quent to the answer per email were recorded and transcribed. This brought about interest-
ing insights on issues for advancement, feasibility, and consistency of the model, which in 
turn allowed a certain generalisation of the Swiss model as new template for CSR-driven 
businesses since it was put into a broader set of economic, political, national, and regional 
contexts.  
To conclude, the Delphi procedure established data reliability and internal validity, result-
ing in heightened validity of L’EPOQuE. At the same time, it showed areas for potential 
modifications of nomenclature that should foster generalisability of L’EPOQuE leading to 
L’EPOQuE 2.0 (cp. Section 5.3.3).  
5.3 Findings: L’EPOQuE and its feasibility to be a new template 
The following resumes what the experts’ written (from the questionnaire) and spoken 
(from the subsequent discussion) comments on L’EPOQuE and their assessment of its con-
sistency with a traditional template were – the findings are published as Looser and 
Wehrmeyer (2016). 
5.3.1 L’EPOQuE: a consistent cluster of conventional models 
Overall the Delphi process and the participants confirmed the six key features Leadership, 
Employees, Products, Organisation, Quality, and Education. They emphasised some spec-
ificities alongside the nine building blocks of Osterwalder and Pigneur (2010: 18), in par-
ticular with regard to informal settings that L’EPOQuE mirrors better in their eyes and in 
this context than the conventional canvas does.  
The Swiss model is born by owners. These owners have key partners in the community in 
which they often have an important (often institutional and political) role. Indeed, networks 
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and tight relations to employees bear the whole system however, this is a very personal set-
up and not an anonymous group of shareholders as key group often found in standard set-
tings e.g., of MNEs. However, owner-managers are also seen as “special”, in many cases 
as stubborn and not easy to handle. Overall, personal partnerships are one of the most deci-
sive differences to the conventional approach.  
The Swiss model is determined by ethics and by the owner-manager solely bearing the risk 
and resulting comprehensive responsibility in social, environmental, and economic aspects, 
as especially the government, Switzerland Global Enterprise, and the Swiss Chamber of 
Commerce pointed at. The need to be as efficient as possible as a result of competitive 
pressure in constrained and often oligopolistic markets mirrors its key activities. This en-
courages agile production processes and high-end solutions based on highly lean organisa-
tion, so that key activities are oriented at maximum efficiency.  
Apart from the media all participant agreed on “natural born leaders” at the top of organi-
sations as one of the deciding key resource. This lays groundwork for other key resources, 
such as niche products, state-of-the-art quality, the education of and trust in staff. 
With regard to cost structure, Switzerland Global Enterprise, the Trade chamber, and all 
SMEs reported from their practice of providing customised services and solutions that 
make it nearly impossible for competitors to enter their specific markets. The maximised 
efficiency with regard to production lead in most cases to optimised cost structures. How-
ever, this is a permanent process of advancement and adjustment. 
All participants agreed on “a communitarian system” and close informal and formal link-
ages to Swiss society as the way value proposition happens in the Swiss context. Thus, 
trust in employees, in quality, in the owner and his value-set are integrative factors that 
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build the cornerstones of the Swiss model. However, this is implicit and rarely communi-
cated as mission and/or vision. This is the genuine proof of ethics and moral inclination 
according to the participants’ statements.  
Customer demand is responsible for relative customer segments in the Swiss model. The 
emphasis is on lifestyle and quality products and on respective consumers. The resulting 
specialised niche products target in most cases on one specific customer segment. This 
often leads to bundles, systems, or comprehensive solutions combining products with ser-
vices. 
Accordingly, customer relationships are personal, trust-based, tight, but informal, which is 
a substantial feature of the informal L’EPOQuE model that makes it especially capable and 
valuable as transition case to other informal contexts. This was emphasised by the involved 
SMEs, the Swiss Chamber of Commerce, and the government.  
The Swiss model is based on personal sales channels, often in a shop, seldom over the in-
ternet, as all SMEs, both Chambers, and the representative of the newspaper pointed at 
with regard to idiosyncrasies related to the topic of channels. These are based on long-term 
relations to the relative suppliers (in most cases SMEs) sealed by handshake. 
Lastly, all participants felt that L’EPOQuE better mirrors revenue streams in surroundings 
of SMEs and particularly also for the context of start-up firms, than traditional models do. 
Here, high fixed costs reduce revenue streams. However, as profit-maximisation is in most 
cases not an imperative in the Swiss model the focus is not primarily on revenue streams. 
As a result, Table 12 fits L’EPOQuE to conventional criteria (Osterwalder and Pigneur, 
2010: 18f.; 44). The third column assesses the consistency (more details in Appendix 11). 
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What became evident from the analyses is that L’EPOQuE can be matched to “the conven-
tional”. At the same time, it is the manifestation of a business model especially tailored to 
the convergence of CSR and small businesses.  
This corresponds well with findings from others (Sterr, 2007: 126f.; Fifka, 2012: 114f.; 
Sterr, 2012: 95f.; Gebauer and Mewes, 2015: 36) and the power, urgency, and legitimacy 
of Swiss SMEs as found in Section 3.4.2.  
L’EPOQuE criteria (Looser 
and Wehrmeyer, 2015b) 
Conventional criteria (Osterwalder 
and Pigneur, 2010, 18: 41) 
Consistency 
Leadership 
 ownership 
 liberalistic 
 visionary 
 trust-based & long-
term 
 Key resource, key activity 
 Key partners, key resource 
 Value proposition 
 Value proposition 
 Key activity, value proposition 
  
Employees 
 democracy 
 Trust-based & long-
term 
 Key resource 
 Key activity  
 value proposition 
  
Product 
 entry barriers 
 specialised 
 small-scale 
 niche 
 Key resource, customer segment 
 Key activity 
 Key resource, customer segment 
 Key resource, revenue streams 
 Channels, customer segment 
  
Organisation 
 informal 
 flat & lean 
 networks 
 agility 
 Cost structure 
 Value proposition 
 Key resource, revenue streams 
 Customer relationships 
 Key resource, key activity, cost 
structure 
  
Quality 
 efficiency 
 
 Swissness 
 Key resource 
 Key activity, value proposition, 
cost structure 
 Customer relationships, value 
proposition, key resource 
  
Education 
 give something back 
 
 
 apprentices 
 Key resource 
 Key activity, value proposition, 
customer relationships, revenue 
streams 
 Value proposition 
  
Table 12: Matching of criteria and check of consistency 
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It is a valuable specification of a standard model and thus, a potential template to be used 
for the description of informal, CSR-driven companies. However, this analysis also identi-
fied some substantial differences that should be discussed in the following Section 5.3.2. 
As said, it identified also a number of terms that might be slightly modified (resulting in a 
version 2.0 – this is to be outlined in Section 5.3.3).  
5.3.2 The power struggle of “conventional” vs. “Swiss” 
Firstly, conventional models are generic and characterised by largely unspecific factors 
(such as “key resources”, “key activities”, or “partners”). Further, they are a management 
issue targeting “profit generation” (Michelini and Florentino, 2011: 571). They are mostly 
tailored to MNEs, their multinational character and cost structures, and, ultimately focus 
on profit-maximisation (Timmers, 1998: 5). They fit best with conventional companies and 
their mass production of basic products/services.  
These products must also serve the needs of customers with low-income (Seddon et al., 
2004: 431; Michelini and Florentino, 2011: 570ff.). Thus, the corresponding models focus 
on cost structures, supply chains, and revenue (Michelini and Florentino, 2011) – see also 
Table 11. As Shafer et al. (2005: 201ff.), Casadesus-Masanell and Ricard (2010: 201) state 
such models are part of the operational control. This is a finding consistent with others 
(Teece, 2007: 1329; Casadesus-Masanell and Ricard, 2010: 199ff.; Asif et al., 2013: 13). 
The Swiss SME model is more specific and guided by visions, ethical values, and intrinsic 
CSR while it targets at leadership and idiosyncrasies of owner-led businesses. It is heuristi-
cally espousing the specificity of the small business context. The creation of shared value 
and high-end products with emphasis on quality and lifestyle determine this model (and 
their companies). Here, niche markets are addressed where (so far) pricing policies play 
only a subordinated role. Overall, this highlights how the business model reflects the type 
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of product offered (Christensen, 2010: 107f.; Chesbrough and Rosenbloom, 2002: 533f.; 
Zott et al., 2011: 1031).  
A further difference between the models lies in the time frame: whereas conventional 
models seek for profitable short-term relations to worldwide and rapidly changing custom-
ers (Magretta, 2002: 90; Mansfield and Fourie, 2004: 38; Teece, 2007: 1329; Michelini and 
Florentino, 2011: 570f.), the Swiss model depends on long-term partnership to employees, 
customers, and their communities.  
Another difference can be identified in terms of governance systems: the Swiss model is 
tied to the creation of joint value of highly visible and traditional companies, while con-
ventional business models operate at the edge between managers and shareholders where 
external justification, e.g., by reports, CSR officers etc., is crucial (e.g., Borzega and 
Defourny, 2001; Prahalad, 2005; Michelini and Fiorentino, 2011: 572; Martinuzzi and 
Krumay, 2013: 428; Pondeville et al., 2013: 321; Windolph et al., 2014: 391). See also the 
according guidelines in Section 2.2.  
A possible reason for the configuration of traditional models might be the principle-agent 
problem where anonymous shareholders entitled to get their dividends based on annual 
profits are facing extrinsically motivated managers at the top of their companies (Fassin et 
al., 2010: 439). This might result, for instance, in decisions only targeting ripping off short-
term profits, rather than contribute to sustain the business, and in many cases in low inno-
vation rates (Casadesus-Masanell and Ricard, 2010: 199ff.; Asif et al., 2013: 13).  
Thus, the difference between the two models is also reflected in who carries and manages 
risk. In other words, standard business models are externally put over the company and 
implemented with an extrinsically motivated attempt. They are what Haake (2002: 729) 
defined as “individualistic business systems” with loose interfaces between shareholders 
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and managers, companies, their employees, customers, and especially the local communi-
ties.  
In contrast, the Swiss SME model is close to what is called “a communitarian system” 
(Haake, 2002: 726) that reflects close linkages between companies, communities, employ-
ees, etc. The difference between individualistic and communitarian models is comparable 
to the distinction between economics and ethics (Lorenzo-Molo and Siloran Udani, 2013: 
131ff.), or in turn, between the “business case” for CSR and CSR as “moral duty”.  
This divergence is not easy to bridge because it is still not clearly assessed what the limit, 
purpose, and legitimacy of CSR in the second position are. Those more concerned about 
economics (vs. ethics) think of it as difficulty since they cannot measure what cannot be 
defined (McWilliams et al., 2006: 13; Mahmoudi et al., 2013: 6f.). The problem is also 
profound because the attempt to treat “moral duty” as a set of rules (e.g., in a business 
model) is likely to fail since morale is guided by general principles that are detached from 
consequences or utility (Lorenzo-Molo and Siloran Udani, 2013: 132). This especially in-
fluences the legitimacy of companies.  
The results confirmed strongly the six key features and show that the Swiss model is con-
sistent with conventional models in that it fits with characteristics of mainstream models. 
However, it found a specific niche and works best with social, long-termed relations and 
networks, informal and flat structures, in convergence of mission and culture, with quality 
and products, mostly produced in small scales, and in oligopolistic markets.  
In contrast, conventional business models suit to conventionally formalised, hierarchical 
organisations, to liberal markets and mass production aiming at short-term profits. Thus, 
L’EPOQuE may turn out to be a new template especially fitting to such specific settings.  
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However, what became evident from the Delphi process is the need for some slight modi-
fication on the level of nomenclature of sub-components so as to further heighten 
L’EPOQuE’s validity and generalisability as canvas for informal and, more importantly, 
CSR-oriented companies. Notably, this raises the need to develop a version 2.0 of 
L’EPOQuE. For the process of elaboration of L’EPOQuE (version 1) see again Figure 11; 
how L’EPOQuE is developed to L’EPOQuE 2.0 is noted in Figure 15. 
5.3.3 L’EPOQuE 2.0: where informal CSR culture meets business 
Following the suggestions of the experts from this research part a number of adjustments 
especially with regard to L’EPOQuE’s specific CSR-orientation were performed. This “re-
calibration” only refers to sub-features. 
L) “liberalistic” was replaced by “value-driven” as this resembles exactly the way small 
business owner-managers do business. The former is regarded as too much oriented to-
wards the company-state relation and the specificity of the political Switzerland and its 
liberalistic market economy. Thus, it was overemphasised in the first version that should 
be generalisable to business from various cultural and non-standard contexts. “Value-
driven” seemed to be more culturally neutral. This includes also the topic of trust, so that 
the over-spanning feature between leadership and employees was reduced to “long-term” 
as common attribute. 
E) “Democracy” was replaced by “trust-based” as overarching feature, since democracy is 
on the one hand closely interlinked with trust but it does on the other hand specifically suit 
to the political background of Switzerland and less to countries with different politi-
cal/economic set-ups. Trust-based again heightens the validity to be a template for other 
informal milieus. Notably, the effects of establishing trust as an integrated part of business 
is further discussed in Section 9.3.  
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P) With “customisation” as overarching feature in the product factor (instead of “entry 
barriers”) this research pays respect to the importance of customers in other business mod-
els. However, this replacement is not seen as a contradiction since customisation leads in 
its perfection to high entry barriers. In the end it is again just a matter of nomenclature.  
Accordingly, “specialised” was changed into “innovative” since the latter is an adjective 
especially fitting to Swiss SMEs but also to other non-formal surroundings (i.e. start-up 
companies), consequently this adjustment is again only on the “word- or shell-level” to 
improve its transformability and generalisability rather than changing the core or meaning 
of L’EPOQuE. 
O) “Multi-functionality” as overarching factor within “organisation” should point to the 
ability of Swiss SMEs to change from pure hardware producers to suppliers of services, 
solutions, and systems of quality and lifestyle products.  
This resembles the business models targeting information technology, e-business, and 
software engineering (cp. with Timmers, 1998: 4; Bonaccorsi et al, 2006: 1091; Teece, 
2010: 181, or Linder and Cantrell, 2002: 12). Accordingly, the “flat and lean” approach 
was replaced by “informal and flat” in order to mirror the respective business model and to 
heighten the reference to nomenclature of other CSR oriented and unconventional settings. 
Qu) Efficiency rests untouched since this fits within informal as well as conventional mi-
lieus and their attempts to mirror key activities and resources, key revenue streams, value 
proposition, etc.  
Arguably, “Swissness” might be regionally biased and lowers the generalisability of the 
model, however, it is a factor deeply woven into the small business model as key success 
factor so that it could have only been replaced by e.g., “national boundaries”, “cultural 
marketing” or “nationally born quality”, all of which are not able to express the whole 
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bunch of values that are represented by “Swissness”. Thus it was decided to stick to this 
expression since it can be easily tailored to other contexts, for instance by exchanging it by 
“German Quality”, “Made in Italy”, etc.  
E) In order to have the model less “altruistic” as the overarching “to give something back” 
might implicate, in version 2.0, the latter was replaced by “organisational development”. 
Overall, education bears the apprenticeship system and contributes to CSR and to social 
good; however, its overarching and significant result is organisational development and 
enhancement. From these adjustments L’EPOQuE 2.0 (see Figure 16) emerges: 
 
Figure 16: L’EPOQuE 2.0 
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To conclude, these adjustments and the resulting L’EPOQuE 2.0 fill what Windsor (2006: 
99ff.) required when he looked at defects of purely utilitarian and ethical systems: “a satis-
factory theoretical synthesis (of extrinsic and intrinsic CSR) must place profitable business 
in a moral framework acceptable for utilitarianism-based economics and broader notions of 
duties, rights, and just consequences”.  
Accordingly, it is a portrait of the “raison d’être” of successfully competing Swiss busi-
nesses that do this based on morale and ethics. It offers therefore a guide towards a socially 
and sustainably responsible, CSR-driven company that is based on the “creating shared 
value principle” (Michelini and Florentino, 2011) and thus a different business model that 
nevertheless fits with requirements of mainstream business models.  
The difficulties conventional models have in corresponding to informal set-ups and in em-
bedding CSR justify L’EPOQuE 2.0 as a valuable new model fitting to highly efficient and 
long-term oriented businesses that are based on CSR and ethics.  
At the same time, it is consistent with conventional interpretations of business models so 
that in turn it is capable not only to extend the mainstream but rather to be a new template 
for informal, value- and innovation-driven businesses, e.g., for the context of start-up or 
highly regulated companies, owner-led firms, and if CSR practice is to gain further mo-
mentum.  
5.4 Discussion and conclusions from model validation 
This section confirmed the Swiss SME model’s six key features and their consistency with 
conventional business models. It then identified determinants of CSR practices emerging 
from an intrinsic, implicit point of view.  
Therefore, this section helped to understand the fundamental surrounding environments of 
CSR that is driven by a “raison d’être” coming from a comprehensively responsible corpo-
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rate culture far beyond the correlation with financial performance. It further explored the 
essential rationale of this model while it enabled a few adjustments. This minor “recalibra-
tion” highlighted more details regarding “Leadership”, “Employees”, “Product”, “Organi-
sation”, and “Education”.  
Thus, the validity check of the first version by these research steps, as shown in Figure 15, 
resulting in L’EPOQuE 2.0 (i.e., Figure 16), brought about more validity to the Swiss 
model as a CSR-driven approach that has the competence and capability to be a new tem-
plate working best in specific niches and with social, long-termed relations and networks, 
non-standard structures and abolished hierarchies, in convergence of mission, culture, 
quality and economic rationale, and in oligopolistic markets.  
To conclude, L’EPOQuE 2.0 is a feasible and verified new business model template – in 
accordance to CSR and informal set-ups. At the same time, this shows how international 
the “Swiss” model is, L’EPOQuE 2.0 fits to the SME context as it is informal and value-
driven so that in the end there is much more SME in L’EPOQuE than Switzerland. 
What is missing at this stage of research is a detailed analysis and validation of motives 
and their inherent role as drivers for Swiss CSR. In order to close this gap and add another 
piece to this comprehensive overview over the role and dynamics of CSR in Switzerland 
the next section’s aim is to identify different motives – extrinsic (financial) and/or intrinsic 
(ethical, altruistic) – as well as manifestations – environmental, labour, and/or social as-
pects – of CSR in Swiss small companies compared to drivers in MNEs (with a Swiss sub-
sidiary or head office).  
At the same time this answers research question 5: “How are Swiss companies motivated 
for CSR and how does CSR manifest in SMEs compared to MNEs?” 
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6 Intrinsic SME model and extrinsic approaches: a comparison 
As earlier discussed (e.g., in Section 2.1), within the CSR debate there are two major lines 
of thought: 1) CSR is either a commercial instrument and extrinsically motivated or 2) 
based on intrinsic (or idealistic) reasons, which makes it a moral activity.  
The next section adds other/more specifics to the theory of this dichotomy of intrinsic and 
extrinsic CSR as previous sections did. It especially introduces the framework of Graafland 
and Mazereeuw-Van der Duijn Schouten (2012: 379), which enables not only to look at 
motives but also at different manifestations of CSR alongside different kinds of companies. 
This is in line with the hermeneutical integration of additional theory whenever useful and 
heuristic.  
6.1 Doing well or doing good? Intrinsic and extrinsic CSR 
As said, the “business case” for CSR is driven by the assumed win-win relationship be-
tween CSR and financial success (Porter and Kramer, 2006: 82). It often focuses on an 
increase of legitimacy by improving image, market share, or profit and on using a certified 
management system. Extrinsic CSR does rarely support societal needs for its own sake it 
rather reflects pure corporate discretion (Schultz, 2013: 365f.; Arend, 2013: 18).  
Thus, in a system of extrinsic CSR, CSR is formalised and aimed at external recognition 
(Matten and Moon, 2008: 414; Baron et al., 2011: 4), has a strategic purpose and goal, and 
a commercial pursuit.  
Accordingly, CSR should improve a company’s efficiency, service orientation, as well as 
reputation in the consumer market (Weber, 2008: 251) and differentiate companies from 
competitors with the aim to increase profit or market share (Vogel, 2005: 22f.). In other 
words, if customers ask for the respect of human rights, less packaging, fair remuneration 
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of employees, suppliers, etc. then a company has to fill these demands to survive in compe-
tition (Baron et al., 2011: 12; Arend, 2013: 4).  
Though the CSR agenda is not to impose conditions external to the company and/or to 
meet or exceed externally-set expectation especially MNEs are well aware of business op-
portunities brought to them by such consumer movements (Arjaliès and Mundy, 2013: 
297ff.). Overall, there are ample reasons to believe that “ethics pays” (Graafland and van 
de Ven, 2006: 115) or that companies can “do well” by “doing good”.  
One of the first modern corporations that applied the “business case” for CSR was the 
Body Shop, founded by Anita Roddick in 1976. The company espoused a value rich phi-
losophy committing itself to making life better, which should prove that capitalism and 
ethical practices could go together (Skapinker, 2008).  
However, notwithstanding the huge number of studies showing such a positive relationship 
this win-win outcome is not beyond any doubt. Some researchers found either mixed re-
sults (Wagner et al., 2001: 101) or even a negative relation (Jones and Wicks, 1999: 209; 
McWilliams and Siegel, 2000: 604). This is especially true for the environmental dimen-
sion (Filbeck and Gorman, 2004: 145; Telle, 2006: 217).  
Others (Boiral, 2007: 131; Cañón-de-Francia and Garcés-Ayerbe, 2009: 249) found that 
having an environmental management system (including certifications and reports) has 
only a positive impact on market values of polluting companies that are widely known as 
“irresponsible”. Arguably, if CSR is a market-driven exercise, seen from a perspective of 
economic rationality, CSR expenditures can be optimised if companies spend least for a 
given level of CSR profile or maximise their CSR profile for a given investment. This in-
vites greenwashing as a possible side-effect (Looser and Wehrmeyer, 2015e).  
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However, improving the bottom-line by the “business case” is not the only possible reason 
for CSR. Many companies and their leaders, indeed, have a business culture making CSR a 
moral duty to them driven primarily by an intrinsic motive (Graafland and Mazereeuw-Van 
der Duijn Schouten, 2012: 379).  
Here, CSR has the power to evolve “social goods” (Osuji, 2011: 45). Mintzberg (1983: 8f.) 
sees this strain as the purest form of CSR as it is ethical and supports CSR “for its own 
sake” because that is “the noble way for corporations to behave”. Thus, intrinsic or the 
moral view of CSR manifests in the form of ethical values, virtues (such as temperance, 
prudence, or courage), and in corporate culture, but it is rarely mentioned as technical term 
(see also Sections 3.4.2 and 4.4.3). 
Some argue that the moral motive is more important within CSR than the economic view 
(Etzioni, 1988: 34; Hansla et al., 2008: 8) because intrinsic motivation induces a stronger 
involvement in CSR (Graafland and van de Ven, 2006: 116) and increases perceived sin-
cerity (Weiner and Peter, 1973: 299; Kilbourne et al., 2005: 629). Others outlined that the 
moral view is more significant in inducing a positive relationship with employees (Chou, 
2014: 442ff.) and customers (Graafland and van de Ven, 2006: 114; Kilbourne and Pickett, 
2008: 890). This highlights how important the underlying motivation is for the effective-
ness of CSR frameworks. 
Graafland and Mazereeuw-Van der Duijn Schouten (2012: 379) researched different levels 
of CSR performance and how strongly they correlate with the extrinsic (financial) or with 
the intrinsic (ethical, altruistic) view of CSR (see Table 13). They distinguish two types of 
intrinsic motives: the ethical orientation that sees CSR as moral duty and CSR as expres-
sion of altruism (i.e., altruistic orientation) (Graafland and Mazereeuw-Van der Duijn 
Schouten, 2012: 378). The different “levels of performance” – i.e., environmental quality, 
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labour conditions, and social activities – were based on many others’ findings, e.g., Webb 
and Mohr (1999: 231), Brønn and Vidaver-Cohen (2009: 93), or Graafland and van de Ven 
(2006: 119). Notably, these definitions of manifestations of CSR (into environmental 
quality, labour conditions, and social activities) are adopted here.  
According to their research on 110 Dutch companies, actual CSR performance is much 
more correlated with the intrinsic/moral view on CSR than with the extrinsic/financial 
view (Graafland and Mazereeuw-Van der Duijn Schouten, 2012: 383).  
This is especially true for social and environmental aspects of CSR. Only within labour 
conditions, the financial motive plays a role, which can be traced back to direct economic 
benefits from good labour relations (Graafland and Mazereeuw-Van der Duijn Schouten, 
2012: 388). 
 Levels of CSR performance 
Motives Environmental quality Labour conditions Social activities 
Financial orientation * .18 .18 .08 
Ethical orientation ** .11 .07 .11 
Altruistic orientation ** .22 .14 .35 
* extrinsic motive ** intrinsic motives 
Table 13: Correlation of different aspects of CSR with motives for CSR (partially 
adapted from Graafland and Mazereeuw-Van der Duijn Schouten, 2012: 388) 
By contrast to motives such as earning money, improving reputation, or profit, “the moral 
activity” is the stronger motive for CSR because it represents the will to follow a certain 
moral norm as it is desirable for itself, Graafland and Mazereeuw-Van der Duijn Schouten 
(2012: 380f.) conclude. 
However, it is difficult to fully understand whether current trends of CSR are financially or 
ethically motivated. The difference between the two lines is both, banal and profound: ba-
nal because, given the way described above, the difference is whether scholars think social 
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responsibility is purely defined and governed by regulators, or whether there are non-
regulatory forces that shape CSR programmes.  
The distinction is also profound and difficult to bridge because it is still not clear what the 
limit, purpose, and legitimacy of CSR in the position of “moral activity” are, but the way 
(especially) legitimacy is justified, redefines and repositions the “raison d’être” of compa-
nies. Thus, this differentiation might also be part of the discussion on the effects CSR has 
on businesses. This discussion raises four questions: 1) are the two approaches really dif-
ferent? 2) If so, in which dimensions? 3) If they are different, how do they relate to each 
other? Are they co-dependent, mutually exclusive, incompatible, or just substantially dif-
ferent? 4) Which one is better and by what yardstick? These questions should be explored 
below. 
Notably, as research here is inherently qualitative, it is difficult to offer quantitative 
measures for such distinctions. Some studies support, for instance, that extrinsic CSR in 
Europe is mainly a topic for large companies and MNEs (Spence et al., 2004: 119; Steurer, 
2010: 67f.) and SMEs are intrinsically motivated by their tradition/family capitalism and 
rely on their longstanding informal networks rather than on formal, extrinsic policies (Mat-
ten and Moon, 2004: 22; Steurer et al., 2012: 217f.; Brammer et al., 2012: 430; Looser and 
Wehrmeyer, 2015a: 809f.). The local church, the “Stammtisch”, membership in Chambers 
of Industry and Commerce (Matten and Moon, 2008), and the traditions of the dual educa-
tion system (Looser and Wehrmeyer, 2015b: 554) are, among others, the driving forces 
within SMEs.  
In sum, what this study (e.g., in Section 3) showed and numerous researchers and practi-
tioners (e.g., Midttun et al., 2006: 380) agree on is that, due to different stakeholder de-
mands, the nature and manifestation of CSR vary by company size and by ownership struc-
ture (often aligned with size). Hence, it is crucial to conduct comparative studies on CSR 
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motives because the financially extrinsic and the morally intrinsic motive for CSR should 
each evolve a unique approach to CSR with different performances (Midttun et al., 2006: 
380).  
As outlined at the beginning, this study defined extrinsic CSR as “expectations of the mar-
ket or external stakeholders”, primarily designed to improve the economic performance of 
the company. Ethical and altruistic motivation are the two lines of intrinsic CSR and “core 
values held within the organisation, which cover what the organisation is about, what its 
social values are, what it stands for”. 
Although Switzerland is home to many MNEs that often follow extrinsic CSR it has, as 
shown so far, also a prosperous majority of SMEs, which were found to have a literally 
unconventional and intrinsically motivated approach to CSR. Consequently, Switzerland is 
the perfect playground to conduct research on divergent motives for CSR.  
So far extrinsic motives were mostly researched by quantitative methods (e.g., question-
naire) or secondary data analysis of company performance indicators. At the same time, 
qualitative research often looked at intrinsic motives. Further, the area of CSR obviously 
includes strong norms and believes on what is appropriate or accepted/wished in society 
(Dobers and Springett, 2010: 65f.). The specific research question posed in this section 
deserves a research methodology that is able to look at both, extrinsic and intrinsic, mo-
tives in order to uncover such meanings beyond the initial consideration (Salkind, 2010: 
165ff.).  
Individual interviews and/or surveys would not fit this context since they do not contest 
individual statements or challenge each other’s viewpoint. Furthermore, the chosen ap-
proach should merge the requirements to capture intrinsic as well as extrinsic motives and 
their inherent differences in communication strategies and content. Extrinsic companies 
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report formally about CSR and respective activities, while intrinsic organisations rather 
discuss their values (see Section 2.1).  
Though it is difficult to bridge these diverging interests the best possible option covering 
most of these requirements was found in the method of “focus group discussion”, which is 
outlined below.  
6.2 Methodology on motives and manifestation of CSR in Switzerland 
To identify motives for CSR in Switzerland, in a first step publicly available documents, 
reports, statements, etc. by academics were analysed. This laid groundwork for four focus 
group discussions: two together with seven owner-managers of SMEs and the second pair 
together with CEOs of MNEs with a headquarter or subsidiary in Switzerland (see Table 
14). The company code IDs are stated in the fourth (SMEs) and sixth columns (MNEs). All 
MNEs and some SMEs asked for anonymity (by an ID) thus, it was decided to anonymise 
the whole sample.  
Again, mostly quantitative parameters were chosen to differ small from multinational 
companies (compare with Section 1.2.1). Notably, also the small companies under research 
have multinational business relations, e.g., as second-tier supplier or customer. This is con-
sistent with the findings of the stakeholder (in Section 3.4.2) and business model (Section 
4.4.3) analyses.  
Guided by grounded theory the participants of the group discussions were selected follow-
ing maximum variation strategy in order to gather a wide range of CSR motives, practices, 
and agendas (Creswell, 2007: 321). This enables the identification of motives for CSR of 
companies from different sectors, with different sizes and ownership structures. 
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Again, the sample was randomly picked from the Swiss online telephone book (i.e., 
tel.search.ch, 2015). By looking up Zefix (2014), the commercial register, and the compa-
ny websites the size was verified.  
Attribute 
SMEs MNEs 
Count Code ID Count Code ID 
Gender 
Male 
Female 
5 
2 
1, 3, 4, 5, 7 
2, 6 
7 
- 
1-7 
- 
Number of years 
in business 
Less than 3 
3-5 
6-10 
More than 10 
- 
- 
- 
7 
- 
- 
- 
1-7 
6 
1 
- 
- 
1-2, 4-7 
3 
- 
- 
Position or title 
in company 
Owner and manager 
Employed manager 
7 
- 
1-7 
- 
- 
7 
- 
1-7 
Level of educa-
tion 
National level certificate 
Bachelor’s degree 
Master’s degree or higher 
6 
1 
- 
2-7 
1 
- 
1 
2 
4 
3 
4 
1, 2, 5-7 
Legal form of 
enterprise 
Limited company 
Incorporated company 
Cooperative 
1 
6 
- 
4 
1-3, 5-7 
- 
- 
6 
1 
- 
1-5, 7 
6 
Sector 
Finance 
Manufacturing 
Service 
Agriculture 
Construction 
Food 
- 
2 
1 
1 
2 
1 
- 
2, 5 
1 
3 
4, 6 
7 
1 
1 
2 
- 
1 
2 
3 
6 
1, 4 
- 
5 
2, 7 
Number of em-
ployees 
Less than 10 
10-50 
51-100 
101-200 
201-250 
251-300 
301-500 
501-1.000 
More than 1.000 
1 
1 
1 
3 
1 
- 
- 
- 
- 
2 
3 
5 
1, 4, 7 
6 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
7 
- 
- 
- 
- 
- 
- 
- 
- 
1-7 
Annual  
turnover in EUR 
Mio. 
Less than 10 
10-20 
21-50 
51-100 
101-500 
501-1.000 
More than 1.000 
Missing system 
1 
3 
1 
- 
- 
- 
- 
2 
2 
1, 3, 5, 
6 
- 
- 
- 
- 
4, 7 
- 
- 
- 
- 
- 
1 
6 
- 
- 
- 
- 
- 
- 
5 
2-4, 6-7 
- 
Table 14: Sample distribution and company ID of SMEs and MNEs 
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Several industries were selected because some authors (e.g., Graafland and Eijffinger, 
2004: 411; Campbell, 2007: 931; Blindheim, 2015: 71) have identified a systematic influ-
ence of sectors on CSR motives. 
As said, the aim of this empirical part is to identify possibly differing motives and to ac-
cess norms and understandings of CSR from two groups. Therefore, the method of focus 
group discussion was chosen. It is specifically useful for the analysis of inherent concepts, 
heterogeneity, and multiple motives for CSR.  
6.2.1 Focus group discussion on CSR motives and manifestations 
In general, the method of focus group discussion is especially useful in the context of dif-
ferent institutional logics and foundations (Lounsbury, 2008: 349f.). It is heuristic since it 
examines how ideas develop and operate on a given cultural background (Kitzinger, 1994). 
The gained data is interpersonal, negotiated, challenged, and to some extent validated 
(Kitzinger, 1994) since this method “investigates what participants think, but it excels at 
uncovering why participants think they do” (Morgan, 1988: 78).  
This study particularly seeks to learn the group’s motivation mechanism, norms, and un-
derstandings inherent in the concept of CSR. Although the analysis is based on individual 
statements the unit of analysis remains the group, so as to get a shared understanding of the 
participants’ views (Morgan, 1996: 81ff.). This approach allowed a qualitative exploration 
and intensive, personal discussions of motives for CSR in Switzerland. The two groups of 
small and multinational companies were considered to be broadly sufficient to reach theo-
retical saturation in this comparison. The groups were kept separate and each group was in 
(a face-to-face manner) interviewed twice: firstly, basic motives were discovered; the sec-
ond round was dedicated to verify and further discuss the conclusions from the first meet-
ing. 
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Arguably, the cross-sectorial approach limits the degree to which motives can clearly be 
attributed to actual CSR performance or company size. Further, all variables are measured 
by a common method (i.e., focus group discussion) while only one person represented the 
firm, in other words, a single-expert technique was applied. However, a falsification of 
data traced back to the common method or single-expert bias is not reported from this con-
text. 
The group discussion questions underwent a pre-test (see Appendix 12). The meetings, 
with an average duration of one hour, took place in April and May 2015. They were rec-
orded digitally, subsequently transcribed (for transcripts see storage media in Appendix 19) 
and qualitatively and visually analysed. 
6.2.2 Qualitative content analysis of focus group discussions 
This part of the study is again based on qualitative content analysis by sensitising concepts. 
Some authors (Gephard, 2004: 456ff.) strongly recommend the use of software for the 
qualitative analysis of text since this allows a systematic, category based examination of 
individual statements. The decision here fell again in favour of MAXQDA because this 
software also allows visual analysis of texts in order to mirror the history of the discussion 
physically (see Figures 17 and 18).  
Notably, in the “document portrait function” of MAXQDA, dark blue dots show state-
ments clearly attributed to altruistic motives and bright blue dots represent ethical, so that 
blue dots in total show intrinsically motivated statements. Red dots stand for a finan-
cial/extrinsic impetus, whereas brighter dots illustrate less weighted statements. Purple dots 
represent a mixture of motives within one argument. The density (i.e., number of dots) 
points to more statements: the longer the dotted line is the more statements were made dur-
ing the discussions (Verbi, 2012). 
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The four transcripts (see Appendix 19) were grouped for small companies and MNEs so as 
to analyse them per group. The first step of the analysis was again dedicated to open (in-
vivo) coding. The second round of coding was more systematically looking out for the 
theoretical constructs of intrinsic and extrinsic motives for CSR as defined above. By do-
ing so, each code represents “a particular system of beliefs, values, and images of the ide-
al” (Philipsen, 1987: 249). The final code tree is outlined in Appendix 13. 
Comparably to the description of qualitative content analysis in Section 3.3.1, the codes 
given were quantitatively analysed and weighted (default mean = 50, maximum = 100, 
minimum = 0) while every individual category is supported and verified by comments, or 
code memos respectively (see Appendix 14). Deciding statements leading to distinct at-
tributions to either intrinsic or extrinsic CSR are outlined in Appendix 15 (SMEs) and in 
Appendix 16 (MNEs).  
By contrast to previous research questions, the coding here was done by two independent 
coders. This allowed the calculation of the inter-rater reliability, also known as concord-
ance. In general, inter-rater reliability calculates a score of how much consensus, or homo-
geneity, is in the ratings given by coders (Rössler, 2005: 67f.).  
It is useful in refining for example the code tree by determining if a specific code is suita-
ble for measuring a particular variable (Flick, 2007: 43ff.). For this purpose and in this 
study, the Holsti formula was applied (Rössler, 2005: 67ff.). By this calculation reliability 
can range from a value of 1 if the coding schemes are identical to 0 if they totally differ.  
The calculated reliability herein was 0.94, which proves the reliability of the coding pro-
cess and heightens the objectivity of the study. 
  
162 
6.3 Findings: intrinsic vs. extrinsic CSR drivers 
As a synthesis of the four group discussions the companies are analysed by their CSR mo-
tives: extrinsic CSR is aligned with the financial motive designed to improve the economic 
performance of the company, whereas intrinsic CSR covers ethical and altruistic motives 
and defines what the organisation “stands for”. The following results are published as 
Looser and Wehrmeyer (2015e).  
6.3.1 Intrinsic vs. extrinsic CSR in MNEs and Swiss SMEs 
Table 15 summarises the results from the coding process and shows the number of codes 
given for each motive. The second column represents the percentage in relation to the total 
number of codes given by the coding process. The majority of statements in the discussion 
formed the orientation of the companies, in other words, whether they agreed upon finan-
cial or ethical/altruistic orientations as drivers for their CSR. 
 SMEs MNEs 
Motives Frequency of code in 
% 
Frequency of code in 
% 
Financial orientation* 16 14.5 166 66.7 
Ethical orientation** 37 33.7 36 14.4 
Altruistic orientation** 57 51.8 47 18.9 
Total of intrinsic motives 94 85.5 83 33.3 
* extrinsic motive ** intrinsic motives 
Table 15: Importance of motives for CSR in SMEs and MNEs 
As said, the transcripts from the focus group discussions were analysed by the “document 
portrait” function of MAXQDA in order to support this finding visually (Verbi, 2012).  
This visual analysis by motives of SME and MNE discussions points at some significant 
distinctions: by contrast to the commonly held opinion that MNEs have mostly financial 
interests in CSR the managers here see the importance of ethical and altruistic motives.  
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As said, red dots point at financially extrinsic motives while dark blue dots show altruistic 
motives; bright blue dots represent ethical motives, so that blue dots in total show intrinsi-
cally motivated statements. Purple ones show a mixture of intrinsic and extrinsic motives 
within one statement. Brighter dots indicate statements less weighted. Lastly, the longer 
the dotted line is the more statements there were. 
The statements of MNE CEOs indicate mixed motives and, thus, diverse approach to selec-
tion of activities in pursuit of CSR (as shown in Figure 17). This clearly shows their con-
viction that “ethics pays” and that they are “doing well” by “doing good”.  
                
Figure 17: Document portrait of MNEs (using MAXQDA) 
Furthermore, the statements within the MNEs’ discussions are far longer, which points to 
well-trained or frequently used argumentation lines. This is aligned with MNEs’ CEOs 
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strong familiarity with explicit arguments with regard to CSR topics. Their managers are 
well aware on how to use CSR language strategically and commercially.  
For them, CSR is a mean to promote their companies and, thus, it is purely extrinsically 
motivated, thought their arguments seem to resemble intrinsic motives. This can be sup-
ported by some exemplary quotes (translated by the authors – company ID is stated in 
brackets): 
[…] For us CSR is a part of our strategy. And when we make an investment we take it 
into account. And we call it our “licence to operate” that is translated into business 
objectives […] (MNE 2) 
[…] We do it (=CSR, note of the authors) for business reasons […] (MNE 7) 
[…] If you want to be sustainable you need a good financial performance […] (MNE 5) 
[…] We have the opportunity to grow with more sustainability […] (MNE 3) 
[…] We report on the Dow Jones and Sustainability Index but only for competitive rea-
sons […] (MNE 1) 
[…] We do voluntary activities, for instance, cooking for a foundation for poor people. 
This is a nice thing to mention in the annual and CSR reports […] (MNE 6) 
Furthermore, MNEs see laws and regulation as business opportunity, thus, as extrinsic mo-
tive:  
[…] In general, we support regulations because they point into the right direction. It is 
an advantage because we are committed to make the regulation happen […] (MNE 5) 
[…] Reporting is no longer a “nice to have”, but a “need to have” […] (MNE 1) 
In comparison, SMEs are less likely to have the appropriate narrative and are more reluc-
tant to use common CSR terms and topics. Apart from that, they seem to be stricter in their 
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argumentation and in their attribution to mostly intrinsic motives (compare with Figure 
18). 
                
Figure 18: Document portrait of SMEs (using MAXQDA) 
All SME owner-managers felt that their values are profound, essential, and “the soul” of 
their company culture. Significant statements that support this finding are: 
[…] I see CSR as my personal contribution to the social good of society! (SME 1) 
[…] The question is whether you have grown and shared values that evolve from cul-
ture and core logic of your company. If CSR is only to reach some benchmarks, then it 
is useless […] (SME 2) 
[…] CSR is not an incredible “invention” it is just a smart combination of soft factors 
[…] (SME 7) 
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[…] We are searching for sense and not for profit […] (SME 3) 
[…] If CSR helps us to survive that’s fair enough, however, apart from that, the finan-
cial aspect is not of interest to us. […] (SME 6) 
Evidently, all Swiss firms aim to conduct their business sensitively and in harmony and 
accordance to their external as well as internal environment. The small firms did so in a 
way that it is intrinsically motivated based on virtues and their own philosophy on how to 
lead their business ethically. Their practices, mission, and policies mirror this philosophy.  
Arguably, some of them throw a critical eye on formalisation that occurs together with 
regulation: 
[…] Regulations have unwanted side effects if they are not stable or predictable. […] 
(SME 1) 
[…] I think that we all are able to report. But what matters is if you really do it […]  
(SME 5) 
[…] A report does not prove the embeddedness of CSR in corporate culture or values. 
We all can issue nice reports but what matters is the substance. […] (SME 2) 
Evidently, Swiss small firms operate based on reciprocity (as defined in Section 4.4.2): 
they are involved in the well-being of their community so in turn their development de-
pends on and returns to their territorial context. Further, to have a good reputation is cru-
cial to them, however, they have realised that the reputation mechanism is only effective in 
business stimulation if the social and environmental value creation of the company is cred-
ible, sustainable, transparent, and, most importantly, received as honest.  
This study identified that, in general, younger leaders contribute more to the CSR discus-
sion. This contrasts findings by Valentine and Fleischmann (2006: 161) or Graafland and 
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Mazereeuw-Van der Duijn Schouten (2012: 381) who identified older executives as more 
active within this topic. They argue that CSR has something to do with “learning by doing” 
or with the wish to be remembered as good leader when their career ends (Graafland and 
Mazereeuw-Van der Duijn Schouten, 2012: 381).  
An explanation for the difference to the findings here might be in the awareness of and 
familiarity with explicit CSR topics younger owner-managers and executives have due to 
their more recent education. Furthermore, religion and spirituality as driver for the altruis-
tic/ethical motive to engage in CSR were only found in small companies. These conclu-
sions are in line with the findings from the stakeholder (in Section 3.4.2) and business 
model analyses (in specific in Section 4.4.1). 
In summary, CSR implementation in Swiss small business corporate cultures is related 
more to moral commitment than to profit-maximisation. For them, potential financial in-
centives are not important. This contrasts the extrinsically and financially motivated ap-
proach of the MNEs under research.  
6.3.2 Different manifestations of CSR in MNEs and Swiss SMEs 
Within small companies, the owner-manager is typically driver and implementer of values 
due to the congruence of ownership and control while MNEs usually separate ownership 
and control, elsewhere and in Switzerland. This leads to diverse levels of identification and 
divergent manifestations of CSR in business activities.  
Herein, MNEs prioritise short-termed profits and extrinsic motives over the construction of 
long-term, intrinsically motivated values. As they stated, CSR instruments (reports, com-
mittees, standards, certificates, etc.) are in most cases established with the only intention to 
create financial returns. This is aligned with distinct manifestation patterns (or performance 
levels) of CSR (see Table 16). 
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Accordingly, MNEs stressed their specific and exclusive interest in environmental aspects 
of CSR: 
[…] For me, when talking about CSR, we think primarily about environmental issues 
[…] (MNE 2) 
[…] We have the ambition that green solutions should make one third of our business 
one day […] (MNE 5) 
[…] In particular, we promote the reduction of CO2 emission from our building […] 
(MNE 7) 
In small companies social aspects and aspects related to labour relations are more prevalent 
as the participants worked out (statements translated by the authors): 
[…] CSR means caring for health and safety of my employees, on a daily base […] 
(SME 2)  
[…] My employees are my success factor; they come to us to work and want to return 
safely. That’s my aim and goal […] (SME 4) 
[…] Ultimately, our performance depends on people. And that's why CSR is a good 
thing to do […] (SME 3) 
 SMEs MNEs 
Manifestations Frequency of code  in % Frequency of code  in % 
Environmental aspects 30 28 163 65.2 
Labour aspects 39 35 52 20.8 
Social aspects 41 37 35 14 
Table 16: Different levels of CSR performance in SMEs and MNEs 
This contrasts others’ findings of large companies mostly involved in labour issues (Ma-
zereeuw-Van der Duijn Schouten, 2012: 382ff.). The explanation might be that in Switzer-
land strikes are quite rare compared to other countries, and industrial relations are deter-
mined by dialogue and mutual respect (this is congruent with findings from Section 3.4.4), 
169 
whereas in small companies close relations to employees induces more relevance of this 
topic. Overall, small companies have the tendency towards espousing social issues and 
intrinsic motives, while MNEs show interest in environmental issues driven by a financial 
motive. In general, considering the number of statements (i.e., Appendix 15 and 16), com-
panies in the second sector (manufacturing) are more involved in environmental issues 
than in social aspects of CSR, whereas managers of MNEs found this especially important 
in order to implement their achievements into annual reports.  
Labour aspects are substantial within the construction sector and relative behaviour outper-
forms other sectors. This is especially relevant since it is in contrast to findings from other 
authors (Graafland and Mazereeuw-Van der Duijn Schouten, 2012: 381). They found poor 
labour conditions within the construction sector and explained it with too much regulation 
resulting in reluctance to more voluntary compliance (Graafland and Mazereeuw-Van der 
Duijn Schouten, 2012: 379). Arguably, Swiss companies from that sector prefer self-
regulation as well; however, their motivation is not limited to regulatory compliance.  
They stated that self-regulation by norms and rules can also reduce the likelihood of more 
governmental regulation and place the company a better position if new regulations should 
emerge. This fits other researchers’ findings (e.g., Vogel, 2005: 31; Zeyen et al., 2014).  
6.4 Discussion and conclusions from motivation analysis 
Obviously, Swiss SMEs conduct their business sensitively and in harmony and accordance 
to their external as well as internal environment. It is intrinsically motivated, based on vir-
tues and their own philosophy on how to lead their business. Their practices, mission, and 
policies mirror this philosophy.  
All participants felt that their values are essential and embedded in their company’s cul-
ture. Reciprocity as “giving with expectation of future reward” (Caliendo et al., 2012) is an 
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important element of this culture, so that Swiss SMEs care much about their territorial set-
tings with regard to recruiting form the local environment, the well-being of their commu-
nities, and social and political set-up. The importance of civil community here is some-
thing found in many other countries especially in companies belonging to the Economy of 
the Communion (EoC) (Bruni and Uelmen, 2006: 651) – see also later in Section 9.7. For 
them, potentially financial incentives are less important. This contrasts the extrinsically 
and financially motivated approach of the MNEs under research.  
In the situation of small companies, religiosity and spirituality play important roles as driv-
er of their company and engagement in CSR – as already identified in Section 4.4.1. Fur-
ther, there is strong evidence that SME owner-managers have stronger religious beliefs 
than managers of larger companies. This result is in line with the observations of Madlin 
(1986: 1), Jamali et al. (2009: 366), Day and Hudson (2010: 368), Blackburn et al. (2013: 
19), Jamali and Sdiani (2013: 311), and finally Balog et al. (2014: 167). Longenecker et al. 
(2006: 175) found in their study that ethical attitudes based on values coming from religion 
in small firms where kept the same over three decades while in large corporation nothing 
similar where observed. Comparably to the key features of L’EPOQuE, they identified six 
personal (The Entrepreneurial Act, Cognitive Moral Development, Locus of Control, Need 
for Achievement, Machiavellianism, Social/Reputational Costs) and three situational fac-
tors (Environmental forces, Institutional Factors, Agency Effects) impacting ethical stand-
ards (Longenecker et al., 2006: 170). These parallels should be scrutinized in further re-
search as suggested in Section 9.7. 
Intrinsic CSR appears to be driven by ethical principles. This behaviour relates to the so-
cial responsibility of the individual so that a direct link can be made to virtues, such as 
practical wisdom (e.g., as craftsman), friendship and loyalty (in cases of hardship), courage 
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(i.e., fortitude), and temperance. This intersection and, especially, virtue ethics as the foun-
dation of culturally embedded CSR were also shown by other researchers (e.g., Gowri, 
2007: 396; Melé, 2009: 34; Ruisi et al., 2009; Ruisi, 2010). 
This contrasts the institution of ethics committees, sustainability controllers, and CSR of-
ficers as the most common way to demonstrate consent around this topic in MNEs while 
following in fact the logic of their budget (Del Baldo, 2010a). Other authors (e.g., Klein-
richert, 2008: 579; Skapinker, 2008) argue that the reasons for CSR are not important be-
cause if the ultimate result is an increase in social benefits it might not matter why compa-
nies undertake CSR activities or whether it is a true sense of morale or just to please their 
consumers, customers, or governments.  
The mixture of motives found here show that intrinsic and extrinsic CSR are not substan-
tially different nor is one to be preferred over the other. They coexist – even within one 
company – as shown in Figures 17 and 18. How they manifest in informal and formal 
agendas, in different levels of performance (see Table 16), in diverging communication 
strategies (see Sections 2.1 and 7.2), and in specific CSR language and codification (cp. 
Table 19) is where differences are difficult to bridge.  
This is especially true when the introduction of extrinsic instruments is forced in a system 
of intrinsic CSR. However, the results show that companies can be economically and with 
regard to their CSR performance successful absolutely independent on whether they have a 
predominantly extrinsic or intrinsic approach. Section 9.6 will explore this field in more 
detail.  
Above all, the findings identify SMEs as being potential transition cases of “ethics in the 
firm” and “ethics of the firm”. This raises the need of this dichotomy to be revised which is 
a matter of ongoing discussion (e.g., by Osuji, 2011: 35ff.; Steurer et al., 2012: 211f.; 
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Brammer et al., 2012: 429f.; Blindheim, 2015: 79). Others see SMEs as “spirited business-
es” (Del Baldo, 2010a) and as “CSR champions” (Jenkins, 2006: 249ff.) that are “falling 
somewhere in between” (Fitjar, 2011: 38f.). This is strongly supported by this section’s 
findings, where the personal influence of small companies’ owner-managers on ethical 
values is maximised while the link between the latter and company success is highly visi-
ble. This corresponds well to the findings of Baumann-Pauly et al. (2013: 701).  
Further, it is according to Institutional Theory, which emphasises the importance of man-
agers’ discretion to act independently and in congruence with their personal rules (Blind-
heim, 2015: 71), and/or virtue ethics as a source of such personal views (Gowri, 2007: 396; 
Melé, 2009: 34). As outlined at different stages (e.g., in Sections 3.4.1 and 4.1) such intrin-
sic and implicit patterns seem to be overarching not only in Swiss SMEs but also in a 
worldwide context of small firms.  
Likewise, similar idiosyncrasies in SMEs are reported from many other countries, for in-
stance from Germany (Lüth and Welzel, 2015: 150f.), Chile and Catalonia (Tamajón and 
Fond I Aulet, 2013: 41ff.), Austria (Ortiz Avram and Kühne, 2008: 465ff.), India (Arora 
and Puranik, 2004: 98), etc. – see next section and especially Table 20. Thus, it should be 
assessed whether or not there is a CSR approach distinct for SMEs that supersedes national 
patterns beyond explicit and formal CSR systems. 
Whether this is really the case is the topic of the last research question (i.e., question 6) 
posed here: “How do CSR approaches in SMEs on a global scale relate to Swiss SMEs? To 
what extent do the identified CSR agendas allow categorisation according to explic-
it/implicit CSR?” 
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7 Small business CSR: a comparative overview 
Many cross-national studies so far mainly looked at MNEs or focus on differences in gov-
ernmental policies fostering CSR but seldom on the convergence of CSR in SMEs and 
their economic and cultural set-up. This research seeks to close this gap by enabling an 
understanding of how parameters, such as supra-national SME values and tradition rather 
than market economy or institutional frameworks, influence small business CSR. 
7.1 Institutional effects on CSR 
Matten and Moon (2008) especially looked at differences bound by cultural contexts that 
particularly manifest in the implicit or explicit character of CSR practices. According to 
them, such differences can be explained by “national business systems” determined by 
“historically grown institutional frameworks” (Whitley, 1997: 181).  
Whitley (1999: 39) identified four key components of such frameworks: the political sys-
tem, the financial system, the education and labour system, and the cultural system. How 
these sub-systems are weighted and combined to a national framework evolves from “soci-
etal effects” (Maurice et al., 1980: 65; Sorge, 1991: 170; Whitley, 1997:181; Whitley, 
1999: 39) and from “varieties of capitalism” (Hall and Soskice, 2001: 24). The latter dis-
tinguish “liberal market economies” and “coordinated market economies” (Hall and 
Soskice, 2001: 54).  
The broad lens on market economies enables the understanding of institutional similarities 
and differences among industrialised economies since national and political economies can 
be compared (cp. Table 17) by reference to the way in which firms adapt to, or to be pre-
cise, develop relationships with several attributes (Hall and Soskice, 2001: 77). 
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Attribute  Liberal market economy Coordinated market economy 
Mechanism 
Competitive market ar-
rangements 
Non-market relations 
Equilibrium 
Demand/supply, hierar-
chical 
Strategic interactions 
Inter-firm relations Competitive Collaborative 
Mode of production Direct product competition Niche products 
Legal system Complete and formal Incomplete and informal 
Institutions’ function 
Competitiveness, free 
movement of inputs 
Monitoring, sanctioning of de-
fectors 
Employment 
Full-time, general skill, 
short-term, fluid 
Shorter hours, specific skills, 
long-term, immobile 
Wage bargain Firm level Industry level 
Training and education Formal education Apprenticeship system 
Unionisation rate Low High 
Income distribution Unequal (high Gini index) Equal (low Gini index) 
Innovation Radical Incremental 
Comparative advantage High-tech and services Manufacturing 
Policies 
Deregulation, anti-trust, 
tax-break 
Encouraging information sharing 
and collaboration of firms 
Table 17: Varieties of Capitalism (adapted from Hall and Soskice, 2001: 77ff.) 
Whereas the United States (US), United Kingdom (UK), Canada, Australia, New Zealand, 
Ireland are liberal market economies, Germany, Japan, Sweden, Austria are more coordi-
nated based on partnership of representative social and economic actors under the leader-
ship of governments (Hall and Soskice, 2001: 76). As a consequence, the two types have 
different distributions of capital, differing capacities for innovation, and tend to employ 
differently (Matten and Moon, 2004: 24).  
Liberal market economies coordinate their activities by markets and hierarchies and com-
petition on the basis of low costs and major product and technological innovations (Camp-
bell and Pedersen, 2005: 12). Coordinated market economies operate with non-market 
mechanisms, e.g., informal networks or corporatist bargaining (Campbell and Pedersen, 
2005: 14). Their competition is driven by state-of-the-art quality products and innovations 
in production processes searching for efficiency (Hall and Soskice, 2001). These two mod-
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els are opponent poles of a spectrum, hence, nations are located alongside this continuum 
and even within these two types there are significant variations.  
The theory of “varieties of capitalism” predicts that socioeconomic performance is in gen-
eral better if countries distinctly fit to one or the other type (Campbell and Pedersen, 2005: 
26). Countries, like the Mediterranean ring or small countries, that fall somewhere between 
these poles are seen as “hybrids” and should, therefore, not perform very well (Hall and 
Soskice, 2001: 89). This conclusion was challenged and revised especially for the case of 
small countries, like Denmark (Campbell and Pedersen, 2005: 12) or Switzerland (Looser 
and Wehrmeyer, 2015c: 1958f.), which represent a paradox for much of the capitalism 
literature.  
While Mediterranean countries have strongly embedded domestic markets, small countries 
tend to be economically more open than large ones (Campbell and Pedersen, 2005: 7). 
Thus, relative to the size of their economies, some small countries are highly engaged in 
international trade and commerce (Campbell and Pedersen, 2005: 11). Whereas large coun-
tries can set the rules of economy to best fit their needs, small ones must be capable to 
quickly and flexibly adjust in their reaction and response to global challenges, e.g., shorter 
product life-cycles, rapidly changing production and information technologies, volatile 
financial markets, and increased international competition (Campbell and Pedersen, 2005: 
7).  
Other explanations may be found in the structure of their economies, which is primarily 
determined by highly competitive small businesses, on the one hand often constrained by 
oligopolistic markets, but well-coordinated in their niche, and at the same time competing 
on a global scale with liberal market rules. This resembles to some extent the power strug-
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gle between business models tailored to standard settings or to informal contexts (as out-
lined in detail in Section 5.3.2).  
This argument is supported by many studies on developing countries demonstrating that 
neither a liberal nor a coordinated market form (notably state planning) is a guarantee for 
sustainable development and modernisation in particular industries (Campbell and Peder-
sen, 2005:17). Often something in between, a hybrid, is useful where public and private 
sectors interact strategically, neither neglecting market signals but identifying negative 
externalities and developing appropriate response strategies (Campbell and Pedersen, 
2005: 5).  
In general, European countries are often bound to local supply chains. Other studies found 
that strong and centralised states (as for instance France) heavily influence economic sec-
tors often dictating also CSR issues, e.g., working hours and minimum wages by regulation 
and laws (Schlierer et al., 2012: 43). A country’s state policies, for instance to promote 
CSR, may play an additional role, as could be shown for European countries in general 
being aware of CSR due to the debate in the 2001 European Green paper supported by the 
OECD guidelines and UN Global Compact (Schlierer et al., 2012: 41). For more details 
with regard to these guidelines and the groundwork they provide see Sections 2.2 and 2.2.1 
respectively. In general, free-market oriented societies rather incentivise responsible busi-
ness practices and show less direct interventionism than their coordinated counterparts. 
It can be concluded that organisations are not only determined by legal systems, more im-
portantly, they are shaped by informal rules or common knowledge acquired by partici-
pants due to their country’s history and culture (Matten and Moon, 2004: 33). According to 
institutional theories, nations with a particular type of organisation then also develop com-
plementary institutions in other spheres (e.g., countries with liberal stock markets have less 
labour protection and vice versa).  
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The activities or existence of trade unions and industry associations are deciding and the 
level of corporate taxes is a crucial factor as well, e.g., as it fosters or hinders fraud and 
corruption. Differences in market economies lead to different reactions on disruptive 
events whereas companies become socially balancing actors by continuously adapting to 
such changing circumstances (Matten and Moon, 2008: 410).  
Notably, there are other theories on market economies (Freeman and Hasnaoui, 2011: 
425): some of them distinguish five types (i.e., market-based, Mediterranean, social-
democratic, continental European, and Asian) (Midttun et al, 2006: 371). Others concen-
trate only on Europe (i.e., Anglo-Saxon, Continental, Nordic, and Mediterranean) (Camp-
bell and Pedersen, 2005: 12). Although this thesis adopts the system of “varieties of capi-
talism” distinguishing welfare systems, degree of state interventions, and market regula-
tions, and most importantly the degree of inter-firm relations, it also pays respect to other 
theories as they are represented herein by studies from their relative cluster countries. 
7.1.1 Isomorphic pressure: coercive, mimetic, and normative effects 
In order to fully analyse CSR similarities/disparities in SMEs the concept of the “organisa-
tional field” and its mechanisms, like for instance “rationalised institutional myths” (Meyer 
and Rowan, 1977: 23ff.), should be considered as well. The former is a term based on the 
perspective of neo-institutionalism where the introduction and dissemination of manage-
ment systems by organisations that interact in an organisational field are seen as an institu-
tionalisation of the unfolding systems (Meyer and Rowan, 1991: 34).  
The underlying theory of isomorphism assumes that organisations are similar in their struc-
ture as they introduce the same management concepts (Müller and Sigmund, 2000: 76). 
There are three mechanisms of institutional isomorphic change: coercive, mimetic, and 
normative (DiMaggio and Powell, 1983: 150). Possible sources are listed in Table 18. 
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Coercive Isomorphism Mimetic Isomorphism Normative Isomorphism 
Results from: 
 Dependencies 
 Formal and informal 
pressure 
 Monitoring and sanc-
tioning of wrongdoers 
Results from: 
 Environmental uncer-
tainty  
 Ambiguous goals 
 Unintentionally diffused 
models through em-
ployee transfer or turn-
over 
Results from: 
 Professionalization 
through formal educa-
tion 
 Professional networks 
across which new mod-
els diffuse  
Table 18: Different forms of isomorphism (adapted from DiMaggio and Powell, 1983: 
150) 
Due to isomorphism (DiMaggio and Powell, 1983: 144) and mimetic processes (Meyer 
and Rowan, 1977: 34) companies should become similar to their direct environment. By 
doing so, these organisations aim to maintain or increase legitimacy in their organisational 
field while in fact they are increasing their isomorphism. In other words, they are getting 
more similar in order to raise legitimacy (DiMaggio and Powell, 1983: 149). Furthermore, 
the introduction of new, seemingly “innovative”, management concepts (e.g., formal, ex-
plicit CSR instruments) in existing industries can lead to both challenges and opportunities 
for organisations (Meyer and Rowan, 1991: 33).  
Such effects where shown in the stakeholder analysis for the cases of MNEs (Section 
3.4.1) and certifiers/consultants (Section 3.4.6) as well as in the analysis of motives for 
CSR in MNEs (in Section 6.3.1).  
To summarise, the theory of institutional frameworks points to a dichotomy of liberal and 
coordinated market economies. Accordingly, the former should evolve an explicit version 
of CSR, whereas the latter is supposed to develop a more implicit agenda. Combining this 
system with the concepts of organisational field and isomorphism predicts homogenous 
CSR approaches within a market economy, or to be precise within one country.  
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Whether this applies for all organisations and companies is part of the analysis here. The 
next section, however, sheds light on defining factors (i.e., language and codification) and 
key drivers (i.e., motives and intent) of the predicted dichotomous system of implicit and 
explicit CSR seemingly determined by market economies.  
7.2 Implicit and explicit CSR: a dichotomous framework 
Explicit CSR is determined by individualism, discretionary agency, incentivising respon-
sive actors, liberalism, network governance, policies providing discretions, and isolated 
actors (Matten and Moon, 2008: 411). In general, such components are rooted in liberal 
market economies, where deregulation, privatisation, and highly competitive markets 
based on low cost/mass production create the need for explicitly formalise and communi-
cate CSR (cp. Table 17).  
A similar stress field was outlined with regard to the key interests behind conventional 
business models (in Section 5.1.1) and the difficulties they have in meeting informal con-
texts (as outlined in Section 5.3.2). Accordingly, this develops explicit approaches, which 
assume and articulate responsibility for some interests of society in response to stakeholder 
pressure (e.g., by consumer, civil societies) (Matten and Moon, 2004: 17). This normally 
consists of voluntary programmes and strategies by corporations, which combine social 
with business value.  
Evidently, there are some similarities to CSR as “business case” since both approaches are 
driven by the assumed positive relationship between corporate social activities and finan-
cial performance and its aim to make profit primarily (Porter and Kramer, 2006: 81). Ex-
plicit CSR often involves partnerships with governmental and non-governmental organisa-
tions (e.g., the Marine Stewardship Council, or the ISO 14000/26000 series – for respec-
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tive details see Section 2.2.2 and 2.2.1 respectively) so as to increase legitimacy by im-
proving image, market share and, primarily, profit. 
Explicit CSR rests on corporate discretion rather than reflecting governmental authority, 
broader formal or informal institutions, or societal needs (Matten and Moon, 2008: 413). 
Thus, in a system of explicit CSR, CSR is formalised (codification), aimed at external 
recognition (language), and has a strategic purpose (intent) and goal, and a commercial 
pursuit (motives).  
Implicit CSR, on the contrary, is determined by values, norms, and rules (i.e., codification) 
as result of formal and informal institutions filling wider interests and concerns of society – 
i.e., motives and intent (Matten and Moon, 2007: 33).  
Such institutions can be traced back to non-market relation and collaborative networks 
fostered by policies and systems in coordinated market economies (cp. Table 17). Often 
autochthonous institutions (i.e., firm ties with the political base, universal trust in state and 
authorities, or traditionally in the Catholic Church) account for such market systems.  
Thus, implicit CSR is seldom explicitly described as CSR (language), rather it evolves in 
the form of codified norms, rules, and transforms into unwritten laws (Matten and Moon, 
2008).  
Set in the context of normative vs. strategic CSR, by having an implicit approach to CSR it 
is normative and seen as “moral activity” similar to intrinsic CSR (see again Sections 6.1, 
and particularly, Section 6.3.1). In other words, here implications for the social responsibil-
ities of business are implicit, whereas the societal norms, networks, organisations and rules 
could be to some extent explicit (Matten and Moon, 2004: 12). Table 19 summarises the 
abovementioned. 
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Dimensions Implicit CSR Explicit CSR 
Intent Company has a role within wider 
formal and informal institutions for 
society’s interests and concerns  
Corporate activities to assume re-
sponsibility for the interest of soci-
ety 
Codification Driven by values, norms, and rules, 
which results in embedded, internal 
and codified rules and CSR seen as 
a “moral activity” 
Consists of corporate policies, pro-
grammes, strategies and formalised 
instruments (certificates, standards, 
code of conducts), results in CSR 
as “business case” 
Motives Motivated by societal consensus 
and expectations on company con-
tributions to society  
Motivated by incentives and oppor-
tunities perceived from stakeholder 
expectations 
Language Do not communicate their policies, 
activities using CSR language 
Advertising of CSR by an exten-
sive use of CSR language 
Table 19: Attributes of implicit and explicit CSR (adapted from Matten and Moon, 
2004: 23) 
The primary differentiation criteria into implicit or explicit CSR is language: explicit com-
panies issue CSR reports and use CSR in communicating their CSR activities, actions, and 
efforts to their stakeholders while those practicing implicit CSR would be less demonstra-
tive (Matten and Moon, 2004: 25) because they normally find it difficult to formulate “the 
way we do our business”.  
A further difference lies in “intent”: although implicit CSR can result in similar practices 
as an explicit agenda, the former is not conceived as a voluntary and deliberate corporate 
decision but rather as a reaction to or reflection of society’s demands, while explicit CSR is 
the result of a strategic decision of companies (Matten and Moon, 2008: 412). Explicit 
CSR describes the organisation and is “exposed” whereas implicit CSR defines it and is 
“enacted”. Again, there are certain parallels to the differences of extrinsic and intrinsic 
CSR (see Sections 2.1 and 6.1).  
With increasing privatisation and liberalisation comes an increase in demand for more ex-
plicit CSR as the economic power is shifted to actors with global orientation and the need 
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to legitimate their business by explicit CSR and away from traditional, autochthonous in-
stitutions. Section 2.2 described such movements from conformance to performance (and 
vice versa) while Table 3 outlined a number of instruments for explicit CSR. This research 
concerns whether this concept also applies for SMEs with a habitual local orientation on 
their customers, deeply embedded in their direct communities. 
Comparable to the dichotomy of market economies the differentiation into implicit and 
explicit is rather a matter of emphasis and not a genuine dichotomous distinction between 
the two approaches (Matten and Moon, 2004: 23). Matten and Moon (2007: 33) recognise 
that companies from the US, which primarily evolve explicit CSR based on their liberal 
market economy, also show implicit elements, i.e., workers’ rights. Similarly, European 
companies are not implicit in regard to absolutely every business operations, as certain 
research assumes (e.g., Campbell and Pedersen; 2005: 22ff.), because there is clear evi-
dence of a rise in the number of issued sustainability/CSR reports (e.g., Berger et al., 2012: 
54).  
Another aspect to take into account is that research on CSR is mainly done within, together 
with, and in relation to large companies and MNEs and the corresponding supply chain 
effects. Therefore and without further analysis, it cannot be concluded that the same effects 
play for small businesses. Some studies support, for instance, that explicit CSR in Europe 
is mainly a topic for large companies (Spence et al., 2003: 21) and SMEs rely on their 
longstanding informal networks rather than on explicit and formal policies (Matten and 
Moon, 2004: 23).  
However, the theory predicts that due to different societal and cultural effects, diverse cul-
tures of capitalism, different education, labour, and financial systems CSR should vary 
over countries in its explicity/implicity. Hence, it is crucial to conduct cross-national com-
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parative studies on CSR, because every country has also a distinct political structure, is 
determined by its unique history, has own interests and institutions, which in their sum 
should evolve a unique approach to CSR (Midttun et al., 2006: 372). This seems to be val-
id for the context of larger companies however, other results point to smaller companies 
having mostly implicit CSR independent from their market economies or culture they are 
embedded in.  
As said, this deserves further scrutiny. The next section outlines the respective methodolo-
gy applied here to conduct such a comparison of what can be concluded from Swiss SMEs 
and what is reported from 15 other countries by corresponding studies. 
7.3 Methodology of comparative analysis 
To get insight into the implicity/explicity of Swiss SMEs’ CSR, the interviews from Sec-
tion 4 (sample description in Tables 8 and 9) were reused to serve as raw data here (the 
transcripts can be found on the storage media in Appendix 19). 
By contrast to the analysis in Section 4 (by Legewie’s global analysis (1994) and Mayr-
ing’s (1996; 2003) qualitative content analysis) the interviews in this part were coded using 
MAXQDA. According to Atteslander (2010: 274) it is justifiable and especially useful in a 
research approach based on grounded theory to reuse data by applying a different method 
of analysis.  
As before, a process of “in-vivo” coding made the start: the resulting code tree was first 
wide, and then condensed to constructs that were sorted, combined if useful and heuristic, 
or broken down when required so as to set up categories of similar constructs.  
This enabled the identification of specific answers in regard to the research questions. 
Again, for statements found to be important but not classifiable, a category “others” was 
created. The codes given in the interviews were quantitatively analysed for implicit or ex-
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plicit CSR. The final code tree can be found in Appendix 17. Overall, the majority of codes 
for implicit or explicit CSR (following the definitions in Table 19) enabled a fine gradation 
of Swiss small business CSR activities and a distinct attribution to one category.  
To derive an understanding of the SME-CSR relationship from other cultures a secondary 
data analysis was conducted. Therefore, 30 research reports, statements, etc. by academics 
(see Table 20) were analysed and coded using the same procedure and code tree as afore-
mentioned for Swiss companies in order to generate hypothesis on how similar/different 
the SME-CSR relation is in the context of the specific, national origin it is based in. The 
decision on whether implicit or explicit CSR is deployed is based on majority of coded 
statements in the examined studies, which supports either one model or the other.  
The examined studies were picked from Elsevier’s research database Scopus (2015) while 
their quality was controlled by the journal rank (Thomson Reuters, 2011) and their citation 
index (Thomson Reuters, 2011). Other selection criterions were: sample size (either quan-
titative survey data or a minimum of nine interviews with the exception of two case studies 
in Cameroon and Austria, which are seen as complements to other studies), owner-
ship/management (only studies that target at SME owner-managers were selected, so as to 
compare them to the Swiss context where the all SMEs under research are represented by 
their owner-managers), organisational structure (only studies on businesses that employ 
staff from at least three functional areas were chosen, again to limit variety in comparison 
to the situation in Switzerland), and nationality (the studies have to report about registered 
companies in the respective sample country). As said in Section 7.1, there exist other sys-
tems to distinguish different market economies (Midttun et al., 2006: 371; Freeman and 
Hasnaoui, 2011: 426), etc.  
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In spite of the adoption of the system of “varieties of capitalism” here, the selection of 
studies for this secondary data analysis was also influenced by its aspiration to include 
clusters targeted by these theories. For market-based economies, e.g., studies from UK and 
US were selected, for the Mediterranean style there stand Spain, Italy, Catalonia, for the 
socio-democratic system a study from Finland was chosen, the continental-European back-
ground is covered by Austria, Germany, Switzerland and Asian capitalism is represented 
by China, Taiwan, and Singapore. Given the division of European styles into Anglo-Saxon 
(UK), Nordic (Finland), Mediterranean (Italy, Spain, Catalonia), and Continental (Austria, 
Germany, Switzerland) all clusters are covered as well.  
As the countries examined represent different types of market economies, language re-
gions, cultural contexts and religious setting, the data collected allowed a unique, transna-
tional analysis of small business CSR attributes – the results were published as Looser and 
Wehrmeyer (2015c).  
7.4 Findings: Cross-national comparative overview 
Because of the strong overlap between the societal cultures (e.g., democracy, liberalisms, 
subsidiarity, and federalism) and liberal market economy in Switzerland and the ethical 
values held by SMEs’ owner-managers, this study, indeed, points at idiosyncratically im-
plicit CSR in Swiss SMEs that is examined in the next paragraphs alongside the dimen-
sions of implicit vs. explicit CSR (cp. Table 19): intent, codification, motives, and lan-
guage. Notably, the Swiss economy is seen as a hybrid though it is liberal in its constitu-
tion; according to Kriesi (1980: 45ff.) this is mostly traced back to its small size. 
7.4.1 Swiss SMEs and their implicit approach 
With regard to intent it can be concluded that all Swiss companies under research have a 
role within wider formal and informal institutions for society’s interests and concerns. For 
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instance, they usually integrate disabled people into their staff and they bear the Swiss ap-
prenticeship system. Their highly sophisticated CSR agendas are a result of evolution and 
not the result of strategic decisions to “jump on the CSR bandwagon”. More importantly, 
no differences were found between German, French, and Italian (neglecting Romansh) 
speaking regions, although other studies reported of language as considerable impact on 
CSR practices (Schlierer et al., 2012: 49).  
Looking at dimension of codification, it was found that Swiss SMEs have no corporate 
CSR policies, programmes, strategies, or other formalised instrument (certificates, stand-
ards, code of conducts) with some exception in exposed sectors, e.g. chemical industry. On 
the contrary, it was stated that responsibility and altruism are indeed parts of their educa-
tion. In particular, they operate with reciprocal, trust-based deals without the need for any 
codification by contracts, standards, etc. 
Concerning Swiss SMEs’ motives it is clear from the interviews that they are driven by the 
pursuit for societal consensus and the expectations on their company’s contribution to so-
ciety. In other words, they have idealistic motives based on an individual “locus of respon-
sibility” (Hemingway and Maclagan, 2004: 39f.), under the influence of vision and inspira-
tion (Waddock et al., 2002: 139f.) with corporate self-restraints aimed at general welfare 
(Windsor, 2006: 99ff.). This leads to them seeing their business as “a parallel world”, total-
ly detached from the profit-maximising system shaped by MNEs and their managers 
trapped in their role as “actors of absent shareholders” (Spence, 1999: 165).  
Apart from that, they do not publicly demonstrate their CSR activities using CSR lan-
guage, which supports the argument of them having an implicit agenda. Explanations for 
this dedicatedly implicit CSR in Swiss SMEs might be that they are in most cases not listed 
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at the stock market, thus, there is no need for reports and external validation of their busi-
ness.  
As identified with regard to ownership as a crucial feature of L’EPOQuE 2.0 (see Figure 
16), ownership implies that these companies are in most cases totally self-financed and not 
dependent on external money. Thus, they are not urged to issue respective reports. Since 
their business and life are not separated and they mostly operate on the basis of regional 
networks and trust, they have the need for enacted values (instead of in external reports 
exposed CSR activities), another clear indication for implicit CSR. In summary, Swiss 
SMEs CSR is seen as value- and virtue ethics-driven, determined by norms and their as-
sumption on societal demands towards them. Hence, it is definitely attributed to implicit 
CSR. 
These findings are congruent with the patterns identified from other cultural contexts. As 
Höllerer (2013: 561) especially worked out, concentrated ownership, age of companies, 
less dependence on capital markets, and the embeddedness of owner-managers in their the 
social-economic/socio-political “centre of gravity” are verified reasons towards less explic-
it and more implicit CSR. These are all findings which were replicated throughout the 
whole thesis and confirmed by each single research step. 
Above all, this analysis highlighted another facet of the Swiss SME approach to CSR con-
firming the features of L’EPOQuE 2.0. This supports this model, L’EPOQuE 2.0, as a 
credible, new template coming from such informal and implicit contexts. How these fea-
tures transfer and mirror the SME CSR approach from various other countries is to be clar-
ified in the following. This justifies the subsequent research step, which gives an interna-
tional overview over the CSR-SME relationship. 
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7.4.2 15 countries under scrutiny: a comparative analysis 
In order to get an impression on how heterogeneous and nevertheless similar (especially in 
resulting effects on CSR) the SMEs’ approach in fact is and because there exist only few 
articles that analyse small business CSR practices from different countries this section 
cross-compares 30 studies on CSR in SMEs from 15 cultural contexts by their intent, codi-
fication, motives, and language.  
The 30 studies are summarised in chronological order as they were analysed by the coding 
process, i.e., Italy, Cameroon, Netherlands, UK, Australia, Finland, Germany, Hong Kong, 
China, Taiwan, Singapore, Austria, US, Span, Chile and Catalonia (notably a part of Spain 
that is seeking for autonomy). 
As said, decisions on whether the country’s approach is implicit or explicit is taken for 
every country examined (in the last column of Table 20) based on a majority of codes giv-
en by the coding process for implicit or explicit attributes of their CSR (cp. Table 19). A 
summary of each study and an excerpt of codes statements can be found in Appendix 18; 
the code tree is outlined in Appendix 17.  
The decision on whether an economy is seen as liberal, coordinated, or a hybrid is based on 
Section 7.1 and the attributes of market economies outlined in Table 17. This attribution 
was validated by cross-checking with ratings issued by Global Research (2015) and Hall 
and Soskice’s (2001: 54) definitions of the countries’ market economies. 
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Country 
/ Refer-
ence 
Meth-
odology 
Comparison by intent, codification, mo-
tives, and language 
Market 
econ-
omy 
Implicit 
/ explicit  
Italy 
Campo-
piano et 
al. 
(2012) 
 
 
 
 
 
 
 
 
 
 
 
 
Coppa 
and 
Srirames
h (2013) 
 
19 Italian 
SMEs: 
semi-
struc-
tured 
inter-
views 
 
 
 
 
 
 
 
 
 
105 Ital-
ian 
SMEs: 
survey 
The companies examined herein do not 
have a formal definition of CSR and the 
topic is not common among them.  
Further, the knowledge of formal instru-
ments to communicate CSR activities is 
scarce and the Bergamo SMEs do not ex-
plicitly report their activities using CSR 
language, although their activities are so-
phisticated enough to suffice many stand-
ards. Having a dedicated department for 
CSR is nearly inexistent and monitoring of 
CSR is mainly based on informal feedback 
from stakeholders (primarily employees) 
and the focus of CSR activities is on em-
ployees’ training, development and on an 
unwritten code of ethics.  
 
Many SMEs in Italy are family businesses 
and display a paternalistic approach by the 
owner-manager, who contributes largely to 
a familiar environment along Catholic tra-
dition.  
This combination of Catholic tradition, 
fascist/communist subcultures, and high 
level of masculinity form the foundation of 
the Italian SMEs CSR approach:  
Centralised decision-making driven by 
moral motivations revolving round the 
owner-managers’ personal values while the 
Catholic component with the Roman 
church spreading its social doctrine (also 
through the recent Pope Benedictus XVI’s 
encyclical Caritas in Veritas) playing a key 
role in shaping the future status of CSR.  
Overall this shows their wider formal and 
informal societal role, their implicit mo-
tives as well as language and codification. 
Hybrid 
market 
econo-
my 
Implicit 
CSR 
Came-
roon 
De-
muijnck 
and 
Ngnodjo
m (2013) 
 
 
 
 
18 Cam-
eroonian 
SMEs: 
semi-
struc-
tured 
inter-
Cameroonian SMEs consider themselves 
responsible for the well-being of their em-
ployees, and with qualification, for their 
community. They further reject all forms 
of nepotism and tribalism whereas they do 
not feel responsible for the effects of their 
activity on the natural environment. How-
ever, they take in first place their responsi-
bility for employees’ health and security 
Coor-
dinated 
market 
econo-
my 
Implicit 
CSR 
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Amashi 
et al. 
(2006) 
views 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1 Came-
roonian 
SME: 
case 
study 
on the work floor that is approached on a 
voluntary base.  
Interestingly, the different administrative 
status of employees does not seem to mat-
ter at all. For instance, in the case of an 
accident, the owner-manager bears the 
costs of the treatment independent from a 
regular or non-permanent contract. As this 
is an implicit part of their day-to-day busi-
ness, which is not demonstratively report-
ed, their intent, motives and language are 
definitely implicit and they are driven by 
codified rules.  
Though Cameroonian SMEs have to cope 
with corruption and extortion of civil serv-
ants the owner-managers do not feel re-
sponsible for the rampant corruption in 
Cameroon. Nevertheless, CSR addresses 
the peculiarity of socio-economic devel-
opment challenges like healthcare provi-
sion and poverty alleviation rather than fair 
trade or green marketing. This is in clear 
contrast to activities European or US 
SMEs concentrate on.  
 
Indigenous companies in developing coun-
tries give priority to philanthropy in form 
of providing health care, education to their 
employees and community rather to broad-
er ethical duties (environmental protection 
or combating of corruption) and they relate 
this philanthropy to their traditional socio-
cultural heritage of network solidarity 
based on kinship.  
This provides further evidence on implicit 
CSR in Cameroonian SMEs. 
Nether-
lands 
Graaf-
land and 
Van de 
Ven 
(2006) 
 
 
Bertens 
et al. 
(2011) 
 
 
 
111 
Dutch 
SMEs: 
survey 
 
 
 
1662 
Dutch 
SMEs: 
survey 
Dutch SMEs have a strong market-driven 
approach especially to sustainability, how-
ever in addition they express strong intrin-
sic ethical motives since CSR is seen as a 
moral duty towards society. They are im-
plicitly driven by codified rules and moti-
vated by reaching societal consensus and 
filling their contributions to society.  
 
In general, this includes on the one hand 
the development of eco-innovative prod-
ucts and services, on the other hand in con-
trast to Bergamo’s SMEs also the commu-
Coor-
dinated 
market 
econo-
my 
Implicit 
CSR 
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Uhlaner 
et al. 
(2012) 
Spence 
et al. 
(2000) 
 
 
 
 
 
689 
Dutch 
SMEs: 
survey 
20 Dutch 
SMEs: 
inter-
views 
nication about sustainability and CSR 
while not using CSR language in a demon-
strative way, rather they talk about their 
values.  
 
In addition, Dutch SMEs are extensively 
involved in their local communities and 
local trade associations with the goal to 
define and enforce environmental protec-
tion standards.  
This model of collective problem solving 
and policy development – known under the 
“polder” model – underpins the importance 
of civil society in the Dutch SME context 
and their wider formal and informal role 
for society’s interests and concerns. 
UK 
Spence 
et al. 
(2000) 
 
 
 
 
 
 
Worthin
gton and 
Patton 
(2005) 
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inter-
views 
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SMEs: 
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9 UK 
SMEs: 
semi-
struc-
tured 
inter-
views 
 
UK SMEs tend to view environmental or 
sustainability issues as a cost factor rather 
than an opportunity, e.g., for competitive 
advantages. This could be traced back to 
the fact that the governmental regulations 
remaining a dominant motivator for envi-
ronmental activities in the UK and, there-
fore, self-regulation is not likely to work 
well.  
 
British SMEs seem to have little incentive 
to improve their environmental perfor-
mance beyond the minimal legal standard 
and the explanations for this fact are vari-
ous: lower per capital UK governmental 
spending in the protection of the environ-
ment (compared to, for instance, the Neth-
erlands) and the impression SMEs gained 
from society that, in general, they are not 
of importance to the wide public.  
However, their relative complains demon-
strate their striving for filling a wider role 
in regard to society’s interests and con-
cerns.  
 
SMEs see some salience – mainly based on 
a diverse range of popular sources (i.e., 
internet, media) rather than on information 
targeted to their companies – in climate 
change, because climate change affect their 
personal lives and therefore they showed 
less confusion about this peculiar phenom-
enon than in earlier studies. The same 
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inter-
views 
managers see a clear contradiction in UK 
governmental policy and wasted resources 
(time, money, and public attention), which 
discourage them from taking pro-
environmental action, in other words, the 
only motivators are most commonly based 
on personal values and engagement of the 
mangers themselves.  
These values were generally non-religious 
(in contrast to e.g., Italian SMEs), however 
humanistic, or derived from science, par-
ticularly from the understanding of “the 
place of humanity in the course of evolu-
tion”, while several respondents stated that 
they had experienced a concern for the 
environment and society from an early age 
as a part of their upbringing.  
This points at codified rules and motives of 
consensus and making a contribution to 
society.  
Depending on the sector (e.g., chemical 
industry) legal and regulatory requirements 
are seen as external motivators as well, 
although personal values were still the key 
motivator wanting these SMEs to go be-
yond legal compliance, and as a conse-
quence, UK SMEs stated that CSR and 
sustainability issues should become more 
emotional and less formal.  
Overall, they are not used to CSR language 
or to demonstrate their CSR activities mak-
ing their CSR implicit in spite of the liberal 
UK market economy UK SMEs have an 
implicit CSR approach. 
 
These authors examined Asian SMEs in 
the UK and discovered interesting facts in 
terms of social capital, bonding and bridg-
ing respectively. However, the idea of so-
cial responsibility tends to be seen in very 
unspecific and broad ways within the 
Asian business.  
The types of organisational involvement 
range from: donation to the community 
and to charities, supporting the arts, lobby-
ing for particular cause, cause-related mar-
keting to ethical purchasing and invest-
ment.  
Sharing best practice on social, ethical, and 
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environmental responsibility, while 
benchmarking these activities against oth-
ers, investing in deprived areas, engaging 
people traditionally excluded from the la-
bour market (disabled or homeless people), 
and supplier diversity initiatives were other 
reported activities among Asian UK SMEs. 
Interestingly, CSR was likely to become 
more important once the organisation had 
achieved the financial bottom line: the lat-
ter is seen as “the springboard from which 
action in the wider community could be 
launched”.  
The intrinsic side of social responsibility is 
about employees, customers etc., on the 
extrinsic side the SMEs are trying to set up 
funds for themselves, so that the business 
should support the charity.  
Whether defined narrowly as action in the 
community or more broadly as responsibil-
ity towards a variety of internal and exter-
nal stakeholders, CSR is seen as a moral 
duty.  
Besides, Asian UK SMEs are involved in a 
variety of CSR related social and business 
relationships, e.g., formal roles in the 
Asian Business Federation or Chamber of 
Commerce, which is a clear sign for en-
gagement in such forms of CSR “to build 
both bonding and bridging social capital” – 
a fact that is not reported to the same ex-
tent from not Asian SMEs in the UK.  
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An Australian study reports a strong phil-
anthropic participation of SMEs in sup-
porting charities, fund raising, sponsorship, 
and employee benefits, while engagement 
in customer or supplier related CSR is 
nearly inexistent. Among the most popular 
explanations were: supporting business 
near stakeholders, giving back to the socie-
ty of which the company sees itself as a 
member, and operating the business ethi-
cally, moreover, creating a business reputa-
tion, helping community organisations and 
following social norms.  
The expenses on CSR related topics are 
mostly ad hoc, whereas resources are rec-
ognised as the major constraint and the 
participation depends to some extent on 
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171 Aus-
tralian 
SMEs: 
survey 
business performance, comparable to e.g., 
Asian UK SMEs.  
Australian SME owner-managers often 
take time out of their schedule to engage 
with institutions in the near community 
that had no direct stake in the business, 
because the connections with these institu-
tions are seen instrumentally for the pur-
pose of networking or information gather-
ing/sharing revealing those companies un-
derstanding of their wider formal and in-
formal role in society and thus their implic-
it motives and intent. 
 
The seemingly greater attention of lower 
salient stakeholders is an interesting fact, 
especially from a stakeholder point of 
view. Hence stakeholder salience is not the 
criterion for Australian SMEs’ social par-
ticipation.  
 
In general, profit-maximisation is not an 
imperative for SMEs in Australia; howev-
er, they prefer to be seen as a community 
member besides a personal satisfaction, a 
fact that could be confirmed by other stud-
ies which focus on the proactive approach 
Australian SMEs demonstrate above and 
beyond regulatory requirements. Overall, 
codified rules, motives of reaching societal 
consensus, discreet communication about 
values and intent reveal an implicit CSR 
agenda. 
Finland 
Lähdes-
mäki and 
Suutari 
(2012) 
 
25 Finish 
SMEs: 
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inter-
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Similar findings are reported from 25 Fin-
ish SMEs. They point to the strong embed-
dedness in localities and the heterogeneous 
networks of personal and company connec-
tions.  
For those SMEs responsibility is more than 
a reaction on normative pressure or taking 
care of their legal obligations, i.e. a moral 
duty for society’s interests and concerns so 
as to “give something back”.  
The core functions of business exceed the 
sole manufacturing of products or provid-
ing services by contributing something to 
the welfare of the local community as one 
of the stakeholders in a greater network of 
businesses.  
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Their responsible business is often based 
on the idea of “enlightened self-interest” 
(Johnson et al., 2008) driven by values, 
norms, and rules, implicitly motivated by 
reaching a societal consensus in terms of, 
that bearing responsibility for the local 
community is thought to be according to 
the best interests of the SMEs’ business.  
As a consequence, the key driver for com-
munity engagement is the awareness of 
positive outcomes, although these out-
comes rarely are of any direct financial 
benefit, on the contrary, the actual effects – 
such as positive reputation and reciprocal 
local collaborations – are rather difficult to 
measure.  
Thus, they do not communicate in CSR 
language. Besides, social embeddedness is 
based on reciprocity (see again Section 
4.4.2, or Caliendo et al., 2012: 398). This 
reciprocity is understood as a moral norm, 
indeed, the relationships between Finish 
SMEs and the community leads to a “circle 
of reciprocity” where the mutual, interac-
tional advantages are acknowledged by 
both parties.  
Hence, both sides seem to invest in the 
success of the other: local community ap-
preciate SMEs by asking them for their 
opinion and offering them the option to 
comment on local affairs, so that SMEs 
positively response by commitment to their 
village and their investment in the econom-
ic development.  
Hence, local involvement is not considered 
a threat to rational business operations, but 
optimal social proximity between Finish 
SMEs and local communities is mutually 
beneficial for both parties.  
Germa-
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et al. 
(2003) 
 
 
15 Ger-
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inter-
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A study conducted in 15 German SMEs 
showed that none of the owner-manager 
had a role in traditional civic leadership.  
The reason is that they have no time for so-
called “secondary activities”, because daily 
operations are a heavy burden solely born 
by owner-manager and a small number of 
relatives or underlings. Similar to Dutch 
and Asian UK SMEs a great number of 
German firms where engaged in sector or 
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small-firm specific organisations, e.g., in 
the German Chamber of Commerce.  
The reasons for those engagements are 
seen from an arms-length position and the 
time invested is a measure to establish the 
company. Intra-sector collaboration is of-
ten reported and identified as important 
source of social capital.  
The form of such connections is wide rang-
ing: exchange of information and recom-
mendations, subcontracting, or borrowing 
equipment.  
These often long-lasting, informally coop-
erative links have their origin in dropped 
out employees, who are again employed 
within the sector and everyone is supplying 
something to the other and vice versa.  
However, this collaboration is not reported 
to be on a bigger scale, it is more “a help-
ing each other out, so that everybody can 
take things a bit easier”.  
On the other hand, comparably to Swiss 
SMEs, cross-sectorial networking in the 
broader local business community is rare 
and only found under geographical prox-
imity, e.g., between neighbouring firms 
located in the same industrial estate or 
street.  
Such activities could include the organisa-
tion of a Christmas barbecue for neigh-
bours and customers, whereas also cases of 
“the dark side of social capital” (Putnam, 
2000) were reported, e.g., hijacked agendas 
from informal meetings to forward own 
agendas of complains against leaseholders.  
In general, German SME managers in-
voked notions of community and a feeling 
of wanting “to give something back”, of 
making friends, and to establish business 
ties in the long-run where contracts and 
networks are generated through work.  
Thus, German SMEs play a wider formal 
and informal societal role driven by codi-
fied values, rules, and not motivated to 
expose their CSR activities for commercial 
reasons to the public or using CSR specific 
language. Overall, it is concluded, that 
their CSR is implicit. Overall, there are 
some parallels to Swiss SMEs. 
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Opposite to those findings, a study con-
ducted with stakeholder groups in Hong 
Kong (Chamber and Business Association, 
NGOs, governmental authorities, academ-
ia, legislative council, finance sector, me-
dia) emphasised supply chain pressure as 
the most effective driver for environmental 
change there.  
A range of means to promote environmen-
tal change – such as fiscal policy, energy 
process, voluntary agreements, consumer 
preference, employee pressure, etc. – was 
presented to those stakeholders and the 
likely effectiveness against the likelihood 
of it being implemented was assessed by 
them.  
Overall, they saw means that influence 
company competitiveness as being more 
effective than voluntary agreements or 
employee pressure.  
Supply chain pressure is seen as most ef-
fective in terms of its likelihood to become 
more important in future – this is opposed 
the attitude of a number of SMEs’ owner-
managers (not only from Hong Kong but 
also e.g., in Switzerland) when they were 
asked in other studies about meaningful 
measures.  
Therefore, CSR should consist of corporate 
policies, programmes, strategies, and for-
malised instruments, motivated by incen-
tives and opportunities perceived from 
stakeholder expectations and advertised by 
an extensive use of CSR language.  
Nevertheless, the authors found that SMEs 
in general do not react on non-financial 
incentives due to the competitive climate 
in Hong Kong and financial means were 
judged as too bureaucratic and unlikely to 
be implemented in Hong Kong’s strong 
free market economy and narrow tax base. 
SMEs from Hong Kong seem to have an 
explicit CSR understanding. 
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Li (2012) 
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SMEs: 
survey 
 
76% of 1500 Chinese companies surveyed 
in a study conducted by the CSR Devel-
opment Center of Ministry of Commerce 
reported to have never heard of a Code of 
Conduct and 58% are not aware of stand-
ards like SA 8000 or ISO 26000 where-
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from the author concludes that Chinese 
companies (including SMEs) lack 
knowledge and attention to CSR.  
Above all, this shows the implicit intent 
and motives without any use of CSR spe-
cific language or explicit codes Chinese 
SMEs have.  
In addition, he reports that at present law-
making on CSR is divided into various 
laws and regulations such as product quali-
ty and consumer protection law, environ-
mental and social protection laws, and a 
general, systematic system is not imple-
mented yet.  
Nevertheless, especially the SME sector 
faces competition from multinational 
commodity supply chains, thus, CSR cam-
paigns has become an important factor of 
globalisation and a factor of international 
competitiveness.  
Some respondents, however, added that 
competitiveness only exists if accountabil-
ity exists – e.g., in terms of standards (as 
SA 8000) to differentiate and there through 
enhance core competitiveness, increase 
appeal as employer, gain customer loyalty, 
and improve supervision.  
Thus, the promotion of CSR should be 
increased to attract attention of the whole 
Chinese society, so that economy structure 
should be adjusted to promote an industry 
structure upgrade apart from quantity-
dominated growth aims, labour laws and 
production conditions, quickening law 
making, and exerting the function of media 
– in order to amplify the mechanism of 
CSR supervision and restriction. 
Taiwan 
Lin et al. 
(2009) 
 
1000 
Taiwan-
ese cas-
es: sec-
ondary 
data 
analysis 
The results from a study conducted among 
manufacturing SMEs in Taiwan point to 
the fact that the intensity of CSR invest-
ments has no significant positive impact on 
return on assets (ROA) as a short-term 
variable of corporate financial perfor-
mance.  
This implies that at least in the short run 
“the better a firm’s investment in CSR the 
better its financial performance” is not the 
case and Taiwan’s SMEs are primarily 
driven by a CSR seen as a “moral activity”.  
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Nevertheless, the reported key drivers for 
nurturing and maintaining societal welfare 
in Taiwan are: the decision to be environ-
mentally sustainable, a strong commitment 
to corporate social governance, and an 
open dialogue with stakeholders.  
To achieve these principles SMEs devote a 
certain percentage of their pre-tax profit to 
community involvement in the form of 
donation that can be used to support health, 
education and charitable work, and general 
welfare. In general, they do not communi-
cate these activities by using CSR lan-
guage, which shows again their implicit 
approach. 
Singa-
pore 
Lee et al. 
(2012) 
 
 
15 Sin-
gapore 
SMEs: 
in-depth 
inter-
views 
 
Research from Singapore reported similar 
results: 63.7% of all respondents are well 
aware of CSR, which include philanthropic 
and concerns of environment.  
In specific, owner-managers from Singa-
pore indicate that fostering truthful infor-
mation, as well as training and enhanced 
benefits for staff, providing quality prod-
ucts and employee empowerment, helping 
local communities, caring for the environ-
ment, ensuring safety standards and anti-
discrimination rules, and respecting indi-
vidual rights can be classified as “their” 
CSR showing their implicit motives and 
intent.  
Likewise, an ethical impetus, institutional 
responsibility, individual values (e.g., to be 
a Good Samaritan), relationships (such as 
the sense of family and belonging), and 
governmental influence were mentioned as 
reasons for the high CSR awareness in 
Singapore.  
However, their CSR is rarely externally 
reported and they are driven by codified 
rules of morale and virtues.  
The reported barriers for a successful im-
plementation of CSR activities are: busi-
ness goals (profit as core business driver), 
stakeholder apathy, lack of resources 
(mainly time, know-how and manpower, 
astonishingly not money), and situational 
reasons, like bad economy and recent 
scandals in the charity sector in Singapore. 
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factory revealed that the consideration of 
social goals in the Human Resources and 
Marketing & Sales departments is preva-
lent for CSR there: the company offers, as 
a family tradition, accommodations for its 
employees and a system of fringe benefits 
going beyond legal requirements (e.g., 
every employee is allowed to carry home 6 
kg of pasta/month).  
The company has also an in-house acade-
my offering free training and language 
classes, as non-German speaking immi-
grants are part of the staff in almost every 
Austrian SME and German courses are 
implemented to promote integration and 
development opportunities to workforce 
from abroad.  
The authors conclude that responsible 
business behaviour is not a matter of get-
ting SMEs away from their usual way of 
doing things, since SME owner-managers 
in Austria are well aware of the fact that 
they can only “do well in the long run by 
doing good” to society and environment. 
In other words, they serve society’s inter-
ests and concerns and are motivated by this 
societal contribution, whereas they resist 
from talking about their activities by CSR 
specifics or codes. 
 
For Austrian SMEs quality is the key driv-
er, therefore they welcome an Austrian 
quality seal. This seal must be tailored to 
their needs in order to avoid bureaucratic 
burden, because they prefer to have infor-
mal methods of control. Therefore, the 
Austrian CSR seal is an end-of-the-pipe 
solution without the intendancy to change 
enterprise processes.  
Although the seal was welcomed to com-
municate about the responsible business 
and quality based product in this case 
study, it must mirror the complex and in-
formal reality in SMEs. Interestingly, the 
CSR seal was tied to quality, thus, it is 
rather an issue of implicit values and a 
code for quality than a tool of explicit 
“strategic” CSR. 
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Höllerer 
(2013) 
259 An-
nual re-
ports: 
second-
ary data 
analysis 
Explicit CSR seems to rise in Austria, 
however only in large companies; whereas 
small companies still rely on their trust-
based networks (handshake contracts are 
reported).  
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700 arti-
cles on 
A number of US studies explored the mo-
tivations of SME owner-managers, or en-
trepreneurs as they are named in these 
studies respectively.  
The reported internal factors for ethical or 
responsible business practices are: com-
munity norms, peer pressure, higher moral 
or religious principles, anticipation of re-
wards, fear of punishment and upholding 
the law.  
In terms of external factors were reported: 
trade associations, doing business in small 
town, publicity, public disclosures and 
media coverage, contemporary social 
standards, churches, competition, regula-
tions, critics of businesses and high school 
groups etc.  
 
In addition, US entrepreneurs are some-
times stricter and sometimes laxer than 
others in their ethical judgments, depend-
ing upon the issues being considered. The 
issues where entrepreneurs appeared to be 
more ethical were around potential damage 
to the health and safety of people, faulty 
investment advices, favouritism, tax eva-
sion, collusion in bidding, insider trading 
and discrimination against women, ample 
factors stressing the implicit intent, their 
codified rules and motives US SMEs in 
fact have towards CSR.  
 
The respondents from this study stated that 
doing the thing called social responsibility 
was necessary for the role of profits as 
such acts lead to a good reputation, repeat 
business etc. However, US SMEs rather 
report about their business and values than 
primarily using CSR language or codes 
making their CSR a “moral activity”. 
 
The authors surveyed 217 US SMEs and 
observed that SMEs’ ethics were higher 
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than the ones of public offices or MNEs. 
SMEs rated the importance of equal em-
ployment opportunities, efficient use of 
resources higher than private individuals; 
hence, the major contribution of SMEs to 
society is the providing of jobs and innova-
tion accounting for their role as formal and 
informal societal institution. 
US SMEs seem to understand their social 
responsibilities quite well relative to the 
demands and perceptions of the general 
public. The problem inherent in this find-
ing it the danger that a misinformed public 
will not be sensitive to the possible impact 
of proposed governmental regulations and 
laws on SMEs. 
 
A good example is the minimum wage law 
which has the tendency to undermine the 
generation of new jobs and innovation 
within SMEs because it serves to reduce 
the attractiveness of marginal gains when 
SMEs employs low-skilled or inexperi-
enced workers.  
As a consequence, the authors conclude 
that the public needs to be better informed 
about SMEs’ economic role, social contri-
bution and specifics, e.g., jobs, innovation, 
flexibility, which overall, prove their wider 
informal and formal role in US society. 
Spain 
De la 
Cruz 
Déniz 
Déniz 
and 
Katiuska 
Cabrera 
Suárez 
(2005) 
 
112 
Spanish 
SMEs: 
survey 
 
Spanish SMEs are reported to be a hetero-
geneous group in terms of their orientation 
towards CSR. The authors found three 
clusters within Spanish SMEs: the first 
cluster is mainly characterised by consider-
ing social action not a source of competi-
tive advantage. 
These companies do not have the resources 
and capabilities to solve social problems, 
in other words, they have the objective of 
“profit-maximisation” and social issues are 
considered to generate net costs.  
The second cluster compromises compa-
nies that consider social responsibility a 
source of competitive advantage that al-
lows new regulations and laws to be 
avoided. These companies seem to have 
the resources and capabilities to resolve 
social problems, although they have still a 
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quite socio-economic approach and a re-
duced vision of social investment: social 
responsibility should at least bring some 
net profit to the company.  
Social implications are neither a source of 
competitive advantage nor a way of avoid-
ing legislation within the third cluster, 
which makes up the majority of Spanish 
companies. Hence, this group fits a philan-
thropic profile towards CSR, as these 
companies believe that they should foster a 
genuine relationship with society, commu-
nity, and stakeholders – even if it is con-
sidered a net cost. Interestingly, the first 
cluster is mostly in the first generation and 
on average 34 years old, whereas the third 
philanthropic cluster is ten years older and 
in the third generation. The latter sees so-
ciety’s interests and concerns as important, 
is motivated by its contribution to the 
community, and, as said, driven by philan-
thropic values, norms, and codified rules.  
Thus, it is concluded that, apart from some 
young companies, the majority of Spanish 
SMEs has an implicit approach (i.e. intent 
and motives) not using CSR specifics in 
their reporting etc.  
Chile & 
Catalo-
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A study from Chile and Catalonia reported 
that recycling, the encouragement of cus-
tomers to be environmentally friendly, 
selecting sustainable suppliers, and the use 
of renewable energy were the main claims 
of SMEs in those regions in terms of envi-
ronmental issues.  
Social measures mainly concentrate on 
support of local community development, 
heritage conservation, and respect for local 
cultures. Concrete measures are taken by 
the owner-managers regarding family-
work balance, having disabled-friendly 
facilities, the cooperation with social pro-
jects, however with lower interest in other 
measures, such as customer awareness or 
the hiring of disabled people.  
This shows their institutional understand-
ing of their role in regard to society’s in-
terests and concerns, their motivation to 
contribute “something” to society’s bene-
fit, and above all, their CSR seen as a 
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“moral activity”.  
The most popular economic measures are: 
hiring local people and paying them just 
salaries, often above average, promoting 
local products among customers, choosing 
suppliers that support local development, 
whereas, on the contrary, training pro-
grammes for staff and charitable giving are 
rare. “Not knowing what to do” contribut-
ed by 20% and concerns about increased 
management costs by 61%. Thus, they do 
also not report about their activities using 
extrinsic CSR language and codes.  
Lack of budget is the most reported hurdle 
for being more responsible or introduce 
more measures, this is followed by lack of 
time, similar to many other studies, mainly 
to the ones from Germany. 
Table 20: Comparative overview 
The comparative overview demonstrates that market economies do not influence SMEs to 
the same extent as they influence MNEs – as reported from many studies (e.g., Muller, 
2006: 193). Obviously for SMEs, isomorphism, i.e., mimetic and normative pressure, as 
outlined in Table 18, does not seem to work as theory predicts.  
These forces rather steer SMEs on a worldwide scale and within the trans-border SME 
cluster. Hence, the SMEs looked at in this research do not adapt national patterns. They 
rather follow their specific SME CSR agenda. In other words, there seems to be a global 
SME CSR culture, which is significantly implicit and implicitly significant.  
Only SMEs from Hong Kong show an explicit approach, and even this conclusion is 
somewhat debatable (although the study was chosen due to its quality) since it is based on 
statements from NGO representatives and not directly from SMEs. Notably, NGOs are in 
most cases asking for more explicit and formal CSR since, in their eyes, this should pro-
vide evidence of a responsible business.  
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Other studies conducted among SMEs and especially on this country’s second sector (pro-
duction and manufacture) point also to a more implicit approach.  
7.4.3 Universally implicit CSR in SMEs? An explanatory framework 
A very simple explanation for such a universal SME CSR model lies in the small markets 
and local value and supply chains, which SMEs are embedded in. Comparable to coordi-
nated market economies (see again Table 17) SMEs were found to be mainly driven by 
non-market relations, collaborative and strategic interactions with other SMEs, local cus-
tomers and their communities. They are encouraging information sharing and collaboration 
between them, while at the same time monitoring, and if necessary sanctioning violators. 
These kinds of informal pressure resemble the rules of coercive isomorphism. Such pro-
cesses are reported to evolve implicit CSR, whereas the mimetic and normative versions of 
isomorphism are found to act towards explicit CSR (Lauesen, 2014: 125). 
The former can be traced back to uncertain situations (DiMaggio and Powell, 1983: 150), 
which in most cases do not apply to well-established SMEs with long traditions and unin-
terrupted experiences at the top of the company. The latter refers to professionalization and 
formalisation (DiMaggio and Powell, 1983: 150), trends that are explicitly avoided in the 
context of small businesses’ CSR.  
SMEs are more constrained by scarce resources, depending on exchanges with their direct, 
local, political, economic, and social environment, and this embeddedness has a distinct 
impact on SME owner-managers’ perception regarding CSR compared to managers of 
MNEs. SMEs are more bound to local networks and their informal rules promoting implic-
it CSR as some sort of coercive isomorphism (DiMaggio and Powell, 1983: 150). See also 
the parallels revealed in the considerations with regard to “symbolic” as well as “social 
capital” in Section 3.5. 
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This is supported by the fact that many SMEs are in the second sector, producing special-
ised niche products on a small scale with high entry barriers. Especially SMEs from this 
sector must often independently educate their employees in specialised production pro-
cesses (e.g. in the apprentice system in Central Europe).  
By contrast, mimetic and normative forces engage MNEs in CSR due to legal frameworks 
or their desire for conformance with formal instruments and regulation and their legitimacy 
in the eye of their consumers (Lauesen, 2014: 127f.). The forces working within such sys-
tems of conformance were also outlined in Section 2.2. In all countries examined here, 
SMEs have a long-standing tradition to contribute to welfare, resulting in owner-managers 
who want to personally contribute to the social good. This might be another explanation 
for the similarities in small business CSR.  
It can be said that non-adoption (of e.g., common management instruments) and the rein-
forcement of the reliance on family structures, local networks, implicit values and respec-
tive routines are the likely responses within the SME sub-population of organisations 
(Höllerer, 2013: 557f.). One possible reason might be that CSR is perceived as threatening 
the traditional design of the business-society nexus and as undermining the widespread 
understanding of the broad societal responsibility of SMEs (Höllerer, 2013: 560f.). Global-
ly theorised organisational concepts and management practices, and thus explicit CSR, 
seem not to disseminate well into local, cultural contexts that are already organised by au-
tochthonous institutions and their inherent social solidarity (Höllerer, 2013: 560f.).  
Evidently, the CSR understanding from several different countries, including Switzerland, 
shows nearly identical patterns. Notably, certain features are not absolutely congruent (e.g., 
Swissness, as also discussed in Section 5.3.3) but very similar and over-spanning. These 
are: trust-based networks, which is supported by Swiss SMEs international trade habits, 
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concentrated ownership, tight relations to employees and the community, and CSR (in its 
original meaning as “moral activity”) as an implicitly followed path of doing business. 
Moreover, in most cases, SMEs do not link CSR with the bottom line.  
Most importantly, such features are in congruence with the “Swiss model” – this means 
with L’EPOQuE 2.0.  
7.4.4 Global shifts: a world of explicit CSR? 
Matten and Moon (2008: 412) suggested a shift to more explicit CSR in Europe due to 
increased exposure to global capital markets, the adoption of American business tech-
niques and educational models, and challenges to national governance capabilities (Matten 
and Moon, 2008: 412). 
Since SMEs are in most cases financially independent, led by a patron and often beyond 
the radar of governments, these factors have not much influence on SMEs and their CSR. 
The situation with regard to SMEs from Singapore and Taiwan is to some extent compara-
ble to Europe, characterised by public ownership, patriarchal and long-term employment, 
and coordination and control systems based on long-term partnerships rather than markets 
(Matten and Moon, 2008: 412; Dendler and Dewick, 2014: 12).  
From China, a rise in explicit CSR is reported (Christmann and Taylor, 2001: 441). Same 
was stated for some African countries (Visser et al., 2005: 98f.), which is primarily driven 
by isomorphic pressures from multinational commodity chains or in the case of Africa 
from financial institutions, especially by World Bank’s (2014: 6ff.) rules in the case of 
those countries asking for financial support. 
According to literature, the Japanese “Keiretsu”, the Korean “Chaebol”, or the partially 
state-owned Taiwanese conglomerates have a legacy of implicit CSR similar to European 
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companies, including life-long employment, benefits, social services and healthcare as 
elements of their wider business systems (Matten and Moon, 2008: 419). It is reported, that 
especially among Japanese large companies there seems to be a development towards more 
explicit CSR in the last decade (Fukukawa and Moon, 2004: 49).  
The herein identified SME CSR model especially fits to the global South, often character-
ised by weak institutions and poor governance, since there, responsibility issues are often 
delegated to the family, and to tribal and religious institutions (Matten and Moon, 2004: 
17). In these regions a SME-similar approach is applied even in larger companies, due to 
the absence of governmental regulation.  
Strong implicit CSR borne by colonial and indigenous business-society traditions was also 
shown in the case of India (Arora and Puranik, 2004: 98). In the 1960s, with the growth of 
non-family companies and following recent economic liberalisation and privatisation (with 
new societal expectations of business), the system has changed into more explicit patterns 
(Arora and Puranik, 2004: 99). Since this observation is related to a decline in family and 
small businesses and to a rise in multinational companies (Jammulamadaka, 2013: 390), 
the result of this study and the evidence of a global small business CSR model are surpris-
ingly strongly confirmed.  
Further, industrial standards (e.g., ISO 14001) are mainly introduced via supply chains of 
MNEs (Christmann and Taylor, 2002: 442). These companies face regulation in their home 
countries so as to fulfil European and North American environmental, health, safety and 
human rights standards in their global operations (Matten and Moon, 2008: 404).  
As most SMEs are not directly involved in such supply chains since their business is bound 
to local customers, such isomorphic processes do not influence to the same extent as in 
MNEs. This might be a further explanation for heightened implicit CSR in SMEs.  
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Overall, it is concluded that the small business approach is not the result of specific eco-
nomic or political/historical backgrounds. On the contrary, in the case of Switzerland, there 
is clear evidence, that the cultural peculiarities and tradition of its SMEs influence the 
country’s political constitution and history (e.g., liberalism). Given these findings, a gen-
eral shift to more explicit CSR is questionable in the context of SMEs as further discussed 
in the next section. 
7.5 Discussion and conclusions from comparative analysis 
Historically there seems to be more explicit CSR in the US than in Europe and a recent 
shift from implicit to more explicit CSR among European corporations is predicted (Mat-
ten and Moon, 2004: 24). This does not seem to be valid in the context of SMEs: neither 
was there explicit CSR in US SMEs under research nor is there a shift to more formalisa-
tion in e.g., Swiss SMEs or in SMEs from Germany/Austria.  
This sheds light on the very interesting situation, which occurs at the intersection between 
different implicit CSR systems (e.g., when it comes to international corporations of SMEs) 
and on the power struggle between explicit and implicit CSR (in the case of mergers and 
acquisitions or when a SME grows into a MNE). Above all, the comparative analysis con-
tributed to generalise the patterns – aggregated from the Swiss context to L’EPOQuE 2.0 – 
to a worldwide context of small business culture and evolving values manifesting in re-
spective, implicit CSR agendas. 
As said, there are many other concepts for distinguishing countries. Other definitions may 
have led to different results and the accuracy of the dichotomy of “liberal” and “coordinat-
ed” market economies is a matter of ongoing scrutiny (e.g., by Höllerer, 2013: 583 or 
Blindheim, 2015: 71). Notably, there are still adjustments in terms of legal frameworks (as 
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outlined in Sections 2.2, 2.2.1, and Section 2.2.2) and it would be risky to take a static de-
cision on CSR as well as on market economies.  
The secondary data analysis suffers from a lack of information about the primary research 
quality, lack of control over sampling, data collection, interview quality, interview analy-
sis, data categorising, etc. Although the studies were chosen upon journal rank and citation 
report, which are quite objective criterions, the selection of the studies might be biased by 
the choice of the authors. It is beyond the scope of this comparative research to elaborate a 
detailed predictive framework for national systems of CSR. However, a few general con-
clusions might be in order: 
1) The degree to which explicit CSR will become more common for SMEs will largely 
depend on the strength of traditional, autochthonous institutions (e.g. family, religious, or 
tribal institutions) and their success and governments that have shaped implicit CSR.  
2) Despite that many studies are predicting the rise of explicit CSR in Europe, there is 
good reason to reject this shift for SMEs.  
3) By contrast, small business responsibility is in most cases weakened by regulation and 
thus SMEs remain more likely to maintain their implicit CSR.  
4) Whereas mimetic or normative isomorphism applies to MNEs it is rather the coercive 
form, which influences in the case of SMEs.  
5) Such forces are informal, overarching and influential within the SME sector and net-
work.  
6) Hence, this study emphasises a universal, supra-national SME approach that resembles 
implicit CSR. 
7) Above all, there still might be some SMEs that are, when it comes to CSR, quite bad.  
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Regardless the various novel aspects identified in the last seven sections the interpretation 
of their results should be assessed closely. Since the limitations of the different research 
steps were discussed at the end of each specific section the following evaluation only 
points at the most important aspects. 
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8 Research quality: final assessment 
As said, qualitative research methods (literature research, expert interviews, focus group 
discussions, and Delphi methods) have clear limitations in respect to their objectivity, reli-
ability, and validity, because they include interpretation and selection. The above reliance 
on experts’ statements is substantial, which may be a source of weakness if they made 
these statements insincerely and/or incorrectly. Further, as the vast majority of interview-
ees were male, this might have created a systematic bias towards male leadership attrib-
utes.  
The samples of this thesis were at times quite small, which further limits reliability and 
internal validity. However, when applying qualitative methods there are different rules 
regarding sample generation and size.  
Firstly, due to the theoretical and heterogeneous samplings (e.g., by snowballing based on 
a randomly picked first sample or random samples from the Swiss online telephone book), 
the conducted, respective research steps strictly follow grounded theory rules for sample 
generation within qualitative research (Atteslander, 2010: 274).  
Secondly, it cannot be assured that a more meaningful result would be achieved by ques-
tioning 100 subjects, because the intent of this research was not a generalised, quantitative 
result (e.g., by a quantitative survey), but rather a qualitative exploration of CSR, in the 
contexts of Switzerland and Swiss SMEs, by open-ended questions, especially to motivate 
further investigations. Furthermore, the responses gathered by the data collection with re-
gard to the six research questions never implied or suggested that asking more people 
would have given a substantially different perspective.  
As said in Section 2, the broad definition of CSR chosen here could be a drawback espe-
cially on internal validity and a concentration on a more specific term might have led to 
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different findings. On the other hand, however, it enabled more importantly the identifica-
tion of patterns and key drivers, of different motives and manifestations of CSR and se-
cured therefore the gathering of rich data for a qualitative exploration following grounded 
theory. This research mainly does not provide a new definition for CSR since this would 
just add to “the jungle” (Crane et al., 2013: 15).  
The data are confined to organisations located in particular regions (i.e., German, Italian, 
and French speaking parts) of Switzerland, which questions its generalisability to other 
geographical settings. However, with regard to values and attitudes of SME owner-
managers there were no differences found between these regions that are indeed substan-
tially different in language and cultural background. More insights into overarching SME 
attributes were brought about by the comparative analysis. 
This thesis is based on a primarily quantitative definition of SMEs violating qualitative 
aspects, such as property situation, personal management by the owner etc., as suggested 
by Curran and Blackburn (1994: 56f.), although such data was gathered and examined as 
first part of each research step. The examined organisations and companies were randomly 
selected, however, their willingness to participate may have created a self-selection bias 
(Atteslander, 2010: 142f.). Thus, the companies under review happen to be relatively so-
phisticated in organising CSR and the results might be biased towards best-in-class exam-
ples. However, there was no initiative of organisations or companies under research to 
promote themselves or their participation in this study. 
In sum, this research maintains high construct validity due to data collection in chronologi-
cal and easily traceable order, the hermeneutical integration of new data, rival theories, and 
research findings from multiple sources, due to the transcription and coding process (using 
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MAXQDA or Mayring’s (1996; 2003) or Legewie’s (1994) qualitative content analysis), 
based on interview quality and the verification of results in different Delphi processes.  
In order to avoid falsification of data traced back to the common method bias or to a bias 
of single-expert techniques various different methods – i.e., exclusively by face-to-face 
interviews, Delphi methods, focus groups discussion, secondary data analysis – and differ-
ent means of analysis – quantitative network analysis, qualitative analysis by MAXQDA, 
Mayring’s (1996; 2003) or Legewie’s (1994) content analysis, and visual text analysis us-
ing MAXQDA – were applied. 
Above all, the findings have led to six peer-reviewed paper publications and one book 
chapter and each research step was externally assessed by presentation and discussion of 
results during a number of international conferences (compare with Table 1 and see also 
additional material in Appendix 19). Lastly, the research field here is considered to be rela-
tively young and admittedly complex, however, the insights gained open a door for unique 
conclusions and implications (as proposed in the next section) that can contribute to practi-
tioners, public institutions, the scientific community, and to society as a whole.  
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9 Conclusions and implications 
This research focused on SMEs in Switzerland to investigate the processes, values, and 
relationships inherent in their CSR. Firstly, using stakeholder map methodology it explored 
the current state of CSR in Switzerland and identified SMEs as being the most significant 
CSR stakeholders. A network analysis resulting in respective parameters confirmed the 
importance of SMEs and their following of an unconventionally informal and idiosyncratic 
CSR approach aggregated to the Swiss CSR small business model – L’EPOQuE.  
Slight modifications with regard to nomenclature of sub-features led to L’EPOQuE 2.0 as a 
repeatedly validated and from various perspectives confirmed new template for informal 
set-ups and niches.  
This approach emerges from the difficulties “the mainstream” faces in satisfying the needs 
of business at the nexus of culture and economic rationale. Intrinsic motivation in Swiss 
SMEs coming from their philosophy of stewardship and aspiration and ambition of excel-
lent craftsmanship contrasts with the approach of MNEs, which are first and foremost in-
terested in the financial benefit from their primarily environmental engagement.  
A comparative overview over 15 different countries revealed a seemingly supra-nationally 
universal CSR approach in SMEs. Thus, it is concluded that SME culture and an informal 
CSR agenda are strongly formative and supersede the forces of market economies, nation-
ally cultural patterns, and language.  
9.1 Informality and virtues: strengths and benefits 
Although most formal CSR approaches start and finish with the mantra that “CSR must 
pay” Swiss SMEs are thriving economically and are highly competitive (in business and 
CSR) despite their essentially economically-disconnected CSR. For that reason, this re-
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search strongly supports the conclusion that “informal” does not mean “weak”. A peculiar 
feature of many of the very radical CSR practices found in this research is that their link to 
monetary gains was in most cases not seen, not considered important, or not given strategic 
relevance. In other words, there exist (right under the nose of CSR and environmental 
management researchers) often unrecognised and undervalued organisations trailblazing 
precisely the path that a sustainability-driven business model should follow, and still all 
that is talked about is management and formal systems. One of the key aspirations of this 
thesis is to direct future movements and the interest and attention of policy makers, scien-
tists, and practitioners towards the intrinsic and implicit CSR model of small companies – 
i.e., L’EPOQuE 2.0. At this stage there are already moving paces towards the suggested 
direction (see also Section 9.5.1). 
The CSR agenda Swiss SMEs enact is based in culture and ethics. It is internal and implic-
it, which means that it is “soul”, deep, profound, and at the same time less linked to the 
“bottom line”. Standard, “business case” CSR, on the other hand, is linked to external fac-
tors, such as profit, market share, image, etc. These factors are focusing on management 
systems and on formal standards precisely because they are external and not based on in-
ternal, ethical beliefs that are invariable in response to outside pressure.  
An easy way to address external demands is to implement something that outside pressures 
can relate to (such as getting a plaque of ISO 14001) and something that does not directly 
interfere with practices a management approach deploys anyway or already.  
This interpretation would explain:  
1) the popularity of formalisation and the “business case” CSR, but also  
2) why external standards appear in many cases ethics-free,  
3) why, therefore, many stakeholders are unsatisfied with the weak (and arguably vague) 
benefits of, for instance, ISO 14001, and  
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4) why informal, internal practices are less linked to profit. 
Given the unbroken popularity of formal CSR, the Swiss SME culture may experience 
pressure to move to a more utilitarian CSR model if they grow to a significant size or if 
they are included into global market systems where major trade partners (B2B) or custom-
ers (B2C) require CSR standards, certifications, and reports in respect to their formal CSR 
systems. Notably, the growth patterns here are probably as diverse as the business models 
and, again, a generalisation is to be seen with that caveat.  
However, as most SMEs herein stated, it seems to be an option to do business on a world-
wide scale without the sacrifice of informality, if only trade partners belong to the SME or 
family business network and share, upon their tradition, the same moral idiosyncrasies and 
ethical standards (e.g., handshake quality). In other words, the SME culture is somewhat 
stronger and quasi over-modulates nationally cultural patterns as long as these traditional 
values and the virtue ethics are consciously fostered by their owner-managers.  
This is a finding congruent with others (e.g., Ayuso et al., 2013: 505f.). Considering the 
driving forces for CSR in Swiss SMEs it is evident, as already discussed in Section 4.4.3, 
that there is a direct link to virtues such as:  
1) practical wisdom (i.e., prudence)  
2) justice (i.e., friendship),  
3) courage (i.e., fortitude), and  
4) moderations (i.e., temperance).  
This is in accordance to others (e.g., Gowri, 2007: 396, Ruisi et al., 2009; Ruisi, 2010; 
Slote, 2011: 112) showing that virtues are the foundation of culturally embedded CSR val-
ues. This relationship is worth further research (see Section 9.7). 
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9.2 Implications for network and stakeholder management 
The conclusions of this work recommend on one hand to carefully choose future trade 
partners and markets, taking care of tradition, history, and deeply embedded virtues, but 
also relying on already established networks and partners (compare with Section 3.5). Con-
sequently, the latter requires relying on trust and collaborative procedures in stakeholder 
partnerships.  
If a Swiss SME wants to globalise and at the same time keep its tradition (a condition 
stressed by many of the interviewed SMEs), it should, whenever possible, avoid business 
with multinational corporations. Instead, it is recommended first searching within Swiss 
family businesses for advice and also for partners with international relations and experi-
ence.  
If the result of these efforts is unsatisfactory, the next step may be to first contact foreign 
small businesses before considering multi-national companies. Though it might be from a 
profit-seeking point of view largely unreasonable, SMEs could also consider resisting the 
dictate of growth thereby staying flexible with minimal bureaucracy and maintaining the 
freedom of independence. SMEs may rely on their courage to be different and not to dis-
solve their identity, and, accordingly, “search the niche” in order to profit from the com-
parative advantage of being small, local, and thus, agile and innovative. 
It is also suggested to better inform Swiss society about ethical business behaviours of its 
SMEs. As this research revealed, such cultures, values, and ethics are neither new nor 
revolutionary, but they are buried under formalisation within and by big business and have 
to be rediscovered and brought to public attention. Consequently, SME owner-managers 
should be messengers of these values and actively seek the public so that their beneficial 
influence is respected and involved in future discussions and advancements.  
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SMEs prefer to follow a quieter way to CSR, but in the light of globally pressing social, 
economic, and ecological issues, they may have a duty to take on responsibility and pro-
vide examples of their expertise in CSR to society so that their business behaviours can be 
replicated by their customers, competitors, suppliers, communities, etc. Since this is not an 
easy task, SME owner-managers should cooperate on the one hand with the media but also 
with NPOs in order to get attention through campaigns (see also findings from Section 
3.5).  
It is proposed that SMEs should establish new ties to as yet unconsidered (or deliberately 
ignored) stakeholder groups (e.g., government, media, and cooperating NPOs, all of which 
are powerful and legitimate) in order to gain new partnerships, and therefore support, re-
spect, and influence. This would be based on mutual concerns and interests, such as liber-
alism and an environment of voluntarism and trust, all of which were found in this re-
search. As shown in other studies (e.g., Campbell, 2006: 931; Drews, 2010: 427; Berger et 
al., 2012: 35; or Gentile, 2012: 179), there is a movement towards greater stakeholder en-
gagement.  
Hence, SMEs should also be part of this multi-stakeholder dialogue in order to give a voice 
to their strengths mainly based on their informal and liberal approach to CSR and to their 
concerns within Swiss CSR. By actively searching for partnerships with NPOs, the gov-
ernment, and media, all of which are rather driven by visions than by profit, mutually bene-
ficial win-win situations could be established without the perceived burden of CSR as 
merely a “business case” for CSR as a “moral activity”.  
Further, as Rasche et al. (2013: 656) showed, interaction dynamics between non-business 
and business actors are often able to stimulate CSR initiatives. Same effects were shown in 
regard to the institutionalising of business networks, or clusters (von Weltzien Hoivik and 
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Shankar, 2011: 181ff.) and communication networks that include the media acknowledging 
their influence and constitutive role (Schultz et al., 2013: 689), all of which are implica-
tions previously suggested in this thesis (especially in Section 3.5).  
Overall, this research concludes that if CSR practice and discourse in Switzerland are to 
gain further momentum, SME networks as well as communicative connectedness and col-
laborations of SMEs, the third sector, and the media might be helpful indeed.   
9.3 Business model refinements 
Although the SME approach meets the European Commission’s (2011: 6) definition of 
CSR as “the responsibility of enterprises for their impacts on society” there are features 
amongst Swiss SMEs that make this approach very different to the one of MNEs.  
These features point to a different way CSR is seen and enacted in Swiss companies: e.g., 
opportunism as well as values and personal commitment are strong driving forces in the 
case of Swiss SMEs. It was possible to frame these specificities to L’EPOQuE 2.0. 
Unlike managers of large companies, lead actors of Swiss SMEs build their companies in 
line with their personal values, beliefs, aspirations, and philosophies. They often have sole-
ly operational and strategic discretion over their business that is determined by their family 
culture and organisational values. Personal and business ethics are closely linked, thus, 
ethics and religious values are the most consistent reason for their CSR.  
Further, it can be concluded that Swiss SMEs better adopt socially responsible practices 
than “big business” does, a finding supported by many studies linking the pro-active busi-
ness conduct of SMEs to values of their leaders (Jenkins, 2006: 248; Russo and Tencati, 
2009: 349; Fassin, 2008: 371; Fassin et al., 2010: 445; Cordano et al., 2010: 469; Battisti 
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and Perry, 2011: 179; Williams and Schaefer, 2013: 175) and/or boards (Gabrielsson and 
Huse, 2005: 31).  
The way SMEs combine psychological and economic features of trust with their business 
model provides a couple of advantages not only to them but also to societies they have “a 
social contract with” (Robin and Reidenbach, 1987: 49). Firstly, it establishes a certain 
ground level of trustworthiness among entities and induces incentives to imitate those prac-
tices (Bhattacharya et al., 1998: 471). Secondly, seeing trust as an integrated part of busi-
ness makes the concept of trust more tangible for standard economic analysis and ap-
proaches (e.g., the business case for CSR) without losing any of its facets or without mak-
ing unrealistic or too idealistic assumptions (Bhattacharya et al., 1998: 471).  
Recognising that trust can be an inherent part of the “raison d’être” or business model can 
help when formulating hypotheses about the consistency of the identified trust level under 
pressures occurring from e.g., business, society, and environment (Bhattacharya et al., 
1998: 471). There may be further implications in other contexts. But this is seemingly es-
pecially important in the aftermath of financial crises and the irresponsibility of individual 
that eroded trust in whole sectors. Thus, L’EPOQuE 2.0 as core logic for businesses might 
help in restoring trust and fostering a responsibility of individuals.  
Considering the above, the value of trust and personal ethics in corporate CSR was shown 
to be significant. Further, this thesis identified religiosity and spirituality as important driv-
ing forces of Swiss CSR. Therefore, the CSR model that is being applied is to some extent 
an expression of cultural, ethical, social, and entrepreneurial principles of lead actors in the 
organisation. This permitted the exploration of virtue ethics in CSR and of the relative im-
portance of different virtues as part of this (as outlined in Section 9.1).  
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9.4 Comparative insights 
The Swiss SMEs’ international trade habits show that their trust-based and idealistic con-
duct of business applies to their international relationships as well. “Swissness” quality, 
handshake instead of formal contracts, long-term relations and business orientation are 
evolving their local as well as their global business strategy. This stands in clear contrast to 
research on many MNEs that have differing CSR strategies for their local and global busi-
ness (Muller, 2006: 190f.). As shown, formalised CSR is very rare in SMEs in Switzerland 
and elsewhere – a conclusion supported by a set of comparative studies inter alia by 
Roome (2005: 329), Lenssen and Vorobey (2005: 371), Matten and Moon (2008: 419ff.), 
Christen Jakob (2012: 191), Lorenz and Spescha 82012: 121) and finally, Looser and 
Wehrmeyer (2015c: 1959). Since there were no differences found between SMEs from the 
Swiss German, Italian, and French (neglecting the Romansh) speaking part of Switzerland 
in regard to their CSR attributes, it is concluded, that different language regions, therefore 
different cultural backgrounds have, if any, only little effect on Swiss SMEs’ CSR business 
model.  
Evidence from this study predicts the sacrifice of economic opportunity and profit in fa-
vour of values in SMEs. In other words, profit-maximisation is not an imperative for them. 
Enderle (2004: 55f.), von Weltzien Hoivik and Melé (2009: 558), and von Weltzien Hoivik 
and Shankar (2011: 180) support this evidence. The former found a small Swiss company 
in the textile industry that successfully competes with MNEs in the global market, all 
based on its worldwide partnerships solely with like-minded small companies (Enderle, 
2004: 57ff.). The latter points to the competitive advantages SMEs have when entering 
global markets due to their trust-based network and the participatory approach of their 
owner-managers (von Weltzien Hoivik and Shankar, 2010: 181). Von Weltzien Hoivik and 
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Melé (2009: 559) demonstrate that SMEs can be very innovative global citizens without 
following the patterns of MNEs. 
Despite that many studies (e.g., Campbell et al., 2005; Campbell, 2006: 931; Matten and 
Moon, 2008: 418ff.) are predicting the rise of extrinsic, formal, and explicit CSR in Europe 
(and elsewhere) this thesis outlined good reasons to reject this shift for SMEs (Looser and 
Wehrmeyer, 2015c: 1960). By contrast, small business responsibility is in most cases 
weakened by regulation and thus, SMEs remain more likely to maintain their intrinsic CSR 
(Höllerer, 2013: 585ff.).  
This can be traced to:  
1) concentrated ownership and low/no dependence on capital markets; 
2) reluctance to adopt the ideas and terminology of explicit CSR;  
3) the low visibility of SMEs in the sense that they are rarely a target of comprehensive 
media campaigns and thus less interested in advertising their CSR; 
4) close association with their socio-economic/social-political environments and therefore 
less interest and need for explicit and extrinsic CSR; 
5) the widespread presence of SMEs in every country regardless of political system, mar-
ket economy, or culture;  
6) the flexibility to adapt to external change whilst sticking to traditional core values. 
These are insights also gained by Höllerer (2013: 585ff.). 
Hence, classifications of countries by their market system or capitalism, as found in the 
comparative capitalism literature, do not match the CSR practices in SMEs as they do not 
mirror their business. This raises questions on the universality and generalisability of rela-
tive recommendations as found in mainstream research. Thus, this thesis concludes that a 
universal SME approach to CSR exists and that this can be established independent of pol-
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icies, borders, language, religion, financial systems, or nationality. This is in line with ob-
servations here about identical business patterns found in Swiss SMEs that belong to abso-
lutely independent regions of Switzerland (i.e., cantons) with different budgets, languages, 
unique geographies, social practices, etc. 
As a result, there is much more of “SME” than “Switzerland” in L’EPOQuE 2.0. In other 
words, a business model for SMEs in Brazil might show very similar pattern. As discussed 
in Section 5.3.3, this is true apart from “Swissness” that might be transferred into e.g., 
“Brazilian quality”.  
That SMEs really determine their country’s constitution, social, economic, political, or 
legal systems is a subject of ongoing debate inter alia by Matten and Moon (2004: 22), 
Campbell and Pedersen (2005), Mark-Ungericht and Weisskopf (2007: 293f.), Lüth and 
Welzel (2007: 149f.), Sterr (2007: 126f.), Konrad et al. (2008: 277), Sterr (2012: 95f.), or 
Gebauer and Mewes (2015: 36). Evidence from this study strongly supports the conclusion 
that SMEs do determine their countries’ political, legal, and socio-economic context.  
9.5 To practitioners: there might be some space for improvement 
This research gained valuable insights into the nexus between owner-managers’ character-
istics, such as age, gender composition, educational qualifications, business styles and 
CSR. In regard to education, this research’s findings of 85% having a national certificate 
(while only 7.5% have a Bachelor’s/Master’s degree) compare favourably with the busi-
ness population as a whole, where few college or university graduates are involved in their 
own business (FSO, 2013). This fits other researchers’ conclusion that younger leaders 
(e.g., of start-up businesses) were more likely to have a higher educational level than the 
leaders of well-established SMEs as their older counterparts (Blackburn et al., 2013: 22f.). 
The owner-managers interviewed here rate themselves as innovative and risk taking re-
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flecting their likelihood to act independently and opportunistically, to adopt new technolo-
gies and business opportunities easily and, on the other hand, to become bored without 
being challenged. This fits the topics discussed with regard to “Unternehmertum” in Sec-
tion 4.2 so that finally it is concluded that SME lead actors are definitely a part of this co-
hort and catalysts of innovation and economic development. 
Actually, those owner-managers, who regarded themselves as innovative, risk-taking, 
named themselves as “Unternehmer”, as agile, fostering flat and informal organisational 
structures, and democratic decisions have in general larger and older companies. Further, 
they have a strong will to be independent, are “stubborn” (an adjective used by many own-
er-managers to honestly describe their own character), and reluctant to respond to outside 
pressure.  
Interestingly, such attributes were also found in the context of US (Day and Hudson, 2011: 
369) and British SMEs (Blackburn et al., 2013: 21) or, from SMEs located in developing 
countries, such as Lebanon (Jamali et al., 2009: 361), Africa (Visser et al., 2005: 21; Nki-
ko, 2013: 381; Elochukwu Okafor, 2014), or from China (Newman and Sheikh, 2012: 
359).  
According to Brandstätter (1997: 162) looking for relative personality characteristics as 
determinants of setting up and promoting one’s own business is useful and heuristic since 
such a set of common attributes can be assumed notwithstanding the essential differences 
in environmental conditions owner-managers worldwide have to get along with. Demand 
for advice (or assistance) during CSR learning processes was expressed by some owner-
managers who were not that familiar with the technical term “CSR” and, in other words, 
were more interested in a practical transfer of knowledge.  
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Apart from that, many owner-managers reported that this research, its feedback and eval-
uation of their CSR already initiated organisational change and various learning processes 
in their companies. This encouraged them to get involved in upraising initiatives, e.g., the 
roundtable described below. Accordingly, a number of small companies revised their man-
agement style, especially their acting as “lonely fighter”. Related to that, new concepts for 
communication including social, environmental, and economic values (Wheeler and 
Elkington, 2001: 11) were established. 
Many of the interviewees were, for instance, not used to proactively communicating their 
responsible business values. Although the practice of the interviewed small business own-
ers should be respected, they should also share their knowledge and experience. A first 
step, the instalment of a roundtable, is described in the next section. 
At the same time, this study warns that responsible business practice in the context of 
SMEs should not primarily rely on communication practices related to explicit CSR, 
formed by “unmediated US approaches” and the respective “management terminology” 
(Fassin et al., 2014: 433). Rather it should rely on the strategy of the “better argument” 
(Habermas, 1984: 43) and “visionary rhetoric” as outlined in Section 3.5 and by Tullberg 
(2012: 322). The solution to this dilemma might be to find a balance between “enact” CSR 
by setting examples for good business practice, values, and virtues that can then trickle up 
and down the value chain without “exposing” CSR activities as showcase.  
Apart from that, SME owner-managers are often uncomfortable with taking up advice 
from an external party. Nevertheless, in some cases a neutral eye on business operations 
might provide deeper insights and could point at business opportunities, e.g., by talking 
about aim, history, values, and habitual characteristics of their company.  
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Currently, many “social enterprises” are emerging in Switzerland and a significant number 
of consultants and certifiers jumped on this bandwagon, with “social business planning” 
promoted to become a new business opportunity. However, this research revealed that “so-
cial entrepreneurs” do not only exist in the form of “social enterprises”, philanthropy, and 
“Gemeinwohlorientierung” but social entrepreneurs are prevalent among small business 
owner-managers. This is a strongly congruent with findings from German SMEs (Sterr, 
2007: 127; Lüth and Welzel, 2007: 150, and Gebauer and Mewes, 2015: 35).  
Given the Swiss CSR business model and its resulting features, the practice and relevance 
of “social business planning” needs to be questioned, certainly as a novel idea in Switzer-
land. Actually, owner-managers and “entrepreneurs” have various overlapping traits, espe-
cially regarding their values, visions, and strategy setting (as elaborated in Section 4.2).  
Both are deeply embedded in their wider environments, use simplifying perceptual pro-
cesses and exercise their expertise in decision making, which differs significantly from 
non-entrepreneurs. Consequently, this research suggests Swiss SMEs turned out to be gen-
uine “social enterprises”, or, well, “Sozialunternehmer”. This deserves wider attention in 
Swiss society, more research from academia, but also a transfer into praxis.  
The latter might be beyond the scientific origin of this thesis. However, as mentioned at 
different stages, how and to what extent such a transfer of insights gained from research 
into practical application is possible and manageable is the topic of ongoing discussion by 
e.g., Margolis and Walsh (2003: 291), Zadek (2004: 221), Jamali (2008: 229), Steurer 
(2010: 50), Pondeville et al. (2013: 328), Il Park and Ghauri (2015: 198), or Gebauer and 
Mewes (2015: 35f.).  
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In order to partially cover and contribute also such applied, scientific aspects the next sec-
tion highlights a corresponding step that was taken based on the results gained from this 
thesis. 
9.5.1 From action research to practical wisdom 
To initiate such a process a roundtable, as some sort of action research, took place on 13 
August 2015. The media, NPOs, the government, and 15 SMEs participated so as to get 
more attention in the wide public but also to exchange their expertise in CSR issues. The 
participants were either involved in the stakeholder analysis or in the later stages that 
looked at SME patterns.  
The contribution of NPOs in particular explored the boundaries between their “social en-
terprise approach” and SMEs and further confirmed that there is not much difference. Both 
parties concluded the roundtable having initiated a mutual learning process wherefrom 
societal benefit can arise.  
The exchange with the media and government helped to clarify and initiate some first initi-
atives on how SME practices should be more strongly respected and involved in future 
CSR advancements, and how Swiss society can profit (and vice versa SMEs) from uncon-
ventional CSR without the sacrifice of its altruistic or philanthropic inclination. At the 
same time, this roundtable enabled a further discussion and verification of L’EPOQuE 2.0 
by gaining insights into shared understandings of the SME business from other sectors.  
By obtaining several perspectives about this topic the level of confidence was increased so 
that the results become generalizable. Indeed, this roundtable was the merger of application 
and verification of results. A follow up roundtable is planned for November 2015. 
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9.6 Final conclusions on motives and manifestations of CSR 
The results imply that policy makers, public institutions, the scientific community, etc. 
should be careful when establishing systems that favour financial returns from CSR en-
gagement, because, firstly, other research showed that a behaviour attributed to extrinsic 
motives is mostly perceived as dishonest and misleading, for instance, consumers (Parguel 
et al., 2011: 19). Secondly, extrinsic motivation might crowd out moral drivers of SME 
behaviour and paying lead actors for behaving altruistically or philanthropically might 
erode intrinsic motivation (Frey and Jegen, 2001: 601; Baden et al., 2008: 437f.). Notably, 
the crowding out of intrinsic motivation by extrinsic incentives is a phenomenon well-
researched not only in regard to CSR but in various other areas linked to human behaviour 
(e.g. Frey, 1998; Deci et al., 1999: 649). Thus, to implement a system of financial incen-
tives (or consequences) seems unsuitable to support “social good” in intrinsic CSR. An 
economic cost-benefit is inappropriate where CSR needs (or already proves) an ethical 
stand (Osuji, 2011: 39ff.).  
The difference between extrinsic and intrinsic CSR is very difficult to bridge – both have 
powerful incentives and drivers preventing a potential cross-over and also specific ad-
vantages and drawbacks. This has important implications for nearly every business opera-
tion, especially for mergers and acquisitions as well as on the growth of businesses. In line 
with other researchers (Frey and Oberholzer-Gee, 1997: 751) this study recommends only 
imposing extrinsic stimuli for CSR when intrinsic motivation has already been crowded 
out.  
Since societies in general can profit from the motive to follow ethics and morale, stimulat-
ing debates about the moral commitment in intrinsic systems should be preferred 
(Graafland and van de Ven, 2006: 115). A potential, relative scenario including the media 
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as powerful stakeholder was elaborated in this thesis. Same arguments can be made in re-
gard to regulation. Although this research identified no substantially negative effects of 
regulation, especially in the construction sector (see Section 6.3.2), laws are in general 
reported to decrease voluntary CSR initiatives (Leitschuh, 2008: 47; Osuji, 2011: 45).  
In spite of some authors’ (e.g., Vogel, 2005: 31; Windolph et al., 2014: 392f.) findings that 
regulation could initiate CSR movements, the consequences diverge for intrinsic and ex-
trinsic CSR: extrinsic CSR can profit from regulation by promoting good behaviour. In-
trinsic CSR, on the contrary, should be treated as “social good”, as an “ideal on its own” 
(Osuji, 2011: 39f.) without any need of obeying laws. The reliance on extrinsic motives 
might destroy the ethical foundation.  
In other words, a regulatory strategy (of governments) that “lumps ethical and instrumental 
CSR together” (Osuji, 2011: 41) has in most cases negative consequences on societal mo-
rale. And above all, the existence of code of conducts or standards according to laws does 
not prove actual, profound, or genuine CSR (Sterr, 2007: 126; Mijatovic and Stokic, 2010: 
539). By contrast, being innovative, on a high technological level, which in turn is built on 
flat and agile organisations, is the better preparation for social and environmental demands 
than any standard implemented due to regulation (Cañón-de-Francia et al., 2007: 308; 
Gebauer and Mewes, 2005: 38). This is especially true in the context of liberalistic, agile, 
innovative, and multi-functional Swiss SMEs. This refers also to the discussion about de-
pendence, mutual exclusiveness, and preference of specific CSR motives led in Sections 
6.1 and 6.4. 
In sum, this study showed that companies can be highly competitive (economically and in 
CSR performance) irrespective of intrinsic or extrinsic motives for CSR. In other words, 
they could and might often be coexistent even within one company (see again Figures 17 
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and 18) in correspondence to the individual set-up, the occasion, the current context, the 
organisational structure, and/or (political/economic) situation. This contradicts the exclu-
sivity and predominance of the business approach (largely implemented in large corpora-
tions or MNEs) that coercively links CSR to extrinsic factors (i.e., profit, market share, 
etc.).  
It seems “doing good” matters more for some than “doing well”, but those who “do good” 
do not necessarily care whether they “do well” by doing good. However, those who try to 
“do well” seem to “do good to do well”. Consequently, CSR is meaningful and justifiable 
even if it is not profitable in the first place or implemented in and managed through formal-
ised systems. This leads to two conclusions, firstly, care should be taken when emphasising 
the extrinsic approach in relation to social goods in CSR, because secondly, the cost of a 
possible mismatch in a climate of ethical principles might be substantial for societies’ mor-
al inclination.  
Above all, this research identified L’EPOQuE 2.0 as the manifestation of an intrinsically 
motivated and ethical core logic coming from a profoundly and implicitly CSR-driven cor-
porate culture in Swiss small business. It is in accordance with informal set-ups without 
any need for formalisation by respective instruments. As it evolves from CSR as moral 
activity it prevents the potential sacrifice of intrinsic motivation when imposing extrinsic 
stimuli.  
At the same time, it mirrors a highly competitive business approach that has the potential 
to be generalised to other unconventional or “non-standard” milieus. Thus, it exactly fills 
what is needed when asking for new templates that are working best in such a convergence 
of mission, ethics, culture, economic rationale, state-of-the-art quality and CSR. 
232 
With regard to the wide range of further research that might be meaningful the next section 
carves out the most crucial parts. 
9.7 Further research steps 
 The topic of virtues definitely needs deeper study as mentioned for instance in Section 
4.4.3, in order to pay respect to the growing interest in post-conventional ethics and the 
pursuit of universal benefit in current business and leadership discussions. Although 
this discussion stretches the limits of the thesis it is worthwhile to be considered for fu-
ture research – especially the ethical concept of Kohlberg (1971) and Piaget (1932) 
needs to be looked at in detail. The latter especially refers to Piaget (1932: 12), who 
discovered different stages of moral development in children: the short scope targeting 
egoistic benefit, the medium or mid scope aspiring to mutual benefit, and the broad 
scope seeking for universal benefit.  
Kohlberg (1971) complemented these definitions and defined three main stances of 
ethical behaviour: pre-conventional, conventional, and post-conventional. While pre-
conventional behaviour (comparable to Piaget’s (1932) short scope) is egoistically and 
extrinsically responsive, in other words driven by obedience, punishment, and self- in-
terest, the conventional (medium scope) level is steered by interpersonal accord and 
conformity, authority and social order obedience, regulations and conventions (Kohl-
berg, 1971: 157), both of which are much more in evidence in big organisations and al-
so in contexts of large-scale embedding in international markets. The latter, it could be 
argued, almost require a cross-cultural “thin” or “weak” ethical system that is capable 
of translation on the one hand into many cultural contexts and on the other into market-
friendly concepts (good for business as well as good for people/planet). By contrast, 
only post-conventional behaviour (comparable to Piaget’s (1932: 24) broad scope) is 
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based on intrinsically motivated ethics and universally ethical principles apart from 
regulations (Kohlberg, 1971: 158). This stance is to some extent congruent with virtue 
ethics, which may, initially, be identified as the one that emphasizes the virtues, or 
moral (Hurka, 2001: 77), an approach to ethical values and practices that emerge from 
the cultivation of particular skills, qualities, and habits and characteristically comes on-
ly with experience of life (Toner, 2010: 342). This is in some tension with more poten-
tially universal and rationalised systems of ethics, e.g. an approach emphasizing (Kant-
ian) duties or rules (called deontology), or the calculus of utility (utilitarian), or with 
ethics, which is steered by consequences of actions (consequentialism) (Slote, 2011: 
35). People and companies following virtue or post-conventional ethics might be, from 
a profit-seeking point of view, largely unreasonable. The still unresolved question is 
what makes them unreasonable? What are their attributes, their personalities that com-
pel them to follow other rules, to internalise socially sustainable values and perhaps to 
go down a bumpy road to an uncertain financial success with their companies? What 
are in the end the corporate values, culture and business models of these differently 
successful companies? To link developmental stages of companies to different stages 
of morale or ethical evolution (i.e., to anthropomorphise companies linked to moral de-
velopment of their managers) might be on the one hand quite dangerous but also an in-
teresting topic for further research.  
 The relationship between leadership, good business, religiosity, and spirituality might 
be another area for further investigations. Especially the discussion of various aspects 
(Good Governance, accountability, CSR) related to the EoC project (Baldarelli et al., 
2015: 27) will be worth further research. As L’EPOQuE is to some extent built on reci-
procity, parts of L’EPOQuE might also be found in the principles of the over 1000 
companies in the EoC (e.g., “Love one another and as I loved you” (John 13:34), or 
234 
“give and it will be given to you” (Lukas, 6.38)) (Bruni and Uelmen, 2006: 646). The 
shift from weak to strong CSR as reported from companies working based on the EoC 
principles and the globalisation of these values not only as productive structures but to 
promote a new humanistic management by supplying subsidiarity and conceiving the 
role of profit properly (Del Baldo and Baldarelli, 2015: 224) fits best with 
L’EPOQuE’s inclusion of subsidiarity in decision making processes and is worthwhile 
more research. 
 A further research should pay respect to the opinions of employees – this might need a 
big quantitative panel survey. They should be involving more strongly with regard to 
potential further adjustments of L’EPOQuE – even more direct as it was done herein, 
namely only by site visits and a small number of interviews with employees but also 
with cross-checking the results with trade unions (as some sort of employees’ repre-
sentatives). This should also involve questions about how much diversity is good in 
culturally driven core logics. Given the fact that culture is to some extent uniform. How 
Swiss is L’EPOQuE 2.0 from the viewpoint of employees as they get socialised by 
working under L’EPOQuE’s influence. Is employee training easier under such circum-
stances? Such questions open up a huge research field that should not be ignored.  
 Another important point that should be further scrutinised is the relationship between 
the third sector’s social enterprise and social driven SMEs. Is this relationship a contin-
uum or are the two approaches in fact identical and if so, would this evolve problems 
or rather social benefit? Or are the two approaches inherently different? If so, in which 
dimensions? If they are different, how do they relate to each other? Are they co-
dependent, mutually exclusive, incompatible, or just substantially different? Which one 
is better and by what yardstick? These questions are worth another research. 
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 There exists a number of guidance or best practice advises written down either in book-
lets (e.g., Weigelt, 2011) or in paper contributions (e.g., Emerald’s “Ten top tips for 
small and medium enterprises (SME) success”). Thus, further steps should coercively 
target at sharing the result gained here with a wide audience – one first step was the es-
tablishment of the roundtable as mentioned in Section 9.5.1. However, it would make 
sense to publish result in professional, sectorial journals so that the information reaches 
the respective audience – far away from the ebony tower of science. 
The following section summarises this thesis’ specific contribution to the body of 
knowledge.  
9.8 Contribution to the body of knowledge 
 This thesis showed by the method of stakeholder analysis which the crucial stakeholder 
groups with regard to CSR are: SMEs, MNEs, and cooperating NPOs, in that order. 
Furthermore, the analysis revealed that unions, not cooperating NPOs, consumers, sup-
port providers, and capital providers are interested in more regulation (especially for 
MNEs) and a binding, formal CSR approach. SMEs, cooperating NPOs, media, and the 
government prefer a non-regulative strategy based on informal models.  
Large national companies prefer a standard approach that is consistent with the liberal 
constitution. Such a comprehensive overview over similar or diverging interests in 
CSR between different stakeholder groups is a novelty in research related to Switzer-
land.  
 Another novel outcome of this thesis is the clear conclusion that Swiss SMEs demon-
strate strong CSR agendas beyond formal systems. Their practice includes handshake 
instead of formal contracts with customers, employees, suppliers, etc. (therefore saving 
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transaction costs), democracy and absolute transparency (therefore trust), quality aims, 
altruistic and philanthropic values, and visionary instead of profit goals. 
 For the first time, such patterns were aggregated to a CSR small business model, so-
called L’EPOQuE. Slightly recalibrated to L’EPOQuE 2.0 it is proposed to be a novel 
template working best in specific niches and with social, long-termed relations and 
networks, non-standard structures and abolished hierarchies, in convergence of mis-
sion, culture, quality and economic rationale, and in oligopolistic markets. To con-
clude, L’EPOQuE 2.0 is a plausible and verified new business model template – in ac-
cordance to CSR and informal set-ups relevant to e.g., above mentioned contexts in ol-
igopolistic markets. Furthermore, it is a valuable guideline to build businesses on sus-
tainable values, with a long-range perspective on CSR that adds a lot to the scientific 
community as well as to practitioners, for instance, to start-up entrepreneurs.  
 As another contribution to the body of science, clear insights into the role, leverage, 
and key drivers of intrinsic or extrinsic CSR agendas, and how they link with business 
practices, were gained. Small companies have the tendency towards social issues and 
intrinsic motives, while MNEs show interest in environmental issues driven by a finan-
cial motive. This is especially interesting as the findings identified Swiss SMEs as po-
tential transition cases of “ethics in the firm” and “ethics of the firm”. Thus, the univer-
sality and generalisability of explicit and extrinsic management concepts is not given, 
especially not in the context of small firms. This is an important lesson learned from 
this study. 
 Furthermore, this thesis identified a globally universal SME CSR approach that resem-
bles implicit and informal CSR. Astonishingly, also British and American SMEs fol-
low this pattern in spite of their strong and distinctly liberal market economies. Though 
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other findings show that nationality matters, this research concludes that SME culture 
and an informal CSR agenda are strongly formative and supersede even forces of mar-
ket economies, nationally cultural patterns, and language. 
The small business approach appears not to be the result of its economic or politi-
cal/historical background. On the contrary, the cultural peculiarities and tradition of 
SMEs influence the country’s political constitution and history. This has led to a recal-
ibration of the comparative capitalism literature and their CSR classification systems of 
countries based on their market system. 
 A further, novel conclusion from this research is that the boundaries between Swiss 
SMEs and the third sector’s social enterprise are in fact blurred. One reason is that 
there is little or no value-action gap in Swiss SMEs and good intentions are directly 
translated into actual action. This is due to the convergence of ownership and manage-
ment in Swiss SMEs, which allows acting independently and agilely.  
Obviously, CSR is feasible without the correlation to the profit motive and a manifesta-
tion in extrinsic instruments, exposed in relative reports, openly demonstrated through 
formalised systems.  
 On the contrary, policy makers, managers etc., should be careful when emphasising 
regulations or incentives on CSR because this might destroy the morale inclination. In 
light of the social, environmental, and economic issues created by the concentration on 
short-term profits in large corporation, the greed of individuals culminating in financial 
crises and the resulting societal alienation the long-range orientation and the loyalty in 
cases of hardship Swiss SMEs demonstrate in their daily operations, might help to re-
store individual responsibility.  
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 The identification of prudence, justice, courage, and temperance as virtues and, thus, 
driving forces in SMEs is another milestone of this thesis that will contribute substan-
tially if the CSR movement is to gain further momentum.  
 Evidently, it can be a solution to the world’s environmental and social issues to give 
voice to the unconventional way SMEs exhibit responsibility so as to bring back more 
genuine morale into the “business case”. To start with, the vision of CSR as something 
sustainable and less as a situational opportunity should be restored. These results are a 
substantial contribution to the body of science. 
 Above all, this thesis contributed to the body of science by the way of a number of pub-
lications (see again the storage media in Appendix 19) so that the public access is given 
and secured.  
 Lastly, this research had, has, and will continue to have not only a scientific impact, but 
has already evolved various anchors for practitioners, entrepreneurs, owner-managers 
in order to align their businesses with CSR. Furthermore, it established trust in these 
values and corporate cultures among policy makers and business leaders so as not to di-
lute them by perceived economic patterns and trends in management.  
 References 
AI Amnesty International CH (2012). Wirtschaft und Menschenrechte: Die Verpflichtung, 
Rechenschaft abzulegen. URL: http://www.amnesty.ch/de/themen/wirtschaft-
menschenrechte/wirtschaft-und-menschenrechte-die-verpflichtung-rechenschaft-
abzulegen [15.12.2013] 
Albinger, H. S. and Freeman, S. J. (2000). Corporate social performance and attractiveness 
as an employer to different job seeking populations. Journal of Business Ethics. Vol. 
28(3). pp. 243-253. 
Alford, H. and Signori, S. (2014). Brief considerations on the effectiveness of shareholder 
activism. A virtue ethics approach. Electronic Journal of Management. Vol. 3. pp. 1-
10. 
Alford, H. (2015). Against the “Hallowing-out“ of Meaning. Virtue Ethics in the Blueprint 
for Better Business. SPES Congress “Virtues and Vices in Economics and Business. 
Leuven. June 2015. pp. 1-15.  
Alt, R. and Zimmermann, H. D. (2001). Introduction to special section on business models. 
Electronic Markets. Vol. 11(1). pp. 3-9.  
Amashi, K, Adi, B, Obgechie, C. and Amao, O. (2006). Corporate social responsibility in 
Nigeria. Western mimicry or indigenous influences? The Journal of Corporate Citi-
zenship. Vol. 24. pp. 83-99. 
Anderson, A. R. and Miller, C. J. (2003). Class matter: human and social capital in the en-
trepreneurial process. The Journal of Socio Economics. Vol. 32(1). pp. 17-36.  
ARE Bundesamt für Raumentwicklung (2012). Strategie nachhaltige Entwicklung. 
30.04.2012. URL: 
http://www.are.admin.ch/themen/nachhaltig/00262/00528/index.html?lang=de 
[12.10.2013] 
Arend, R. J. (2013). Ethics-focused dynamic capabilities: a small business perspective. 
Small Business Economics. Vol. 41. pp. 1-24.  
Argandoña, A. and von Weltzien Hoivik, H. (2009). Corporate social responsibility: one size 
does not fit all. Collecting evidence from Europe. Journal of Business Ethics. Vol. 
83(3). pp. 221-234. 
Argandoña, A. (2011). Beyond contracts: love in firms. Journal of Business Ethics. Vol. 
99(1). pp. 77-85.  
Arjaliès, D.-L. and Mundy, J. (2013). The use of management control systems to manage 
CSR: A levers of control perspective. Management Accounting Research. Vol. 24. pp. 
284-300.  
240 
Armstrong, J. S. and Green, K. C. (2013). Effects of corporate social responsibility and irre-
sponsibility policies. Journal of Business Research. Vol. 66. pp. 1922-1927.  
Arndt, M. (2003). An Ode to “The Money-Spinner”. Review of ‘The Company: A Short His-
tory of a Revolutionary Idea by John Micklethwait and Adrian Wooldridge. Busi-
nessWeek. 24 March 2003. pp. 22-23. 
Arora, B. and Puranik, R. (2004). A review of corporate social responsibility in India. De-
velopment. Vol. 47(3). pp. 93-100. 
Ashford, B. E. and Gibbs, B. W. (1990). The Double-edge of Organisational Legitimation. 
Organisation Science. Vol. 1(2). pp. 177-194. 
Asif, M., Searcy, C., Zutshi, A. and Fisscher, O. A. M. (2013). An integrated management 
system approach to corporate social responsibility. Journal of Cleaner Production. 
Vol. 56. pp. 7-17. 
Asongu, J. J. (2007). The History of Corporate Social Responibility. Journal of Business 
and Public Policy. Vol. 1(2). URL: http://issuu.com/drvayanos/docs/842 [07.07.2013] 
Atteslander, P. (2010). Methoden der empirischen Sozialforschung. 13., neu bearbeitete und 
erweiterte Auflage. Berlin: Erich Schmidt Verlag. 
Aucquier, A. and Gond, J.-P. (2006). Les enjeux théoretiques de la marchandisation de la 
responsabilité social de l’entreprise. Gestion. Vol. 31(2). pp. 83-91. 
Aupperle, K. E. (1984). An empirical measure of corporate social orientation. Vol. 6. In: 
Preston, L. E. (Edit.). Research in corporate social performance and policy. Green-
wich: JAI. pp. 27-54. 
Ayuso, S., Roca, M. and Colomé, R. (2013). SMEs as “transmitters” of CSR requirements in 
the supply chain. Supply Chain Management: An International Journal. Vol. 18(5). 
pp. 497-508.  
Baden, D, Harwood, I. and Woodward, D. (2008). The effect of buyer pressure on suppliers 
in SMEs to demonstrate CSR practices: An added incentive or counterproductive. Eu-
ropean Management Journal. Vol. 27. pp. 429-441. 
Baden, D., Harwood, I. and Woodward, D. (2011). The effect of procurement policies on 
downstream CSR activity: content analytic insights into the views and actions of SME 
owner-manager. International Small Business Journal. Vol. 29. pp. 259-277. 
Baldarelli, M.-G., Del Baldo, M and Ferrone, C. (2015). The Relationship between CSR, 
Good Governance, and Accountability in the Economy of Communion (EoC) Enter-
prises. in Idowu, S. O., Frederiksen, C. S., Mermod, A. Y. and Nielsen, M. E. J. (Ed-
its.). Corporate Social Responsibility and Governance – Theory and Practice. Zürich: 
Springer. 
241 
Balog, A. M., Baker, L. T. and Walker, A. G. (2014). Religiosity and spirituality in entre-
preneurship: a review and research agenda. Journal of Management, Spirituality & Re-
ligion. Vol. 11(2). pp. 159-186.  
Banerjee, S. B. (2008). Corporate Social responsibility: the good, the bad and the ugly. Crit-
ical Sociology. Vol. 34(1). pp. 51-79. 
Bank Vontobel (2014). Thematic Funds. URL: 
https://www.vontobel.com/INT/EN/Companies-institutions-asset-management-
investment-competencies-thematic-funds [03.08.2014] 
Baron, D. P., Harjoto, M. A. and Jo, H. (2011). The Economics and Politics of Corporate 
Social Performance. Business and Politics. Vol. 13(2). pp. 1-46.  
B Corporation (2012). URL: http://www.bcorporation.net/about/ [23.07.2013] 
Bastonst, M. (2007). The Role of Virtues in the Framing of Decisions. Journal of Business 
Ethics. Vol. 78. pp. 389-400.  
Battisti, M. and Perry, M. (2011). Walking the talk? Environmental responsibility from the 
perspective of small-business owners. Corporate Social Responsibility and Environ-
mental Management. Vol. 18(3). pp. 172-185.  
Baumann-Pauly, D., Wickert, C., Spence, L. J. and Scherer, A. G. (2013). Organising Cor-
porate Social Responsibility in Small and Large Firms: Size Matters. Journal of Busi-
ness Ethics. Vol. 115(4). pp. 693-705. 
Baumgartner, E., Greiwe, S. and Schwarb, T. (2004). Die berufliche Integration von behin-
derten Personen in der Schweiz. Studie zur Beschäftigungssituation und zu Eingliede-
rungsbemühungen. Beiträge zur Sozialen Sicherheit. Vol. 5(4). pp. 1-36. 
Baumol, W. (1986). Entrepreneurship in economic theory. American Economic Review. Vol. 
58(2). pp. 64-71.  
Beach, S. (2009). Who or what decides how stakeholders are optimally engaged by govern-
ance networks delivering public outcomes? International Research Society for Public 
Management Conference. Doctoral Panel. Copenhagen: Business School Fredricks-
berg. 
Beck, U. (2000). What is Globalization? Cambridge: Cambridge, Polity Press. 
Benston, G. and Hartgraves, A. (2002). Enron: What happened and what we can learn from 
it. Journal of Accounting and Public Policy. Vol. 21. pp. 105-127. 
Berger, V., Winistörfer, H., Weissert, S., Heim, E. and Schüz, M. (2012). Swiss Corporate 
Sustainability Survey 2012: Nachhaltigkeit in Schweizer Unternehmen. Winterthur: 
ZHAW. 
Bertens, C., Veldhuis, C., and Snoei, J. (2011). MVO ambities in het MKB (‘‘CSR ambitions 
among SMEs’’). The Netherlands: EIM, Zoetermeer. 
242 
Bertland, A. (2008). Virtue Ethics in Business and the Capabilities Approach. Journal of 
Business Ethics. Vol. 84. pp. 25-32.  
Bhattacharya, R., Devinney, T. M. and Pilluta, M. M. (1998). A formal model of trust based 
on outcomes. Academy of Management Review. Vol. 23(3). pp. 450-472.  
Bhimani, A. and Soonawalla, K. (2005). From conformance to performance: The corporate 
responsibility continuum. Journal of Accounting and Public Policy. Vol. 24. pp. 165-
174. 
Bichta, C. (2003). Corporate Social Responsibility, A Rolle in Government Policy and Regu-
lation? The University of Bath. URL: 
http://www.bath.ac.uk/management/cri/pubpdf/Research_Reports/16_Bichta.pdf 
[17.07.2013] 
Blackburn. R. A., Hart. M. and Wainwright, T. (2013). Small business performance: busi-
ness, strategy and owner-manager characteristics. Journal of Small Business and En-
terprise Development. Vol. 20(1). pp. 8-27. 
Blindheim, B.-T. (2015). Institutional Models of Corporate Social Responsibility: A Pro-
posed Refinement of the Explicit-Implicit Framework. Business & Society. Vol. 54(1). 
pp. 52-88.  
Boiral, O. (2007). Corporate greening through ISO 14001: a rational myth? Organisational 
Science. Vol. 18. pp. 127-146. 
Bonaccorsi, A., Giannangeli, S. and Rossi, C. (2006). Entry strategies under competing 
standards: Hybrid business models in the open source software industry. Management 
Science. Vol. 52. pp. 1085-1098.  
Borzega, C. and Defourny, J. (2001). The Emergence of Social Enterprises. London: 
Routledge.  
Bourdieu, P. (1990). The Logic of Practice. Cambridge: Cambridge, Polity Press. 
Bowen, H. P. (1953). Social Responsibility of the Businessmen. New York: Harper. 
Bragdon, J. H. and Marlin, J. A. (1972). Is pollution profitable? Risk Management. Vol. 19. 
pp. 9-18 
Brammer, S., Hoejmose, S. and Marchant, K. (2012). Environmental Management in SMEs 
in the UK: Practices, Pressure and Perceived Benefits. Business Strategy and the Envi-
ronment. Vol. 21. pp. 423-434.  
Brammer, S., Millington, A. I. and Rayton, B. (2007). The contribution of corporate social 
responsibility to organisational commitment. International Journal of Human Re-
source Management. Vol. 18(10). pp. 1701-1719. 
Brandstätter, H. (1997). Becoming an entrepreneur – a question of personality structure? 
Journal of Economic Psychology. Vol. 18. pp. 157-177.  
243 
Brandstätter, H. (2011). Personality aspects of entrepreneurship: A look at five meta-
analyses. Personality and Individual Differences. Vol. 51. pp. 222-230.  
Brenkert, G. G. (2009). Innovation, rule breaking and the ethics of entrepreneurship. Journal 
of Business Venturing. Vol. 24(5). pp. 448–464. 
Bridge, S., O’Neill, K. and Cromic, S. (1998). Understanding Enterprise, Entrepreneurship 
and Small Business. Houndsmills: Macmillan. 
Brønn, P. S. and Vidaver-Cohen, D. (2009). Corporate Motives for Social Initiative: Legiti-
macy, Sustainability, or the Bottom Line? Journal of Business Ethics. Vol. 87. pp. 91-
109.  
Brousseau, E. and Penard, T. (2006). The economics of digital business models: A frame-
work for analysing the economics of platforms. Review of Network Economics. Vol. 
6(2). pp. 81-110.  
Brown, D. J. and King, J. B. (1982). Small Business Ethics: Influences and Perceptions. 
Journal of Small Business Management. Vol. 20(1). pp. 11-18. 
Brown, M. T. (2005). Corporate Integrity. Rethinking organizational ethics and leadership. 
Cambridge: Cambridge University Press.  
Brûlé, T. (2005). Frustration and the great European office furniture hunt. Financial Times. 
19 November 2005. URL: http://www.ft.com/intl/cms/s/b680f346-58a0-11da-90dd-
0000779e2340,Authorised=false.html?_i_location=http%3A%2F%2Fwww.ft.com%2
Fcms%2Fs%2F0%2Fb680f346-58a0-11da-90dd-
0000779e2340.html%3Fsiteedition%3Dintl&siteedition=intl&_i_referer= 
[31.05.2014] 
Bruni, L. and Uelmen, A. J. (2006). Religious values and Corporate Decision Making: The 
Economy of Communion Project. Fordham University Journal of Corporate & Finan-
cial Law. Vol. 9. pp. 645-680.  
Bryant, J. W. (2003). The six dilemmas of collaboration: inter organisational relationships 
as drama. Wiley: Chichester. 
Bryman, A. (2004). Quantity and Quality in Social Research. London and New York: 
Routledge. 
Bryson, J. M. (2011). Strategic Planning for Public and Nonprofit Organisations – A Guide 
to Strengthening and Sustaining Organisational Achievement. Fourth Edition. San 
Francisco: Jossey-Bass. 
Bryson, J. M., Cunningham, G. J. and Lokkesmoe, K. J. (2002). What to Do When Stake-
holders Matter. The Case of Problem Formulation for the African American Men Pro-
ject of Hennepin County, Minnesota. Public Administration Review. Vol. 62(5). pp. 
568-584. 
244 
Buchholz, R. A. and Rosenthal, S. B. (2005). The spirit of entrepreneurship and the qualities 
of moral decision making: Toward a unifying framework. Journal of Business Ethics. 
Vol. 60(1). pp. 307–315. 
Bundesverfassung (2012). Bundesverfassung der Schweizer Eidgenossenschaft. URL: 
http://www.admin.ch/ch/d/sr/101/index.html [03.09.2013] 
C2C (2015). Das Konzept. URL: http://c2c-ev.de/ [06.09.2015] 
Caliendo, M., Fossen, F. and Kritikos, A. (2012). Trust, positive reciprocity, and negative 
reciprocity: Do these traits impact entrepreneurial dynamics? Journal of Economic 
Psychology. Personality and Entrepreneurship. Vol. 33(2). pp. 394–409. 
Calton, J. M and Payne, S. L. (2003). Coping with paradox: Multistakeholder learning dia-
logue as a pluralist sensemaking process for addressing messy problems. Business So-
ciety. Vol. 42(1). pp. 7-42. 
Campanovo, G. and Pigneur, Y. (2003). Business model analysis applied to mobile business. 
Proceedings of the 5th International Conference on Enterprise Information Systems. 
April 23-26. Angers. 
Campbell, J. L. (2006). Institutional Analysis and the Paradox of Corporate Social Respon-
sibility. American Behavioural Scientist. Vol. 49. pp. 925-938.  
Campbell, J. L. (2007). Why would corporations behave in socially responsible ways? An 
institutional theory of corporate social responsibility. Academy of Management Re-
view. Vol. 32(3). pp. 946-967.  
Campbell, J. L. and Pedersen, O. K. (2005). The varieties of Capitalism and Hybrid Success: 
Denmark in the Global Economy. Working Paper No. 18. Copenhagen: Business 
School. 
Campopiano G., De Massis A. and Cassia, L. (2012). Corporate Social Responsibility: A 
Survey among SMEs in Bergamo. Procedia - Social and Behavioral Sciences. Vol. 62. 
pp. 325-341. 
Cañón-de-Francia, J. and Garcés-Ayerbe, C. (2009). ISO 14001 Environmental Certifica-
tion: A Sign Valued by the Market? Environmental & Resource Economics. Vol. 36. 
pp. 295-311. 
Cañón-de-Francia, J., Garcés-Ayerbe, C. and Ramìrez-Alesón, M. (2007). Are More Innova-
tive Firms Less Vulnerable to New Environmental Regulation? Environmental & Re-
source Economics. Vol. 44. pp. 245-262. 
Carney, M. (2005). Corporate governance and competitive advantage in family firms. En-
trepreneurship Theory and Practice. Vol. 29. pp. 249-265. 
Carroll, A. B. (1979). A Three-Dimensional Conceptual Model of Corporate Performance. 
The Academy of Management Review. Vol. 4(4). pp. 497-505. 
245 
Carroll, A. B. (1991). The Pyramid Of Corporate Social Responsibility: Toward the Moral 
Management of Organisational Stakeholders. Business Horizons. Vol. 34. pp. 39-48. 
Carroll, A. B. (1999). Corporate social responsibility: evolution of a definitional construct. 
Business and Society. Vol. 38(3). pp. 268-295. 
Carroll, A. B. and Shabana, K. M. (2010). The Business Case for Corporate Social Respon-
sibility. International Journal of Management Review. Vol. 12(1). pp. 85-105. 
Casadesus-Masanell, R. and Ricart, J. E. (2010). From strategy to business models and to 
tactics. Long Range Planning. Vol. 43. pp. 195-215.  
Cassimon, D., Engelen, P.-J. and Van Liedekerke, L. (2015). When Do Firms Invest in Cor-
porate Social Responsibility? A Real Option Framework. Journal of Business Ethics. 
published online. URL: http://link.springer.com/article/10.1007%2Fs10551-015-2539-
y [04.06.2015] 
Casson, M. (2010). Entrepreneurship: Theory, Networks, History. Cheltenham: Edward El-
gar. 
Castelló, I. and Lozano, J. M. (2011). Searching for New Forms of Legitimacy through Cor-
porate Responsibility Rhetoric. Journal of Business Ethics. Vol. 100(1). pp. 11-29. 
CDI (2011). Supported Education. Forschungsbericht Schweiz. URL: 
http://www.cdi.unisg.ch/de/volkswirtschaft/forschung/supportededucation 
[24.04.2014]. 
Chan, K.-Y., Uy, M. A., Chernyshenko, O. S., Ho, M.-H. R. and Sam, Y.-L. (2015). Person-
ality and entrepreneurial, professional and leadership motivation. Personality and In-
dividual Differences. Vol. 77. pp. 161-166.  
Chesbrough, H. W. and Rosenbloom, R. S. (2002). The role of the business model in captur-
ing value from innovation: Evidence from Xerox Corporation’s technology spinoff 
companies. Industrial and Corporate Change. Vol. 11. pp. 533-534.  
Chau, L. L. and Siu, W. (2000). Ethical decision making in corporate entrepreneurial organ-
izations. Journal of Business Ethics. Vol. 23(4). pp. 365–375. 
Chin, M. K., Hambrick, D. C. and Treviño, L. K. (2013). Political Ideologies of CEOs: The 
Influence of Executives' Values on Corporate Social Responsibility. Administrative 
Science Quarterly. Vol. 58(2). pp. 197-232. 
Chou, C.-J. (2014). Hotels’ environmental policies and employee personal environmental 
beliefs: interactions and outcomes. Tourism Management. Vol. 40. pp. 436-446.  
Chrisman, J. J. and Archer, R. W. (1984). Small Business Social Responsibility: Some Per-
ceptions and Insights. American Journal of Small Business. Vol. 9(2). pp. 46-58. 
Chrisman, J. J. and Fry, F. L. (1982). Public versus Business Expectations: Two Views on 
Social Responsibility of Small Business. Journal of Small Business Management. Vol. 
20(1). pp. 19-26 
246 
Christmann, P. and Taylor, G. (2001). Globalization and the environment: Determinants of 
firm self-regulation in China. Journal of International Business Studies. Vol. 32. pp. 
439-458. 
Christen Jakob, M. (2012). Corporate Social Responsibility in Schweizer KMU. In Wehner 
T. and Gentile G. C. (Eds). Corporate Volunteering. uniscope: Publikationen der SGO 
Stiftung. Wiesbaden: Gabler Verlag Springer Fachmedien. pp. 183-202. 
Christensen, C. M (2001). The past and future of competitive advantage. MIT Sloan Man-
agement Review. Vol. 42(2). pp. 105-109.  
Claydon, J. (2011). A new direction for CSR: the shortcomings of previous CSR models and 
the rationale for a new model. Social Responsibility Journal. Vol. 7(3). pp. 405-420. 
Coalition of Swiss NGOs (2010). Switzerland’s Home State Duty to Protect against Corpo-
rate abuse: Analysis of Legislation and needed reforms in Switzerland to strengthen 
corporate accountability regarding human rights and environmental abuses. URL: 
http://www.ivr.uzh.ch/institutsmitglieder/kaufmann/archives/hs11/humanrights/23_Sw
itzerlandsHomeStateDutyToProtectAgainstCorporateAbuse.pdf [15.12.2013] 
Cooperrider, D. L. and Srivastva, S. (1987). Appreciative inquiry in organisational life. In 
Pasmore W. and Woodman, R. (Eds.). Research in Organisational Change and De-
velopment. Vol. 1. JAI Press: Greenwich CT. pp. 129-169. 
Coppa, M. and Sriramesh, K. (2013). Corporate social responsibility among SMEs in Italy. 
Public Relation Review. Vol. 39. pp. 30-39. 
Cordano, M., Marshall, R. S. and Silverman, M. (2010). How do small and medium enter-
prises go “green”? A study of environmental management programs in the US wine 
industry. Journal of Business Ethics. Vol. 92(3). pp. 463-478. 
Cordeiro, J. J. and Sarkis, J. (1997). Environmental proactivism and firm performance: Evi-
dence from security analyst earnings forecasts. Business Strategy and the Environ-
ment. Vol. 6(2). pp. 104-114.  
Crane, A., Matten, D. and Spence, L. J. (2013). Corporate Social Responsibility in a Global 
Context. In Crane, A., Matten, D. and Spence, L. J.(Edits.). Corporate Social Respon-
sibility: readings and Cases in a Global Context. 2nd edition. Abington: Routledge. 
pp. 3-26. URL: http://ssrn.com/abstract=2322817 [03.08.2014] 
Credit Suisse (2014). Erfolgsfaktoren für Schweizer KMUs – Perspektiven und Herausfor-
derungen im Export. Swiss Issue Branches. June 2014. URL: https://www.credit-
suisse.com/media/production/pb/docs/unternehmen/kmugrossunternehmen/cs-kmu-
studie-de.pdf [06.08.2014] 
Creswell, J. W. (2007). Qualitative inquiry & research design: choosing among five ap-
proaches. Thousand Oaks: Sage Publications.  
247 
Crisp, J., Pelletier, D., Duffield, C., Adams, A. and Nagy, S. (1997). The Delphi method? 
Nursing Research. Vol. 46(2). pp. 116-118. 
Curran, J. and Blackburn, R. (1994). Small Firms and Local Economic Networks: The Death 
of the Local Economy? London: Paul Chapman. 
D’Aprile, G. and Taló, C. (2013). Measuring Corporate Social responsibility as a Psycholog-
ical Construct: A New Multidimensional Scale. Employee Responsibility Rights. Vol. 
26(3). pp. 153-175. 
Dahlsrud, A. (2008). How Corporate Social Responsibility is Defined: An Analysis of 37 
Definitions. Corporate Social Responsibility and Environmental Management. Vol. 
15. pp. 1-13. 
David, H. A. (1988). The method of paired comparisons. London: C. Griffin. 
Day, N. and Hudson, D. (2010). US small company leaders’ religious motivation and other-
directed organisational values. International Journal of Entrepreneurial Behaviour & 
Research. Vol. 17(4). pp. 361-379.  
De la Cruz Déniz Déniz, M. and Katiuska Cabrera Suárez, M. (2005). Corporate Social Re-
sponsibility and Family Business in Spain. Journal of Business Ethics. Vol. 56(1). pp. 
27-41. 
Deci, E. L., Koester, R. and Ryan, R. M. (1999). A meta-analytic review of experiments ex-
amining the effects of extrinsic rewards on intrinsic motivation. Psychological Bulle-
tin. Vol. 125(6). pp. 627-668. 
Deegan, C. (2002). The legitimising effect of social and environmental disclosures – a theo-
retical foundation. Accounting, Auditing & Accountability Journal. Vol. 15(3). pp. 
282-311.  
Del Baldo, M. (2010a). Corporate social responsibility and corporate governance in Italian 
SMEs: the experience of some „spirited businesses“. Journal of Management Govern-
ance. published online. URL: http://link.springer.com/article/10.1007%2Fs10997-009-
9127-4 [04.09.2014] 
Del Baldo, M. (2010b). Corporate social responsibility and corporate governance govern-
ance in Italian SMEs: towards a “territorial” model based on small “champions” of 
CSR?” International Journal of Sustainable Society. Vol. 2(3). pp. 215-247. 
Del Baldo, M. (2013). Entrepreneurial Virtues in CSR-Oriented SMEs. Reflections in Theo-
ry and Practice. World Journal of Social Sciences. Vol. 3(6). pp. 126-142.  
Del Baldo, M. and Baldarelli, M. G. (2015). From weak to strong CSR: the experience of 
the EoC (Economy of Communion) industrial parks in Germany and Italy. uwf Um-
weltWirtschaftsforum. Vol. 23. pp. 213-226. 
248 
Del Baldo, M., Demartini, P., Cesaroni, F. M. and Paoloni, P. (2014). Intangibles and Entre-
preneurial Capital. International Conference of the Society for Global Business and 
Economic Development. Acona. July 2014. pp. 14-27.  
Demuijnck, G. and Ngnodjom, H. (2013). Responsibility and Informal CSR in Formal Cam-
eroonian SMEs. Journal of Business Ethics. Vol. 112. pp. 653-665. 
Dendler, L. and Dewick, P. (2014). Institutional entrepreneurship and sustainable consump-
tion and production: national processors and institutional change in China’s dairy in-
dustry. Conference Paper Corporate Responsibility Research Conference CRRC 2014. 
Denzin, N. K. and Lincoln, Y. S. (2011). The Sage Handbook for Qualitative Research. 
London: Sage. 
Der Blaue Engel (2010). Grundsätze zur Vergabe. June 2010. URL: https://www.blauer-
engel.de/sites/default/files/pages/downloads/der-blaue-engel-umweltzeichen-mit-
markenwirkung/vergabegrundsaetze-2010.pdf [06.09.2015] 
Der Grüne Punkt (2015). Duales System Deutschland. URL: http://www.gruener-punkt.de/ 
[23.09.2015] 
Dew, N. and Sarasvathy, S. D. (2007). Innovations, stakeholders and entrepreneurship. 
Journal of Business Ethics. Vol. 74(3). pp. 267–283. 
DiMaggio, P., J. and Powell, W., W. (1983). The iron cage revisited: Institutional isomor-
phism and collective rationality in organisational fields. American Sociological Re-
view. Vol. 48. pp. 147-160. 
Dobers, P. and Springett, D. (2010). Corporate Social Responsibility: Discourse, narratives 
and communication. Corporate Social Responsibility and Environmental Manage-
ment. Vol. 17(2). pp. 63-69. 
Donohoe, H. M. and Needman, R. J. (2009). Moving best practice forward: Delphi charac-
teristics, advantages, potential problems, and solutions. International Journal of Tour-
ism Research. Vol. 11. pp. 415-437. 
Dresing, T. and Pehl, T. (2011). Praxisbuch Transkription. Regelsystem, Software und prak-
tische Anleitung für qualitative ForscherInnen. 3. Auflage. Eigenverlag, Marburg. 
Drews, M. (2010). Measuring the business and societal benefits of corporate responsibility. 
Corporate Governance. Vol. 10(4). pp. 421-431. 
Du, D., Swaen, V., Lindgreen, A. and Sen, S. (2013). The Roles of Leadership styles in 
Corporate Social Responsibility. Journal of Business Ethics. Vol. 114. pp. 155-169.  
Du, S. and Vieira, E. T. (2012). Striving for Legitimacy Through Corporate Social Respon-
sibility: Insights from Oil Companies. Journal of Business Ethics. Vol. 110(4). pp. 
413-427. 
249 
Economiesuisse (2012). Petition «Recht ohne Grenzen» schiesst am Ziel vorbei. URL: 
http://www.economiesuisse.ch/de/themen/reg/regulatorisches/seiten/_detail.aspx?artid
=petition-recht-ohne-grenzen [14.08.2013] 
Ede, F. O., Panigrahi, B., Stuart, J. and Calcich, S. (2000). Ethics in small minority business. 
Journal of Business Ethics. Vol. 26(2). pp. 133-146. 
Edwards, P., Ram, M. and Black, J. (2004). Why does employment legislation not damage 
small firms? Journal of Law and Society. Vol. 31(2). pp.245-265. 
Edvinsson, L. and Malone, M. (1997). Intellectual capital: realising your company’s true 
values by finding its hidden brainpower. New York: Harper Collins. 
El Baz, J., Laguir, I., Marais, M. and Staglianò, R. (2014). Influence of National Institutions 
on the Corporate Social Responsibility Practices of Small- and Medium-sized Enter-
prises in the Food-processing Industry: Differences Between France and Morocco. 
Journal of Business Ethics. Published online.  
Electrolux (2012a). Ethical business and safe workplaces. URL: 
http://annualreports.electrolux.com/2010/en/sustainability/fourkeyissues/performancer
eviewet/performance-review-.html [23.05.2013] 
Electrolux (2012b). Sustainability: Priorities and Progress. URL: 
http://annualreports.electrolux.com/2011/en/sustainability/prioritiesandprogre/prioritie
s-and-prog.html [03.01.2013] 
Elochukwu Okafor, C. (2014). Ownership and Corporate Social Responsibility: An Empiri-
cal Investigation on Data from the Nigerian Industry. Corporate Responsibility Re-
search Conference CRRC 2014. 
EMAS (2008). Factsheet. May 2008. URL: 
http://www.emas.de/fileadmin/user_upload/04_ueberemas/PDF-
Dateien/Unterschiede_iso_en.pdf [06.09.2015] 
Emerald Insight (2014). Ten Top Tips for Small and medium enterprise (SME) success. 
Strategic decision. Vol. 30(2). pp. 14-17.  
Enderle, G. (2004). Global competition and corporate responsibilities of small and medium-
sized enterprises. Business Ethics: A European Review. Vol. 13(1). pp. 51-63. 
Enquete Commission of the German Bundestag (2002). Zukunft des Bürgerschaftlichen En-
gagements des Deutschen Bundestages. In. German Bundestag (Ed.) (2002). Bürger-
schaftliches Engagement von Unternehmen. Schriftenreihe. Band 2. Opladen. 
Epstein, M. and Roy, M. (2003). Making the business case for sustainability. Journal of 
Corporate Citizenship. Vol. 9. pp. 79-96.  
Erikson, T. (2002). Entrepreneurial capital: The emerging venture’s most important asset 
and competitive advantage. Journal of Business Venturing. Vol. 17(3). pp. 127-290.  
250 
Ethos Swiss Foundation for Sustainable Development (2012). About us. URL: 
http://www.ethosfund.ch/e/ethos-foundation/ethos-foundation.asp [30.10.2013] 
Etzioni, A. (1988). The Moral Dimension: Towards a New Economics. New York: The Free 
Press.  
European Commission (2011). A renewed EU strategy 2011-14 for Corporate Social Re-
sponsibility. URL: http://eur-
lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2011:0681:FIN:EN:PDF 
[17.08.2014]. 
European Commission (2015). Ecolabel Catalogue. 08.09.2015. URL: 
http://ec.europa.eu/ecat/ [23.09.2015] 
European Multistakeholder Forum on CSR (2004a). Final results and recommendations. 
URL: 
http://circa.europa.eu/irc/empl/csr_eu_multi_stakeholder_forum/info/data/en/CSR%20
Forum%20final%20report.pdf [29.04.2014] 
European Multistakeholder Forum on CSR (2004b). Report of the round table on “Fostering 
CSR among SME”. URL: 
http://circa.europa.eu/irc/empl/csr_eu_multi_stakeholder_forum/info/data/en/csr%20fo
rum%20rt%20report%20sme.pdf [29.09.2013] 
Fabrizi, M., Mallin, C. and Michelon, G. (2013). The Role of CEO’s Personal Incentives in 
Driving Corporate Social Responsibility. Journal of Business Ethics. published online. 
Fairtrade (2012). Vision. URL: http://www.fairtrade.net/our_vision.html [28.10.2013] 
Fassin, Y. (2008). SMEs and the fallacy of formalising CSR. Business Ethics: A European 
Review. Vol. 17(4). pp. 364-378.  
Fassin, Y. and van Rossem, A. (2009). Corporate governance in the debate on CSR and Eth-
ics: Sensemaking of social issues in management by authorities and CEOs. Corporate 
Governance. Vol. 17(2). pp. 573-593. 
Fassin, Y., Van Rossem, A. and Buelens, M. (2010). Small-Business Owner-Managers’ Per-
ception of Business Ethics and CSR-related Concepts. Journal of Business Ethics. Vol. 
98. pp. 425-453. 
Fassin, Y., Werner, A., Van Rossem, A., Signori, S., Garriga, E., von Weltzien Hoivik, H. 
and Schlierer, H.-J. (2014). CSR and Related Terms in SME Owner-Managers’ Men-
tal Models in Six European Countries: National Context Matters. Journal of Business 
Ethics. Vol. 128(2). pp. 433-456. 
FCAB/BFK Federal Consumer Affairs Bureau (2014a). Labels und labelähnliche Zeichen in 
der Schweiz. 4. Ausgabe, URL: 
https://www.konsum.admin.ch/fileadmin/customer/PDF/Kennz_Produkte_Dienstleistu
ngen/20140319_--_--_--_--_-3_0001.pdf [acessed 23.04.2013] 
251 
FCAB/BFK Federal Consumer Affairs Bureau (2014b). Themen. 22.07.2014. URL: 
https://www.konsum.admin.ch/de/aktuell/news/ [22.07.2014] 
Federal Administration (2008). Information about Switzerland. 7 July 2008. URL: 
http://web.archive.org/web/20100123153543/http://www.eda.admin.ch/eda/en/home/r
eps/ocea/vaus/infoch.html [03.08.2014] 
Feige, S., Kernstock, J., Brockdorff, B., Hofstetter, S., Koob, C., Kurzmann, H. and Schubi-
ger, N. (2006). Positionierungspotenzial „Swissness“. Universität St. Gallen: St. Gal-
len. 
Fifka, M. S. (2012). The irony of stakeholder management in Germany: The difficulty of 
implementing an essential concept for CSR. UmweltWirtschaftsForum. Vol. 21(1-2). 
pp. 113-118.  
Filbeck, G. and Gorman, R. F. (2004). The Relationship Between Environmental and Finan-
cial Performance of Public Utilities. Environmental and Resource Economics. Vol. 29. 
pp. 137-157. 
Financial Times (2015). Definition of global multinational enterprises. ft lexicon. URL: 
http://lexicon.ft.com/Term?term=global-multinational-enterprises [09.08.2015] 
Fineman, S. (2000). Introduction. pp. 5-31. In: Fineman, S. (edit.). The Business of Green-
ing. London: Routledge. 
FINMA Swiss Financial Market Supervisory Authority (2008). Laws and Ordinances 2008-
2014. URL: http://www.finma.ch/e/regulierung/gesetze/pages/default.aspx 
[28.07.2014] 
Firkin, P. (2003). Entrepreneurial capital. In De Bruin, A. and Dupuis, A. (Eds.). Entrepre-
neurship: new perspectives in a global age. Aldershot: Ashgate Publishing. pp. 57-75. 
Fitjar, R. D. (2011). Little big firms? Corporate social responsibility in small businesses that 
do not compete with big ones. Business Ethics: A European Review. Vol. 20(1). pp. 
30-44.  
Flick, U. (2007). Qualitative Sozialforschung. Eine Einführung. Hamburg: Rowohlts Enzyk-
lopädie. 
Forsyth, D. R. (1992). Judging the morality of business practices: the influence of personal 
moral philosophies. Journal of Business Ethics. Vol. 11(5). pp. 461-470.  
Freeman, R. E. (2010). Strategic management: a stakeholder approach. Cambridge : Uni-
versity Press.  
Freeman, I. and Hasnaoui, A. (2011). The meaning of corporate social responsibility: The 
visions of nations. Journal of Business Ethics. Vol. 100(3) pp. 419-443. 
Freeman, R. E. and Liedtka, J. (1991). Corporate social responsibility: a critical approach - 
corporate social responsibility no longer a useful concept. Business Horizons. July-
August. pp. 92-96. 
252 
Frey, B. S. (1998). Not just for the Money: An Economic Theory of Personal Motivation. 
Cheltham: Edward Elgar.  
Frey, B. S. and Jegen, R. (2001). Motivation crowding theory. Journal of Economic Surveys. 
Vol. 15. pp. 589-611.  
Frey, B. S. and Oberholzer-Gee, F. (1997). The Cost of Price Incentives: An Empirical 
Analysis of Motivation Crowding Out. The American Economic Review. Vol. 87. pp. 
746-755. 
Friedman, M. (1962). Capitalism and Freedom. Chicago: University of Chicago Press. 
Friedman, M. (1970). The Social Responsibility of Business Is To Increase Profits. New 
York Times Magazine. Vol. 13. September 1970. pp. 32-33.  
FCS Forest Stewardship Council (2012). Global Strategy Report. 17 April 2012. URL: 
https://ic.fsc.org/global-strategy.13.htm [06.09.2015] 
FSO Federal Statistical Office (2003). Definitionen. 06 May 2003. URL: 
http://www.bfs.admin.ch/bfs/portal/de/index/themen/06/11/def.html [01.01.2015] 
FSO Federal Statistical Office (2012a). Bildungssystem Schweiz – Indikatoren: Umfeld des 
Bildungssystems - Ausbildende Betriebe. URL: 
http://www.bfs.admin.ch/bfs/portal/de/index/themen/15/17/blank/01.indicator.403302.
4031.html [20.04.2014] 
FSO Federal Statistical Office (2012b). Panorama: Industrie und Dienstleistungen. URL: 
http://www.bfs.admin.ch/bfs/portal/de/index/themen/06/01/pan.Document.118137.pdf 
[03.09.2014] 
FSO Federal Statistical Office (2013). Statistik der Unternehmensstruktur 2011. URL: 
http://www.bfs.admin.ch/bfs/portal/de/index/themen/06/01/new/nip_detail.html?gnpI
D=2013-716 [06.03.2014] 
Fukukawa, K. and Moon, J. (2004). A Japanese Model for Corporate Social Responsibility?: 
A study of website reporting. Journal of Corporate Citizenship. Vol. 16. pp. 45-59.  
Fuller, T. and Tian, Y. (2006). Social and symbolic capital and responsible entrepreneurship: 
an empirical investigation of SME narratives. Journal of Business Ethics. Vol. 67(3). 
pp. 287-304. 
Gabler (2015). Gabler Wirtschaftslexikon. URL: http://wirtschaftslexikon.gabler.de/ 
[08.08.2015] 
Gabrielsson, J. and Huse, M. (2005). Outside directors in SME Boards: A call for theoretical 
reflections. Corporate Board: role, duties and composition. Vol. 1(1). pp. 28-37. 
Gadenne, D. L., Kennedy, J. and McKeiver, D. (2009). An empirical study of environmental 
awareness and practices in SMEs. Journal of Business Ethics. Vol. 84. pp. 45-63.  
Garriga, N. and Melé, D. (2004). Corporate social responsibility theories: mapping the terri-
tory. Journal of Business Ethics. Vol. 53(1). pp. 52-72. 
253 
Gebauer, J. and Mewes, H. (2015). Qualität und Suffizienz in stabilitätsorientierten KMU, 
Unternehmensansätze für die Postwachstumsgesellschaft. UmweltWirtschaftsForum. 
Vol. 23(1-2). pp. 33-40.  
Gentile, G. C. (2012). Gemeinschaft und Gesellschaft. In Wehner T. and Gentile G. C. 
(Eds). Corporate Volunteering. uniscope: Publikationen der SGO Stiftung. Wiesbaden: 
Gabler Verlag Springer Fachmedien. pp. 173-180. 
Gentile, G. C. and Lorenz, C. (2012). Schweizer Unternehmen als gute Bürger - Eine Tradi-
tion im Wandel der Zeit. In Wehner T. and Gentile G. C. (Eds). Corporate Voluntee-
ring. uniscope: Publikationen der SGO Stiftung. Wiesbaden: Gabler Verlag Springer 
Fachmedien. pp. 79-89. 
Gephard, R. P. (2004). From the Editors: Qualitative Research and the Academy of Man-
agement Journal. Academy of Management Journal. Vol. 47(4). pp. 454-462.  
Global Research (2015). Global Economy. 26.08.2015. URL: 
http://www.globalresearch.ca/theme/global-economy [23.09.2015] 
Godfrey, P. (2005). The relationship between corporate philanthropy and shareholder 
wealth: A risk management perspective. Academy of Management Review. Vol. 30. 
Pp. 777-798. 
Gold, L. (2004). The sharing economy: solidarity networks transforming globalisation. Bur-
lington: Ashgate,  
Gold, L. (2010). New financial horizons: the emergence of an economy of communion. New 
York: New City Press. 
Gond, J.-P., Grubnic, S., Herzig, Ch. and Moon, J. (2012). Configuring management control 
systems: Theorizing the integration of strategy and sustainability. Management Ac-
counting Research. Vol. 23. pp. 205-223.  
González-Rodríguez, M. R., Díaz-Fernández, M. C. and Simonetti, B. (2015). The social, 
economic and environmental dimensions of corporate social responsibility: The role 
played by consumers and potential entrepreneurs. International Business Review. Vol. 
24. pp. 836-848. 
Gowri, A. (2007). On corporate virtue. Journal of Business Ethics. Vol. 70. pp. 391-400.  
Graafland, J. J. and Eijffinger, S. C. W. (2004). Corporate Social Responsibility of Dutch 
Companies: Benchmarking, Transparency and Robustness. De Economist. Vol. 
152(3). pp. 403-426.  
Graafland, J. J. and Mazereeuw-Van der Duijn Schouten, C. (2012). Motives for Corporate 
Social Responsibility. De Economist. Vol. 160. pp. 377-396. 
Graafland, J. J. and van de Ven, B. (2006). Strategic and moral motivation for Corporate So-
cial Responsibility. JCC22. Summer 2006. pp. 111-123. 
254 
Greening, D. W. and Turban, D. B. (2000). Corporate social performance as a competitive 
advantage in attracting a quality work force. Business & Society. Vol. 39(3). pp. 254-
280. 
GRI (2010). GRI publishes ISO 26000 linkage document on Social Responsibility. URL: 
https://www.globalreporting.org/information/news-and-press-center/Pages/GRI-
publishes-ISO-26000-linkage-document-on-Social-Responsibility-.aspx [03.09.2013] 
GRI (2010b). GRI and ISO 26000: How to use the GRI Guidelines in conjunction with ISO 
26000. URL: https://www.globalreporting.org/resourcelibrary/How-To-Use-the-GRI-
Guidelines-In-Conjunction-With-ISO26000.pdf [03.09.2013] 
GRI (2011). ISO and Global Reporting Initiative increase cooperation on sustainable de-
velopment. URL: https://www.globalreporting.org/information/news-and-press-
center/Pages/ISO-and-Global-Reporting-Initiative-increase-cooperation-on-
sustainable-development.aspx [03.09.2013] 
GRI (2012). Certified training Program. URL. 
https://www.globalreporting.org/SiteCollectionDocuments/CTP-Modules-electronic-
version.pdf [19.10.2013] 
Gui, B. and Sugden, R. (2005). Economics and social interactions: accounting for interper-
sonal relations. Cambridge: Cambridge University Press. 
Haake, S. (2002). National business systems and industry-specific competitiveness. Organi-
sational Studies. Vol. 23(5). pp. 711-736.  
Habermas, J. (1984). The theory of communicative action. Vol. 1. Reasons and the Ration-
alization of Society. Boston, MA: Bacon Press. 
Hall, P. A. and Soskice, D. (2001). Varieties of Capitalism – The Institutional Foundations 
of Comparative Advantage. Oxford University Press: Oxford. 
Hall, J.and Rosson, P. (2006). The impact of technological turbulence on entrepreneurial be-
havior, social norms and ethics: Three internet-based cases. Journal of Business Eth-
ics. Vol. 64(3). pp. 231–248. 
Hamal, G. (2000). Leading the Revolution. Boston: Harvard Business School Press. 
Hannafey, F. T. (2003). Entrepreneurship and ethics: A literature review. Journal of Busi-
ness Ethics. Vol. 46(2). pp. 99–110.  
Hansla, A., Gamble, A., Juliusson, A. and Gärling, T. (2008). The relationship between 
awareness of consequences, environmental concern, and value orientation. Journal of 
Environmental Psychology. Vol. 28(1). pp. 1-9. 
Harris, J. D., Sapienza, H. and Bowie, N. E. (2009). Ethics and entrepreneurship. Journal of 
Business Venturing. Vol. 24(5). pp. 407–418. 
Harris, D. and Martinez, J. (1994). Is strategy different for the family owned business? Fam-
ily Business Review. Vol. 7(2). pp. 159-174. 
255 
Hassel, L., Nilsson, H. and Nyquist, S. (2005). The value relevance of environmental per-
formance. European Accounting Review. Vol. 14. pp. 41-62.  
Hasson, F., Keeney, S. and McKenna, H. (2000). Research guidelines for the Delphi survey 
technique. Journal of Advanced Nursing. Vol. 32(4). pp. 1008-1015. 
Hatak, I., Floh, A. and Zauner, A. (2015). Working on a dream: sustainable organisational 
change in SMEs using examples of the Austrian wine industry. Review of Managerial 
Science. Vol. 9(2). pp 285-315. 
Hedman, J. and Kalling, T. (2003). The business model concept: theoretical underpinnings 
and empirical illustrations. European Journal of Information Systems. Vol. 12(1). pp. 
49-59.  
Helmig, B., Lichtsteiner, H. and Gmür, M. (2010). Der dritte Sektor in der Schweiz. Lander-
studie zum Johns Hopkins Comparative Nonprofit Sector Project (CNP). Bern: Haupt 
Verlag. 
Hemingway, C. A. (2005). Personal values as a catalyst for corporate social entrepreneur-
ship. Journal of Business Ethics. Vol. 60(3). pp. 233-249. 
Hemingway, C. A. and Maclagan, P. W. (2004). Managers’ Personal Values as Drivers of 
Corporate Social Responsibility. Journal of Business Ethics. Vol. 50(1). pp. 33-44. 
Henderson, D. (2001). Misguided Virtue: False Notions of Corporate Social Responsibility. 
Hobart Papers, Institute of Economic Affairs IEA. Vol. 142. pp. 1-170. 
Höllerer, M. A. (2013). From Taken-for-Granted to Explicit Commitment: The Rise of CSR 
in a Corporatist Country. Journal of Management Studies. Vol. 50(4). pp. 573-606. 
Høgevold, N. M., Svensson, G., Wagner, B., Petzer, D. J., Klopper, H. B., Sosa Varela, J. 
C., Padin, C. and Ferro, C. (2014). Sustainable business models – Corporate reasons, 
economic effects, social boundaries, environmental actions and organisational chal-
lenges in sustainable business practices. Baltic Journal of Management. Vol. 9(3). pp. 
357-380.  
Hornsby, J. S., Naffziger, D. W., Kuratko, D. F. and Montagno, R. V. (1993). An interactive 
model of the corporate entrepreneurship process. Entrepreneurship: Theory and Prac-
tice. Vol. 17(2). pp. 29–37.  
Hornsby, J. S., Kuratko, D. F., Shepherd, D. A., and Bott, J. P. (2009). Managers’ corporate 
entrepreneurial actions: Examining perception and position. Journal of Business Ven-
turing. Vol. 24(3). pp. 236–247. 
Huang, S. K. (2013). The Impact of CEO Characteristics on Corporate Sustainable Devel-
opment. Corporate Social Responsibility and Environmental Management. Vol. 20(4). 
pp. 234-244. 
Hurka, T. (2001). Virtue, Vice, and Value. Oxford: Oxford University Press. 
256 
Humphreys, N., Robin, D. P., Reidenbach, R. E. and Moak, D. L. (1993). The ethical deci-
sion making process of small business owner/managers and their customers. Journal 
of Small Business Management. Vol. 31(3). pp. 9–22. 
Il Park, B. and Ghauri, P. N. (2015). Determinants influencing CSR practices in small and 
medium sized MNE subsidiaries: A stakeholder perspective. Journal of World Busi-
ness. Vol. 50. pp. 192-204.  
Isaac-Kesseli, Y and Ziltener, A. (2012). Nachhaltigkeitsbericht nach Global Reporting Ini-
tiative - Ein wertvolles Management-Informationssystem. Der Schweizer Treuhänder. 
Vol. 6-7. pp. 455-458. 
International Labour Organisation (2006), The Tripartite declaration of principles concern-
ing multinational enterprises and social policy (MNE Declaration). URL: 
http://www.ilo.org/empent/Publications/WCMS_094386/lang--en/index.htm 
[27.07.2014] 
International Organization for Standardization (2010a). ISO 26000 project overview. 
URL:http://www.iso.org/iso/iso_catalogue/management_and_leadership_standards/so
cial_responsibility/sr_iso26000_overview.htm 04.05.2012 [04.05.2014] 
International Organization for Standardization (2010b). Discovering ISO 26000. URL: 
http://www.iso.org/iso/iso_catalogue/management_and_leadership_standards/social_r
esponsibility/sr_discovering_iso26000.htm 04.05.2012 [04.05.2012] 
International Organization for Standardization (2010c). Schematic Overview of ISO 26000. 
URL: http://www.iso.org/iso/sr_schematic-overview.pdf [04.05.2012] 
ISO (2012). Project Overview. URL: 
http://www.iso.org/iso/iso_26000_project_overview.pdf [03.09.2013] 
ISO Focus (2010). Interview with Joost Martens from Consumers International. URL: 
http://www.consumersinternational.org/media/519697/iso%20focus%2010-10_e%20-
%20guestinterview%20(2).pdf [03.09.2013] 
ISO working group on Social Responsibility (2006) URL: 
http://isotc.iso.org/livelink/livelink/fetch/2000/2122/830949/3934883/3935096/07_gen
_info/faq.html [05.05.2014] 
ISO (2012). Certification to ISO management system standards. URL. 
http://www.iso.org/iso/home/standards/certification.htm [03.09.2013] 
Jamali, D. (2008). A stakeholder approach to corporate social responsibility: a fresh perspec-
tive into theory and practice. Journal of Business Ethics. Vol. 82(2). pp. 213-231.  
Jamali, D. and Mirshak, R. (2007). Corporate Social Responsibility (CSR): Theory and 
Practice in a Developing Country Context. Journal of Business Ethics. Vol. 72. pp. 
243-262. 
257 
Jamali, D. and Sdiani, Y. (2013). Does religiosity determine affinities to CSR? Journal of 
Management, Spirituality & Religion. Vol. 10(4). pp. 309-323.  
Jamali, D., Zanhour, M. and Kehishian, T. (2009). Peculiar strengths and relational attrib-
utes of SMEs in the context of CSR. Journal of Business Ethics. Vol. 87(3). pp. 355-
377. 
Jammulamadaka, N. (2013). The responsibility of corporate social responsibility in SMEs. 
International Journal of Organisational Analysis. Vol. 21(3). pp. 385-395.  
Jenkins, H. (2004). A critique of conventional CSR theory: an SME Perspective. Journal of 
General Management. Vol. 29(4). pp. 37-57. 
Jenkins, H. (2006). Small business champions for corporate social responsibility. Journal of 
Business Ethics. Vol. 67(3). pp. 241-256. 
Johnson, G., Scholes, K. and Whittington, R. (2008). Exploring Corporate Strategy: Text 
and Cases. 8th edition. Harlow: Financial Times Prentice Hall. 
Jones, T. M. and Wicks, A. C. (1999). Convergent stakeholder theory. Academy of Man-
agement Review. Vol. 24. pp. 206-221. 
Justice, D. W. (2002). Corporate Social Responsibility: Challenges and Opportunities for 
Trade Unionists. URL: http://library.fes.de/pdf-files/gurn/00091.pdf [02.09.2015] 
Kakabadse, N., Rozuel, C. and Lee-Davies, L. (2005). Corporate social responsibility and 
stakeholder approach: a conceptual review. International Journal of Business Govern-
ance and Ethics. Vol. 1(4). pp. 227-302.  
Kalakou, S. and Macário, R. (2013). An innovative framework for the study and structure of 
airport business models. Case Studies on Transport Policy. Vol. 1. pp. 2-17.  
Karapetrovic, S. and Jonker, J., (2003). Integration of standardized management systems: 
Searching for a recipe and ingredients. Total Quality Management. Vol. 14(4). pp. 
451–459. 
Kaplan, R. S. and Norton, D. P. (1992). The Balanced Scorecard - Measures that Drive Per-
formance. Harvard Business Review. Vol. 70(1). pp. 71-79. 
Kassensturz (2014). Tradition statt Hightech: Bewusst essen, besser leben. 04.08.2014. 
URL: http://www.srf.ch/kultur/gesellschaft-religion/tradition-statt-hightech-bewusst-
essen-besser-leben [13.08.2014] 
Katsoulakos, P. and Katsoulakos, Y. (2007). Integrating corporate responsibility principles 
and stakeholder approaches into mainstream strategy: a stakeholder-oriented and inte-
grative strategic management framework. Corporate Governance. Vol. 7(4). pp. 355-
369. 
Kaynak, E. and Macaulay, J. (1984). The Delphi technique in the measurement of tourism 
market potential: the case of Nova Scotia. Tourism Management. Vol. 5(2). pp. 87-
101.  
258 
Kilbourne, W., Grünhagen, M. and Foley, J. (2005). A cross-cultural examination of the re-
lationship between materialism and individual values. Journal of Economic Psycholo-
gy. Vol. 26. pp. 624-641.  
Kilbourne, W. and Pickett, G. (2008). How materialism affects environmental beliefs, con-
cerns, and environmentally responsible behaviour. Journal of Business Research. Vol. 
61. pp. 885-893.  
Kirzner, I. (1997). Entrepreneurial Discovery and The Competitive Market Process. An Aus-
trian Approach. Journal of economic literature. Vol. 35. pp. 60-85. 
Kitzinger, J. (1994). The methodology of focus groups: The importance of interaction be-
tween reserach participants. Sociology of Health and Illness. Vol. 16(1). pp. 103-121.  
Kleinrichert, D. (2008). Ethics, power and communities: corporate social responsibility re-
visited. Journal of Business Ethics. Vol. 78(3). pp. 475-586. 
Knight, F. H. (1964). Risk, uncertainty and Profit. New York: Augustus M. Keller. 
Kohlberg, L. (1971). From Is to Ought. In Mischel T. (Edit.). Cognitive development and 
epistemology. New York: Academic Press. pp.151-235. 
Konrad, A., Martinuzzi, A. and Steurer, R. (2008). When Business Association and a Feder-
al Ministry Jointly consult Civil Society: a CSR Policy Case Study on the Develop-
ment of the CSR Austria Guiding Vision. Corporate Social Responsibility and Envi-
ronmental Management. Vol. 15. pp. 270-280.  
Konsumentenforum (2014). Information. URL: http://www.konsum.ch/information 
[13.07.2014] 
Kostjuk, K. (2005). Russia: The Thin Line Between Small Businesses and Big Politics. In 
Habisch, A., Jonker, J., Wegner, M., Schmidpeter, R. (Eds.). CSR across Europe. Ber-
lin: Springer. pp. 13-22. 
Kotler, P. and Lee, N. (2005). Corporate social responsibility: Doing the most good for your 
company and your cause. Hoboken, NJ: Wiley. 
KPMG (2011). International Corporate Responsibility Reporting Survey 2011. URL. 
http://www.kpmg.com/global/en/issuesandinsights/articlespublications/corporaterespo
nsibility/pages/2011-survey.aspx [05.06.2014] 
Kriesi, H. (1980). Entscheidungsstrukturen und Entscheidungsprozesse in der Schweizer Po-
litik. Frankfurt: Campus Verlag. 
Kronenwett, M. und Schönhuth, M. (2011). VennMaker Anwenderhandbuch. Version 1.2. 
URL: http://vennmaker.uni-trier.de/dl/VennMaker_1_2_Anwenderhandbuch.pdf 
[10.02.2013] 
Kuratko, D. F., Morris, M. H., and Schindehutte, M. (2015). Understanding the dynamics of 
entrepreneurship through framework approaches. Small Business Ecomomics. Vol. 45. 
pp. 1-13.  
259 
Kuratko, D. F. and Goldsby, M. G. (2004). Corporate entrepreneurs or rogue middle manag-
ers?. A framework for ethical corporate entrepreneurship. Journal of Business Ethics. 
Vol. 55(1). pp. 13–30. 
Kurucz, E., Colbert, B. and Wheeler, D. (2008). The Business Case for Corporate Social Re-
sponsibility. In Crane, A., McWilliams, A., Matten, D., Moon, J. and Siegel, D. (Eds.). 
The Oxford Handbook of Corporate Social Responsibility. Oxford: Oxford University 
Press. pp. 83-112. 
Kvale, S. (1994). Ten standard Objections to Qualitative Research Interviews. Journal of 
Phenomenological Psychology. Vol. 25(2). pp. 147-173.  
Lähdesmäki, M. and Suutari, T. (2012). Keeping at Armth’s Length or Searching for Social 
Proximity? Corporate Social Responsibility as a Reciprocal Process Between Small 
Businesses and the Local Community. Journal of Business Ethics. Vol. 108(4). pp. 
481-493. 
Lam, W., Shaw, E. and Carter, S. (2008). The role of entrepreneurial capital in building ser-
vice reputation. The Service Industrial Journal. Vol. 28(7). pp. 899-917. 
Lauesen, L. M. (2014). How well are water companies engaged in CSR? A critical cross-
geographical discourse analysis. Social Responsibility Journal. Vol. 10(1). pp. 115-
136. 
Le Breton-Miller, I. and Miller, D. (2006). Why Do Some Family Businesses Out-Compete? 
Governance, Long-Term Orientations, and Sustainable Capability. Entrepreneurship 
Theory and Practice. November 2006. pp. 731-746. 
Lee, M. H., Mak, A. K. and Pang, A. (2012). Bridging the Gap: An Exploratory Study of 
Corporate Social Responsibility among SMEs in Singapore. Journal of Public Rela-
tions Research. Vol. 24(4). pp. 299-317. 
Lefebvre, E., Lefebvre, L. A. and Talbot, S. (2003). Determinants and impacts of environ-
mental performance in SMEs. R&D Management. Vol. 33(3). pp. 64-72.  
Legewie, H. (1994). Globalauswertung von Dokumenten. In: Boehm, A. Mengel, A. and 
Muhr, T. (Eds.) Texte verstehen. Konzepte, Methoden, Werkzeuge. Konstanz: Univer-
sitätsverlag. pp. 177-182. 
Leitschuh, H. (2008). CSR ist gut, Nachhaltig Wirtschaften ist besser. UmweltWirtschafts-
Forum. Vol. 16(1). pp. 45-48 
Lenssen, G. and Vorobey, V. (2005). The Role of Business in Society in Europe. In Ha-
bisch, A., Jonker, J., Wegner, M., Schmidpeter, R. (Eds.). CSR across Europe. Berlin: 
Springer. pp. 357-376. 
Lepoutre, J. and Heene, A. (2006). Investigating the Impact of Firm Size on Small Business 
Social responsibility: A Critical Review. Journal of Business Ethics. Vol. 67(3). pp. 
257-273. 
260 
Lewins, A. and Silver, C. (2007). Using software in qualitative research. London: Sage.  
Li, W. (2012). Study on the Relationships between Corporate Social Responsibility and 
Corporate Interantional Com-petitiveness. 2012 International Conference on Future 
Electrical Power and Energy Systems. Energy Procedia. Vol. 17. pp. 567-572. 
Lin, C.-H., Yang, H.-Y. and Liou, D.-Y. (2009). The impact of corporate social responsibil-
ity on financial performance: Evidence from business in Taiwan. Technology Society. 
Vol. 31(1). pp. 56-63. 
Linder, J. and Cantrell, S. (2000). Changing Business Models: Surveying the Landscape. 
Working Paper from the Accenture Institute for Strategic Change. 24 May 2000.  
Linder, W. (2005). Schweizerische Demokratie. 2., vollständig überarbeitete und aktualisier-
te Auflage. Bern: Haupt Verlag. 
Longenecker, J. G., Moore, C. W., Petty, W., Palich, L. E. and McKinney, J. (2006). Ethical 
attitudes in small businesses and large corporations: Theory and empirical findings 
from a tracking study spanning three decades. Journal of Small Business Management. 
Vol. 2. pp. 167-183.  
Looser, S. (2015). Formalisierung und ihre „grauen“ Kosten bei Schweizer KMU. Der 
Schweizer Treuhänder. Vol. 1-2. p. 8. 
Looser, S. and Wehrmeyer W. (2014). CSR Mapping: Swiss Stakeholder Salience, Con-
cerns, and Ethics. Social Science Research Network. URL: 
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=2541199 [27.01.2015] 
Looser S. and Wehrmeyer, W. (2015a). Stakeholder Mapping of CSR in Switzerland. Social 
Responsibility Journal. Vol. 11(1). pp. 780-830. 
Looser, S. and Wehrmeyer, W. (2015b). An emerging template of CSR in Switzerland. Cor-
porate Ownership and Control Journal. Vol. 12(3). pp. 541-560. 
Looser, S. and Wehrmeyer, W. (2015c). Varieties of Capitalism and Small Business CSR: A 
Comparative Overview. International Journal of Social, Behavioral, Educational, 
Economic and Management Engineering. Vol. 9(7). pp. 1953-1962. 
Looser, S. and Wehrmeyer, W. (2016). Swiss CSR-driven Business Models: Extending the 
mainstream or the need for new templates? Corporate Ownership and Control journal. 
Vol.4. in press.  
Looser, S. and Wehrmeyer, W. (2015e). Doing well or doing good? UmweltWirtschaftsFo-
rum. Vol. 4. published online.  
Lorenz, C. and Spescha, G. (2012). Engagement bei Profit- und Non-Profit-Unternehmen. In 
Wehner T. and Gentile G. C. (Eds). Corporate Volunteering. uniscope: Publikationen 
der SGO Stiftung. Wiesbaden: Gabler Verlag Springer Fachmedien. pp. 115-126. 
261 
Lorenzo-Molo, C. F. and Siloran Udani, Z. A. (2013). Bringing Back the Essence of the “S” 
and “R” to CSR: Understanding the Limitations of the Merchant Trade and the White 
Man Burden. Journal of Business Ethics. Vol. 117. pp. 123-136.  
Lounsbury, M. (2008). Institutional rationality and practice variation: New directions in the 
institutional analysis of practice. Accounting, Organisations and Society. Vol. 33. pp. 
349-361.  
Lozano, J. M. (2005). Towards the relational corporation: From managing stakeholder rela-
tionships to building stakeholder relationships (waiting for Copernicus). Corporate 
Governance. Vol. 5(2). pp. 60-77. 
Lüth, A. and Welzel, C. (2015). Vom engagierten Unternehmer zum Verantwortungspartner 
– CSR im deutschen Mittelstand. UmweltWirtschaftsForum. Vol. 15. pp. 148-154.  
Luca, M. R., Cazan, A.-M. and Tomulescu, D. (2012). To be or not to be an entrepre-
neur…Procedia Social and Behavioral Sciences. Vol. 33. pp. 173-177.  
Lynch-Wood, G., Williamson, D. and Jenkins, W. (2009). The over-reliance on self-
regulation in CSR policy. Business Ethics: A European Review. Vol. 18(1). Pp. 52-65.  
Ma, J. (2012). A Study on the Model for Corporate Social Responsibility of Small and Me-
dium Enterprises. 2012 International Conference on Solid State Devices and Material 
Science. Physics Procedia. Vol. 24. pp. 435-442. 
Maas, S. and Reniers, G. (2014). Development of a CSR model for practice: connecting five 
inherent areas of sustainable business. Journal of Cleaner Production. Vol. 64. pp. 
104-114. 
MacGregor, S. P. and Fontrodona, J. (2013). Strategic CSR for SMEs: paradox or possibil-
ity? Universia Business Review. Secundo Trimestre 2011.  
Madlin, N. (1986). Religion and entrepreneurial psyche. Venture. Vol. 8. p. 1. 
Magretta, J. (2002). Why business models matter. Harvard Business Review. Vol. 80(2). pp. 
86-92.  
Mahadevan, B. (2000). Business models for Internet-based e-commerce: An anatomy. Cali-
fornia Management Review. Vol. 42(4). pp. 55-69.  
Mahmoudi, H., Renn, O., Vanclay, F., Hoffmann, V. and Karami, E. (2013). A framework 
for combining social impact assessment and risk assessment. Environmental Impact 
Assessment Review. Vol. 43. pp. 1-8.  
Mahoney, L. S., & Thorne, L. (2005). Corporate social responsibility and long-term com-
pensation: evidence from Canada. Journal of Business Ethics. Vol. 57(3). pp. 241-253. 
Maignan, I., and Ferrell, O. C. (2000). Measuring corporate citizenship in two countries: the 
case of the united states and France. Journal of Business Ethics. Vol. 23(3). pp. 283–
297 
262 
Maignan, I., Ferrell, O. C. and Hult, G. T. (1999). Corporate citizenship: cultural anteced-
ents and business benefits. Journal of the Academy of Marketing Science. Vol. 27. pp. 
455-469 
Malloch, T. R. (2009). Spiritual Enterprises. Doing Virtuous Business. New York: Ecounter 
Books.  
Mansfield, G. M. and Fourie, L. C. H. (2004). Strategy and business models – strange bed-
fellows? A case of convergence and its evolution into strategic architecture. South Af-
rican Journal of Business Management. Vol. 35(2). pp. 35-44.  
Margolis, J. D. and Walsh, J. P. (2003). Misery loves companies: Rethinking social initia-
tives by business. Administrative Science Quarterly. Vol. 48(2). pp. 268-305.  
Mark-Ungericht, B. and Weisskopf, R. (2007). Filling the Empty Shell. The Public Debate 
on CSR in Austria as a Pragmatic Example of a Political Discourse. Journal of Busi-
ness Ethics. Vol. 70. pp. 285-297.  
Martinuzzi, A. and Krumay, B. (2013). The Good, the Bad , and the Successful – How Cor-
porate Social Responsibility Leads to Competitive Advantage and Organisational 
Transformation. Journal of Change Management. Vol. 13(4). pp. 424-443.  
Mason, C. and Simmons, J. (2013). Embedding Corporate Social Responsibility in Corpo-
rate Governance: A Stakeholder System Approach. Journal of Business Ethics. Vol. 
119(1). pp. 77-86. 
Matten, D. and Moon, J. (2004). ‘Implicit’ and ‘Explicit’ CSR: A conceptual framework for 
understanding CSR in Europe. ICCSR Research Paper Series. No. 29. pp. 1-44. 
Matten, D. and Moon, J. (2007). Pan-European Approach. A Conceptual Framework for 
Understanding CSR. In Zimmerli, W. Ch., Holzinger, M. and Richter, K. (Eds.). Cor-
porate Ethics and Corporate Governance. Springer: Berlin Heidelberg. 
Matten, D. and Moon, J. (2008). ‘Implicit’ and ‘Explicit’ CSR: A Conceptual Framework 
for a Comparative Understanding of Corporate Social Responsibility. Academy of 
Management Review. Vol. 33(2). pp. 404-424.  
Matten, D., Crane, A. and Chapple, W. (2003). Behind the Mask: Revealing the True Face 
of Corporate Citizenship. Journal of Business Ethics. Vol. 45(1/2). pp. 109-120. 
Maurice, M., Sorge, A. and Warner, M. (1980). Societal differences in organizing manufac-
turing units: A comparison of France, West Germany and Great Britain. Organisation 
Studies. Vol. 1(1) pp. 59-86. 
Mayring, P. (1996). Einführung in die qualitative Sozialforschung. Eine Anleitung zu quali-
tativem Denken. 3., überarbeitete Auflage. Weinheim: Psychologie Verlags Union. 
Mayring, P. (2003). Qualitative Inhaltsanalyse. Grundlagen und Techniken. 8. Auflage. 
Weinheim: Beltz Verlag. 
263 
McWilliams, A. and Siegel, D. (2000). Corporate Social Responsibility and Financial Per-
formance: Correlation or Misspecification? Strategic Management Journal. Vol. 21. 
pp. 603-609.  
McWilliams, A. and Siegel, D. (2001). Corporate social responsibility: A theory of the firm 
perspective. Academy of Management Review. Vol. 26. pp. 117-127.  
McWilliams, A., Siegel, D.S. and Wright, P.M. (2006). Corporate Social responsibility: stra-
tegic implications. Journal of Management Studies. Vol. 43(1). pp. 1-18. 
Melé, D. (2009). Business ethics in action. Seeking human excellence in organisations. 
Hampshire: Palgrave Macmillan.  
Meyer, J. W. and Rowan, B. (1977). Institutionalized organisations. Formal structure as 
myth and ceremony. American Journal of Sociology. Vol. 83. pp. 340-363. 
Meyer, J. W. and Rowan, B. (1991). Institutionalized Organisations. New Institutionalism in 
Organisational Analysis.  The University of Chicago Press, Chicago. 
Michael, M. L. (2006). Business Ethics: The law of rules. Business Ethics Quarterly. Vol. 
16(4). pp. 475-504. 
Michelini, L. and Fiorentino, D. (2011). New business models for creating shared value. So-
cial Responsibility Journal. Vol. 8(4). pp. 561-577.  
Midttun A., Gautesen K., Gjølberg M. (2006). The political economy of CSR in Western 
Europe. Corporate Governance. Vol. 4. pp. 369-385. 
Mieg, H. A. and Näf, M. (2005). Experteninterviews – Eine Einführung und Anleitung. Zü-
rich: ETH. URL: http://www.mieg.ethz.ch/education/Skript_Experteninterviews.pdf 
[27.01.2015] 
Mijatovic, I. S. and Stokic, D. (2010). The Influence of Internal and External Codes on CSR 
Practice: The Case of Companies Operating in Serbia. Journal of Business Ethics. Vol. 
94. pp. 533-552.  
Minergie (2015). Was ist Minergie. 4 September 2015. URL: http://www.minergie.ch/was-
ist-minergie-105.html [06.09.2015] 
Mintzberg, H (1983). The Case for Social Responsibility. Journal of Business Strategy. Vol. 
4(2). pp. 3-15.  
Mitchell, M. L. and Jolley, J. M. (1992). Research design explained. New York: Hartcourt 
Brace Jovanich. 
Mitchell, R. K., Agle, B. R. and Wood, D.J. (1997). Toward a Theory of Stakeholder Identi-
fication and Salience: Defining the Principle of Who and What really Counts. Acade-
my of Management Review. Vol. 22(4). pp. 853-888. 
Morgan, D. L. (1988). Focus group as qualitative research. Thousand Oaks, CA: Sage.  
Morgan, D. L. (1996). Focus groups. Annual Review of Sociology. Vol. 22. pp. 129-152.  
264 
Morsing, M. and Perrini, F. (2009). CSR in SMEs: do SMEs matter for the CSR agenda? 
Business Ethics: A European Review. Vol. 18(1). pp. 1-6. 
Moura-Leite, R. and Padgett, R. (2011). Historical background of corporate social responsi-
bility. Social Responsibility Journal. Vol. 7(4). pp. 528-539. 
MSC Marine Stewardship Council (2013). Updated certification requirements. 20 June 
2013. URL: https://www.msc.org/fischereien/msc-umweltstandard [06.09.2015] 
Muller, A. (2006). Global Versus Local CSR Strategies. European Management Journal. 
Vol. 24(2-3). pp. 189–198. 
Müller, H.-P. and Sigmund, S. (2000). Zeitgenössische Amerikanische Soziologie. Leske + 
Budrich, Opladen. 
MultiWatch (2012). Unternehmensverantwortung. URL: 
http://www.multiwatch.ch/de/p97000043.html [31.12.2013] 
MultiWatch (2014). Firmendossiers. URL: http://www.multiwatch.ch/de/p97000007.html 
[03.08.2014] 
Murillo, D. and Lozano, J. M. (2006). SMEs and CSR: an approach to CSR in their own 
words. Journal of Business Ethics. Vol. 67(3). pp. 227-240. 
Murillo, D. and Lozano, J. M. (2009). Pushing forward SME CSR through a network: an ac-
count from the Catalan model. Business Ethics: A European Review. Vol. 18(1). pp. 7-
20. 
Nanz, P. and Steffek, J. (2004). Global Governance, Participation and the Public Sphere. 
Government and Opposition. Vol. 39(2). pp. 314-335. 
Nelling, E. and Webb, E. (2009). Corporate social responsibility and financial performance: 
The “Virtuous Circle” revisited. Review of Quantitative Finance and Accounting. Vol. 
32(2). pp. 197-209.  
Neron, P. and Norman, W. (2008). Citizenship Inc.: Do we really want business to be good 
citizens. Business Ethics Quarterly. Vol. 18(1). pp. 1-26.  
Nestlé (2014a). Nestlé in Society: Creating Shared Values. URL: http://www.nestle.com/csv 
[12.05.2014] 
Nestlé (2014b). Rural development and responsible sourcing. URL: 
http://www.nestle.com/csv/rural-development-responsible-sourcing [12.05.2014] 
Nestlé (2014c). Environmental sustainability. URL: 
http://www.nestle.com/csv/environmental-sustainability [12.05.2014] 
Newman, A. and Sheikh, A. Z. (2012). Organisational commitment in Chinese small and 
medium-sized enterprises: the role of extrinsic, intrinsic and social rewards. The Inter-
national Journal of Human Resource Management. Vol. 23(2). pp. 349-367.  
265 
Nkiko, C. M. (2013). SME owner-manager as key drivers of corporate social responsibility 
in Uganda. International Journal of Business Governance and Ethics. Vol. 8(4). pp. 
376-400. 
Nolan, J. (2013). The Corporate Responsibility to Respect Human Rights: Soft Law or Not 
Law? In S Deva and D Bilchitz (Eds.). Human Rights Obligations of Business: Beyond 
the Corporate Responsibility to Respect? Cambridge: Cambridge University Press. pp. 
138-161. 
Nolan, J. (2014). Refining the Rules of the Game: The Corporate Responsibility to Respect 
Human Rights. Utrecht Journal of International and European Law. Vol. 7. pp. 7-23.  
Norman, W. and MacDonald, C. (2004). Getting to the Bottom-Line. Business Ethics Quar-
terly. Vol. 4(2). p. 243-262. 
Novartis (2012). Rankings and awards. URL: http://www.novartis.com/careers/rankings-
awards/index.shtml [03.10.2013] 
Nussbaum, M. (2000). Women and Human Development: The Capabilities Approach. Cam-
bridge: Cambridge University Press.  
OECD (2001). Corporate Responsibility. Private Initiatives and Public Goals. URL: 
http://www.oecd.org/daf/internationalinvestment/corporateresponsibility/35315900.pd
f  [03.09.2013] 
OECD (2011). OECD Guidelines for Multinational Enterprises, OECD Publishing. URL: 
http://dx.doi.org/10.1787/9789264115415-en [27.07.2012] 
Orlitzki, M., Schmidt, F. L. and Rynes, S. L. (2003). Corporate social and financial perfor-
mance: A meta-analysis. Organisational Studies. Vol. 24(3). pp. 403-441.  
Ortiz Avram, D. and Kühne, S. (2008). Implementing Responsible Business Behavior from 
Strategic Management Perspective: Developing a Framework for Austrian SMEs. 
Journal of Business Ethics. Vol. 82(2). pp. 463-475. 
Osterwalder, A. (2004). The business model ontology – A proposition in a design science 
approach. Dissertation 173. Lausanne: University of Lausanne.  
Osterwalder, A. and Pigneur, Y. (2010). Business Model generation. 1st edition. Hoboken, 
New Jersey: John Wiley & Sons. 
Osuji, O. (2011). Fluidity of Regulation-CSR Nexus: The Multinational Corporate Corrup-
tion Example. Journal of Business Ethics. Vol. 103. pp. 31-57.  
Palazzo, G. and A. Scherer (2006). Corporative Legitimacy as Deliberation: A Communica-
tive Framework. Journal of Business Ethics. Vol. 66(1). pp. 71-88. 
Papacharissi, Z. (2010). A private sphere, democracy in a digital age. Malden, M: Polity 
Press. 
266 
Parguel, B., Benôit-Moreau, F. and Larceneux, F. (2011). How Sustainability Ratings Might 
Deter “Greenwashing”: A Closer Look at Ethical Corporate Communication. Journal 
of Business Ethics. Vol. 102. pp. 15-28.  
Patton, M. (2002). Qualitative Evaluation and Research. London: Sage. 
Payne, D. and Joyner, B. E. (2006). Successful US entrepreneurs: Identifying ethical deci-
sion-making and social responsibility behaviors. Journal of Business Ethics. Vol. 
65(3). pp. 203–217. 
Peterson, D. K. (2004). The relationship between perceptions of corporate citizenship and 
organizational commitment. Business & Society. Vol. 43(3). pp. 296–319. 
Pedersen, E. R. (2010). Modelling CSR: How Managers Understand the Responsibility of 
Business Towards Society. Journal of Business Ethics. Vol. 91. pp. 155-166.  
Peterson, R. T. and Jun, M. (2009). Perceptions on social responsibility: The entrepre-
neurial vision. Business & Society. Vol. 48(3). pp. 385–405.  
Perrini, F., Russo, A. and Tencati, A. (2007). CSR strategies of SMEs and large firms. Evi-
dence from Italy. Journal of Business Ethics. Vol. 74(3). pp. 285-300. 
Philipsen, G. (1987). The prospects for cultural communication. In Kincaid, L. (Ed.). Com-
munication theory: Eastern and western perspectives. San Diego: Academic Press. pp. 
245-254.  
Piaget, J. (1932). Le jugement moral chez l'enfant. Paris: F. Alcan 
Polonsky, M. and Wood, G. (2001). Can the overcommercialization of cause-related market-
ing harm society. Journal of Macromarketing. Vol. 21(8). pp. 8-22. 
Pondeville, S., Swae, V. and De Rongé, Y. (2013). Environmental management control sys-
tems: The role of contextual and strategic factors. Management Accounting Research. 
Vol. 24. pp. 317-332.  
Porritt, J. (2007). Capitalism as if the World Matters. fully updated, revised edition. London: 
Earthscan. 
Porter, M. and Kramer, M. (2006). Strategy and society: The link between competitive ad-
vantage and corporate social responsibility. Harvard Business Review. Vol. 84(12). 
pp. 78-92. 
Porter, M. and van der Linde, C. (1995). Green Competition: Ending the Stalemate. Harvard 
Business Review. October 1995. pp. 120-134. 
Post, L. E., Preston, J. E. and Sachs, S. (2002). Managing the Extended Enterprise: The New 
Stakeholder View. California Management Review. Vol. 45(1). pp. 6-28. 
Powell, S. M. (2011). The nexus between ethical corporate marketing, ethical corporate 
identity and corporate social responsibility. European Journal of Marketing. Vol. 
45(9/10). pp. 1365-1379.  
267 
Prahalad, C. K. (2005). The Fortune at the Bottom of the Pyramid: Eradicating Poverty 
through Profits. Upper Saddle River: Wharton School Publishing.  
Pret, T. and Shaw, E. (2010). Entrepreneurial capital: exploring the perspectives of craft en-
trepreneurs. URL: www.isbe.org.uk [12.04.2016] 
PriceWaterhouseCoopers (2004). PwC Management Barometer 2004. URL: 
http://www.pwcglobal.com/extweb/ncpressrelease.nsf/docid/360BEB937790CBC685
256E350056D5B1 [17.10.2013] 
Proofit (2012). Allgemeine Information: Labels, Codes und Richtlinien für Non-Profit-
Organisationen. Labels, Codes und Richtlinien schaffen mehr Transparenz. URL: 
http://www.proofit.ch/de/infothek/detail-
info/?tx_infomodule_pi2[uid]=2253&cHash=ef8f93d89d [27.02.2014] 
Putnam, R. (2000). Bowling alone: The Collapse and Revival of American Community. New 
York: Simon and Shuster 
Quazi, A. M. (2003). Identifying the determinants of corporate manager’s perceived social 
obligations. Management Decision. Vol. 41(9). pp. 822-831. 
Quazi, A. M., and O’Brien, D. O. (2000). An empirical test of a cross-national model of 
corporate social responsibility. Journal of Business Ethics. Vol. 25(1). pp. 33-51. 
Rappa, M. (2000). Managing the Digital Enterprise. URL: 
http://digitalenterprise.org/index.html [18.02.2015] 
Rasche, A., Bakker, F. G. A. and Moon, J. (2013). Complete and Partial Organising for Cor-
porate Social Responsibility. Journal of Business Ethics. Vol. 115(4). pp. 651-663. 
Rasmussen, B. (2007). Business models and the theory of the firm. Working paper 32, June 
CSES. Victoria University, Melbourne.  
Recht ohne Grenzen (2012). Campaign: Corporate Justice. Clear rules for Swiss corpora-
tions. Worldwide. URL: http://www.corporatejustice.ch/en/campaign/corporate-
justice/ [12.12.2013] 
Reidenbach, R. E. and Robin, D. P. (1993). Toward the development of a multidimensional 
scale for improving evaluations of business ethics. Journal of Business Ethics. Vol. 
9(8). pp. 639–653. 
Revell, A. and Blackburn, R. (2007). The business case for sustainability? An examination 
of small firms in the UK’s construction and restaurant sectors. Business Strategy and 
the Environment. Vol. 16(6). pp. 404-420.  
Revell, A., Stokes, S. and Chen, H. (2009). Small business and the environment: Turning 
over a new leaf? Business Strategy and the Environment. Vol. 19(5). pp. 272-288. 
Richter, U. (2010). Liberal thought in reasoning on CSR. Journal of Business Ethics. Vol. 
97. pp. 625-649.  
268 
Riordan, C. M., Gatewood, R. D. and Bill, J. B. (1997). Corporate image: employee reac-
tions and implications for managing corporate social performance. Journal of Business 
Ethics. Vol. 16(4). pp. 401-412. 
Robin, D. P. and Reidenbach, R. E. (1987). Social responsibility, ethics, and marketing 
strategy: Closing the gap between concepts and application. Journal of Marketing. 
Vol. 51(1). pp. 44-58. 
Roome, N. (2005). Some Implications of National Agendas. In Habisch, A., Jonker, J., 
Wegner, M., Schmidpeter, R. (Eds.). CSR across Europe. Berlin: Springer. pp. 317-
334. 
Rössler, P. (2005). Inhaltsanalyse. Konstanz: UVK Verlagsgesellschaft GmbH. 
Rousseau, J. J. (1762). Du contrat social ou Principes du droit politique. Amsterdam, 
Netherlands.  
Rüegg-Stürm, J. (2005). Das neue St. Galler Management-Modell. 2., durchgesehene Aufla-
ge. Bern: Haupt Verlag. 
Ruisi, M. (2010). Measure entrepreneurial virtues. Towards a new perspective for the indi-
cators of corporate success. 23rd Eben Annual Conference “Which values for which 
Organisations?” Trento, 9-11 September.  
Ruisi, M., Fasone, V. and Paternostro, S. (2009). Respect and hope: a binomial relationship 
supporting the creation of a true entrepreneurial model. 5th Annual Conference of the 
European SPES Forum “Respect and Economic Democracy”. Catalania, 17-18 April.  
Russo, A. and Perrini, F. (2010). Investigating stakeholder Theory and social capital: CSR in 
large firms and SMEs. Journal of Business Ethics. Vol. 91(2). pp. 207-221. 
Russo, A. and Tencati, A. (2009). Formal vs. Informal CSR Strategies: Evidence from Ital-
ian Micro, Small, Medium-sized, and Large Firms. Journal of Business Ethics. Vol. 
85. pp. 339-353.  
Ryan, L. (1989). The Ethics and Social Responsibility of U.S. Small Business: The “Over-
looked” Research Agenda. In Harvey, B., Van Lujik, H. and Corbetta, G. (1989). 
Market Morality and Company Size. London: Kluwer Academic Publishers. pp. 89-
102. 
SAH Schweizerisches Arbeiterhilfswerk (2012). Themen. URL: http://www.sah-
schweiz.ch/themen.html [10.10.2013] 
SAI (2008). Social Accountability 8000. International Standard. URL: http://www.sa-
intl.org/_data/n_0001/resources/live/2008StdEnglishFinal.pdf [06.09.2015] 
SAI (2012). Corporate Programmes. URL: http://www.sa-
intl.org/index.cfm?fuseaction=Page.ViewPage&pageId=478 [20.10.2014] 
Salkind, N. J. (2010). Encyclopaedia of research design. Thousand Oaks: Sage.  
269 
Samuel, O., Schilling, A. and Wehner, T. (2012). Corporate Volunteering aus der Perspekti-
ve schweizerischer NPO. In Wehner T. and Gentile G. C (Eds). Corporate Voluntee-
ring. uniscope: Publikationen der SGO Stiftung. Wiesbaden: Gabler Verlag Springer 
Fachmedien, Wiesbaden. pp. 101-114. 
Santos, M. (2011). CSR in SMEs: strategies, practices, motivations and obstacles. Social 
Responsibility Journal. Vol. 7(3). pp. 490-508. 
Sarbutts, N. (2003). Can SMEs do CSR? A practitioners’ view on the way SMEs are able to 
manage reputation through CSR. Journal of Communication Management. Vol. 7(4). 
pp. 340-347. 
Scherer, A. G. and Palazzo, G. (2007). Towards as political conception of corporate social 
responsibility: Business and society seen from a Habermasian perspective. Academy of 
Management Review. Vol. 32(4). pp. 1096-1120. 
Schminke, M., Ambrose, M. L. and Neubaum, D. O. (2005). The effect of leader moral de-
velopment on ethical climate and employee attitudes. Organizational Behavior and 
Human Decision Processes. Vol. 97(2). pp. 135–151. 
Schlierer, H.-J., Werner, A., Signori, S., Garriga, E., von Weltzien Hoivik, H., Van Rossem, 
A. and Fassin, Y. (2012). How do European SME Owner-Managers Make Sense of 
“Stakeholder Management”? Insights from a Cross-National Study. Journal of Busi-
ness Ethics. Vol. 109. pp. 39-51. 
Schneider, J. (2012). Grundlagen und Instrumente der verantwortungsvollen Unternehmens-
führung. Die Volkswirtschaft, Das Magazin für Wirtschaftspolitik. Vol. 12. pp. 4-8. 
URL: http://www.seco.admin.ch/themen/00645/04008/index.html?lang=de 
[04.04.2014] 
Schoeberger-Orgad, M. and McKie, D. (2005). Sustaining edges: CSR, postmodern play, 
and SMEs. Public Relation Review. Vol. 31. pp. 578-583.  
Schultz, F. (2013). Corporate Social Responsibility, Reputation, and Moral Communication: 
A Constructivist View. In Carroll, C. E. (Ed.). The Handbook of Communication and 
Corporate Reputation. First Edition. John Wiley & Sons. pp. 362-375.  
Schultz, F., Castelló, I. and Morsing, M. (2013). The Construction of Corporate Social Re-
sponsibility in Network Societies: A Communication View. Journal of Business 
Ethics. Vol. 115(4). pp. 681-692. 
Schumpeter, J. (1928). Unternehmer. In: Elster, L., Weber, A, und Wieser, F. (Eds.). Hand-
wörterbuch der Staatswissenschaften. Achter Band. Jena: Gustav Fischer. pp. 476-
487. 
Schumpeter, J. (2006). Theorie der wirtschaftlichen Entwicklung. Nachdruck der 1. Auflage. 
Berlin. 
270 
Schur, L., Kruse, D. and Blanck, P. (2005). Corporate Culture and the Employment of Peo-
ple with Disabilities. Behavioral Science and the Law. Vol. 23(1). pp. 3-20. 
Schwalbach, J. and Klink, D. (2012). Der Ehrbare Kaufmann als individuelle Verantwor-
tungskategorie der CSR Forschung. In Schneider, A. and Schmidpeter, R. (Hrsg.). 
Corporate Social Responsibility. Berlin Heidelberg: Springer. pp. 219-240.  
Scopus (2015). Scopus. URL. http://www.scopus.com/ [many times between 01.10.2013-
23.09.2015] 
Scott, W. R. (1987). The adolescence of institutional theory. Administrative Science Quar-
terly. Vol. 32(4). pp. 493-511. 
Scott, W. R. (1995). Institutions and organisations. Thousand Oaks, CA: Sage.  
Scruton, R. (2008). Virtue and profit: A critique of managerial reasoning. In Gregg, S. and 
Stoner J. R. (Edits.). Rethinking business managements. Princeton, NJ: Witherspoon 
Institute. pp. 21-37.  
SECO State Secretariat for Economic Affairs (2005). The strategic focus of Swiss foreign 
economic policy. URL: 
http://www.seco.admin.ch/dokumentation/publikation/00008/00023/01742/index.html
?lang=deanddownload=NHzLpZeg7t,lnp6I0NTU042l2Z6ln1acy4Zn4Z2qZpnO2Yuq2
Z6gpJCDdYN2gmym162epYbg2c_JjKbNoKSn6A [03.09.2013] 
SECO State Secretariat for Economic Affairs (2010). Annual Report 2009/2010 on Activities 
of the Swiss National Contact Point to the OECD Investment Committee. URL: 
http://www.seco.admin.ch/themen/00513/00527/02584/02586/index.html?lang=enand
down-
load=NHzLpZeg7t,lnp6I0NTU042l2Z6ln1ad1IZn4Z2qZpnO2Yuq2Z6gpJCFent5g2y
m162epYbg2c_JjKbNoKSn6A--  
SECO State Secretariat for Economic Affairs (2011). Ambitionen sind gut, Fokussierung ist 
besser. 02.02.21011. URL: 
http://www.kmu.admin.ch/aktuell/00524/02098/02122/index.html?lang=de 
[31.10.2013] 
SECO State Secretariat for Economic Affairs (2012a). KMU-Portal: KMU-Themen. URL: 
http://www.kmu.admin.ch/themen/index.html?lang=de [03.09.2013] 
SECO State Secretariat for Economic Affairs (2012b). KMU-Portal: Normierung. URL: 
http://www.kmu.admin.ch/themen/01897/01898/index.html?lang=de [03.09.2013] 
SECO State Secretariat for Economic Affairs (2012c). KMU-Portal: Zertifizierungen. URL: 
http://www.kmu.admin.ch/themen/01897/01899/index.html?lang=de [03.09.2013] 
SECO State Secretariat for Economic Affairs (2012d). KMU-Portal: Nachhaltige Entwick-
lung. URL: http://www.kmu.admin.ch/themen/02584/index.html?lang=de 
[03.09.2013] 
271 
SECO State Secretariat for Economic Affairs (2012e). KMU-Portal: Perspektiven der 
KMU-Politik. URL: 
http://www.kmu.admin.ch/politik/00152/00768/index.html?lang=de [03.09.2013] 
SECO State Secretariat for Economic Affairs (2012f). CSR-Konzept des SECO. URL: 
http://www.seco.admin.ch/themen/00645/04008/index.html?lang=deanddownload=N
HzLp-
Zeg7t,lnp6I0NTU042l2Z6ln1acy4Zn4Z2qZpnO2Yuq2Z6gpJCFeXt3gGym162epYbg
2c_JjKbNoKSn6A [03.09.2013] 
SECO State Secretariat for Economic Affairs (2012g). Annual Report 2010/2011 on Activi-
ties of the Swiss National Contact Point for the OECD Guidelines for Multinational 
Enterprises. URL: 
http://www.seco.admin.ch/themen/00513/00527/02584/02586/index.html?lang=enand
down-
load=NHzLpZeg7t,lnp6I0NTU042l2Z6ln1ad1IZn4Z2qZpnO2Yuq2Z6gpJCFfH1,g2y
m162epYbg2c_JjKbNoKSn6A--  [03.09.2013] 
SECO State Secretariat for Economic Affairs (2012h). Allgemeinverbindlich erklärte Ge-
samtarbeitsverträge. URL: 
http://www.seco.admin.ch/themen/00385/00420/00430/index.html [03.09.2013] 
Seddon, P. B., Lewis, G. P., Freeman, P. and Shanks, G. (2004). The case for viewing busi-
ness models as abstractions of strategy. Communication of the Association for Infor-
mation Systems. Vol. 13. pp. 427-442.  
Sen, S. and Cowley, J. (2012). The Relevance of Stakeholder Theory and Social Capital 
Theory in the Context in SMEs: An Australian Perspective. Journal of Business Eth-
ics. Vol. 118. pp. 413-427. 
Sen. A. (1997). Economics, business principles and moral sentiments. Business Ethics Quar-
terly. Vol. 7(3). pp. 5-15. 
Sen, A. (1999). Development of Freedom. New York: Randon House.  
SGB Schweizerischer Gewerkschaftsbund (2006). Positionspapier: Arbeit und gute Arbeits-
bedingungen für alle. URL: 
http://www.humanrights.ch/upload/pdf/061123_sgb_positionspapier1.pdf 
[03.09.2013] 
Shafer, S. M., Smith, H. J. and Linder, J. (2005). The power of business models. Business 
Horizons. Vol. 48. pp. 199-207.  
Sharfman, M. (1993). A construct validity study of the KLD social performance data. pp. 
551-556. In: Collins, D. (Edit.). Proceedings of the international association of busi-
ness and society. Hilton Head: IABS. 
272 
Short, H., Keasy, K., Wright, M. and Hull, A. (1999). Corporate Governance: from account-
ability to enterprise. Accounting and Business Research. Vol. 29(4). pp. 337-352. 
Simms, J. (2002). Business: Corporate Social responsibility – You Know It Makes Sense. 
Accountancy. Vol. 130(1311). pp. 48-50. 
Singhapakdi, A., Vitell, S. J., and Kraft, K. L. (1996). The perceived role of ethics and social 
responsibility: a scale development. Journal of Business Ethics. Vol. 36. pp. 245-255. 
Skapinker, M. (2008). Virtue’s reward? Financial Times. 28 April 2008.  
Slote, M. (2011). The Impossibility of Perfection: Aristotle, Feminism, and the Complexities 
of Ethics. Oxford: Oxford University Press. 
Sorge, A. (1991). Strategic fit and societal effect - interpreting cross-national comparisons of 
technology, organisation and human resources. Organisation Studies. Vol. 12(2). pp. 
161-190. 
Spence, L. J. (1999). Does size matter? The state of the art in small business ethics. Business 
Ethics: A European Review. Vol. 8(3). pp. 163-174. 
Spence, L. J. (2004). Small firm accountability and integrity. In: Brenkert, G. (Edit.). Cor-
porate integrity and accountability. London: Sage. pp. 115-128. 
Spence, L. J. and Rutherford, R. (2001). Social responsibility, profit-maximisation and the 
small firm owner-manager. Journal of Small Business and Enterprise Development. 
Vol. 8(2). pp. 126-139. 
Spence, L. J., Jeurissen, R. and Rutherfoord, R. (2000). Small business and the environment 
in the UK and the Netherlands: Towards stakeholder cooperation. Business Ethics 
Quarterly. Vol. 10(4). pp. 945-965. 
Spence, L. J., Schmidpeter, R. and Habisch, A. (2003). Assessing Social Capital: Small and 
Medium Sized Enterprises in Germany and the U.K. Journal of Business Ethics. Vol. 
47. pp. 17-29. 
Spence, L.-J. (2007). CSR and small business in a European policy context: the five “C”s of 
CSR and Small business Research Agenda 2007. Business and Society Review. Vol. 
112(4). pp. 533-552. 
SRF Schweizer Radio und Fernsehen (2013). Schweizer KMUs – Rückgrat der Wirtschaft. 
28 May 2013. URL: http://www.srf.ch/news/infografik/schweizer-kmu-rueckgrat-der-
wirtschaft [10.10.2013] 
Sridhar, K. (2012). Corporate conceptions of triple bottom line reporting: an empirical anal-
ysis into the signs and symbols driving this fashionable framework. Social Responsibi-
lity Journal. Vol. 8(3). pp. 312-326. 
Stadt Zürich (2012a). Beschaffungsrichtlinie: Firmenprofil/Selbstdeklaration der Lieferfir-
men. URL: http://www.stadt-
zue-
273 
rich.ch/content/dam/stzh/fd/Deutsch/Ueber%20das%20Departement/Weitere%20Dok
umente/Firmenprofil.pdf [03.09.2013] 
Stadt Zürich (2012b). Beschaffungsrichtlinien. URL: http://www.stadt-
zu-
erich.ch/fd/de/index/das_departement/departementssekretariat_aufgaben/beschaffungs
koordination/beschaffungsrichtlinien.html [03.09.2013] 
Stadt Zürich (2012c). Beschaffungsrichtlinien: Verhaltenskodex für Vertragspartner der 
Stadt Zürich. URL: http://www.stadt-
zue-
rich.ch/content/dam/stzh/fd/Deutsch/Ueber%20das%20Departement/Weitere%20Dok
umente/Verhaltenskodex.pdf [03.09.2013] 
Stanwick, P., and Stanwick, S. (2006). Corporate environmental disclosures: a longitudinal 
study of Japanese firms. Journal of American Academy of Business. Vol. 9(1). pp. 1-7. 
Stern, J., Shiely, J. and Ross, I. (2001). The EVA Challenge: Implementing Value Added 
Change in an Organization. New York: John Wiley & Sons. 
Sterr, T. (2007). Unternehmen mit regionaler Verantwortung. UmweltWirtschaftsForum. 
Vol. 15(3). pp. 125-129.  
Sterr, T. (2012). Nachhaltigkeitsorientierte Weiterentwicklung von Industrie- und Gewerbe-
parks. UmweltWirtschaftsForum. Vol. 20(2-4). pp. 95-96. 
Steurer, R. (2010). The role of governments on corporate social responsibility: characteris-
ing public policies on CSR in Europe. Policy Science. Vol. 43. pp. 49-72.  
Steurer, R., Martinuzzi, A. and Margula, S. (2012). Public Policies on CSR in Europe: 
Themes, Instruments, and Regional Differences. Corporate Social Responsibility and 
Environmental Management. Vol. 19. pp. 206-227.  
Stewart, D. W. and Zhao, Q. (2000). Internet marketing, business models and public policy. 
Journal of Public Policy and Marketing. Vol. 19. pp. 287-296.  
Stewart, H. and Gapp, R. (2014). Achieving Effective Sustainable Management: A Small-
Medium Enterprise Case Study. Corporate Social Responsibility and Environmental 
Management. Vol. 21. pp. 52-64.  
Strauss, A. and J. Corbin (2008). Basics of Qualitative Research, Techniques and Proce-
dures for Developing Grounded Theory. 3rd ed. Thousand Oaks, CA: Sage. 
Studer, S., Tsang, S., Welfort, R. and Hills, P. (2008). SMEs and voluntary environmental 
initiatives: a study of stakeholder’s perspective in Hong Kong. Journal of Environ-
mental Planning and Management. Vol. 51(2). pp. 285-301. 
Suchman, M. C. (1995). Managing legitimacy: Strategic and institutional approaches. Acad-
emy of Management Review. Vol. 20(3). pp. 571-610.  
274 
Sundaram, A. K. and Inkpen A. C. (2004). The corporate objective revisited. Organisation 
Science. Vol. 15(3). pp. 350-363. 
Swanson, D. L. (1995). Addressing a theoretical problem by reorienting the corporate social 
performance model. Academy of Management Review. Vol. 20(1). pp. 43–64. 
Swanson, D. L. (1999). Towards an Integrative Theory of Business and Society: A Research 
Strategy for Corporate Performance. Academy of Management Review. Vol. 24(3). pp. 
506-521. 
Swiss Institute of Certified Accountants and Tax Consultants (2013). Standes- und Berufs-
regeln. URL: http://www.treuhand-kammer.ch/dynasite.cfm?dsmid=105402 
[24.03.2014] 
Swiss Post (2012). Code of conduct / Sozial- und Ethikkodex: Grundprinzipen und Rechte 
bei der Arbeit und Folgemassnahmen. URL: http://www.post.ch/post-startseite/post-
konzern/post-engagement/post-engagement-nachhaltigkeit/post-nachhaltigkeit-
standards/post-ethikkodex.pdf [03.09.2013] 
Switzerland Global Enterprise (2014). Geschäftsbericht 2013. 28 March 2014. URL: 
http://www.s-ge.com/en/node/87166?lforce=1 [05.05.2014] 
Tamajón, L. G. and Fond I Aulet, X. (2013). Corporate social responsibility in tourism small 
and medium enterprises evidence from Europe and Latin America. Tourism Manage-
ment Perspectives. Vol. 7. pp. 38-46. 
Teece, D. J. (2007). Explicating dynamic capabilities: The nature and micro foundations of 
(sustainable) enterprise performance. Strategic Management Journal. Vol. 28. Pp. 
1319-1350.  
Teece, D. J. (2010). Business Models, Business Strategy, and Innovation. Long Range Plan-
ning. Vol. 43(2-3). pp. 172-194.  
Telle, K. (2006). “It pays to be green” – A Premature Conclusion? Environmental & Re-
source Economics. Vol. 35. pp. 195-220. 
tel.search.ch (2015). search.ch. URL: tel.search.ch [many times between 01.10.2013-
23.09.2015] 
The Swiss Federal Council (2013). Stellungnahmen. URL: 
http://www.admin.ch/br/aktuell/index.html?lang=en [20.07.2014] 
Thurstone, L.L. (1927). A law of comparative judgement. Psychological Review. Vol. 34. 
pp. 278–286. 
Tilley, F. (1999). The gap between the environmental attitudes and the environmental be-
haviour of small firms. Business Strategy and the Environment. Vol. 8(4). pp. 238-
248. 
Timmers, P. (1998). Business Models for Electronic Markets. Journal of Electronic Mar-
kets. Vol. 8(2). pp. 3-8.  
275 
Thomson Reuters (2011). Journal Rank, Journal Impact Factor and Article Citations. ISI 
Web of Science. http://www.lib4ri.ch/journal-citation-reports.html [10.11.2014] 
Toner, C. (2010). Virtue Ethics and The Nature and Forms of Egoism. Journal of Philosoph-
ical Research. Vol. 35, pp. 323–52. 
Torugsa, N. A., O’Donoghue, W. and Hecker, R. (2013). Proactive CSR: An Empirical 
Analysis of the Role of its Economic, Social and Environmental Dimensions on the 
Association between Capabilities and Performance. Journal of Business Ethics. Vol. 
115(2). pp. 383-401. 
Travail Suisse (2011). Globalisierung, Kampagne «Recht ohne Grenzen»: Stärkung der 
Rechte von Arbeitnehmenden in international tätigen Konzernen. 
http://www.travailsuisse.ch/de/node/3004 [31.10.2013] 
Travail Suisse (2013). Themen. URL : 
http://www.travailsuisse.ch/portraet/aufgabe_und_struktur [15.11.2013] 
Treuhand-Kammer (2009). Schweizer Handbuch der Wirtschaftsprüfung. Band 2: Die Ab-
schlussprüfung. Zürich: Treuhand-Kammer 
Tsalis,T. A., Nikolaou, E., Grigoroudis, I. E. and Tsagarakis, K. P. (2014). A framework de-
velopment to evaluate the needs of SMEs in order to adopt a sustainability-balanced 
scorecard. Journal of Integrative Environmental Sciences. Vol. 10(3). pp. 179-197.  
Tullberg. J. (2012). Triple bottom line – a vaulting ambition? Business Ethics: A European 
Review. Vol. 21(3). pp. 310-324.  
Turker, D. (2009a). Measuring corporate social responsibility. Journal of Business Ethics. 
Vol. 85. pp. 411-427. 
Turker, D. (2009b). How corporate social responsibility influences organizational commit-
ment. Journal of Business Ethics. Vol. 89. pp. 189-204. 
UBS (2012a). UBS Water (EUR) Strategy Certificates. URL: 
http://www.ubs.com/2/e/files/3135877fg.pdf [10.09.2013] 
UBS (2012b). Geschäftschancen im Zusammenhang mit Umwelt- und Sozialthemen. URL: 
http://www.ubs.com/global/de/about_ubs/corporate_responsibility/cr_in_banking/prod
ucts_services.html v [12.12.2013] 
Uhlaner, L. M., Berent-Braun, M. M., Jeurissen, R. J. M. and de Wit, G. (2012). Beyond 
Size: Predicting Engagement in Environmental Management Practices of Dutch 
SMEs. Journal of Business Ethics. Vol. 109(4). pp. 411-429. 
Ulrich, P. (2001). Integrative Wirtschaftsethik. Grundlagen einer lebensdienlichen Ökono-
mie. 3. überarbeitete Auflage. Bern: Haupt. 
UNGC (2004). Who Cares Wins. Connecting Financial Markets to a Changing World. Rec-
ommendations by the financial industry to better integrate environmental, social and 
governance issues in analysis, asset management and securities brokerage. URL: 
276 
http://www.unglobalcompact.org/docs/issues_doc/Financial_markets/who_cares_who
_wins.pdf [03.09.2013] 
UNGC (2009). Future Proof? Embedding environmental, social and governance issues in 
investment markets. Outcomes of the Who Cares Wins Initiative 2004–2008. URL: 
http://www.unglobalcompact.org/docs/news_events/8.1/who_cares_wins_29Jan09web
version.pdf.[03.09.2013] 
UNGC (2009). Global Compact and ISO Clarify Positions, Stress Complementarity. URL: 
http://www.unglobalcompact.org/newsandevents/news_archives/2009_07_17.html 
[03.09.2013] 
UNGC (2010). An Introduction to linkages between UN Global Compact and ISO 26000 
Core subjects. URL: 
http://www.unglobalcompact.org/docs/news_events/8.1/UNGC_ISO_Final.pdf 
[03.09.2013] 
UNGC (2012). Norway Issues White Paper on Corporate Social Responsibility. URL: 
http://www.unglobalcompact.org/newsandevents/news_archives/2009_07_02.html 
[20.03.2012] 
UNGC (2015). What is global compact? 9 September 2015. URL: 
https://www.unglobalcompact.org/what-is-gc/participants [15.09.2015] 
University of Constance (2004). Informatik and Informationswissenschaften: Graphen-
zeichnen. 06.04.2004. URL: http://www.inf.uni-
konstanz.de/algo/lehre/ss04/gd/demo.html [28.10.2013] 
Valentine, S. and Fleischmann, G. (2008). Ethics programs, perceived corporate social re-
sponsibility and job satisfaction. Journal of Business Ethics. Vol. 77. pp. 159-172.  
Vallentin, S. and Morsing, M. (2008). Social responsibility in Danish SMEs: mapping the 
territory. In Morsing, M., Vallentin, S. and Hildebrandt, S. (Eds.). CSR in SMEs. Co-
penhagen: Borsen Forlag. pp. 8-36. 
Van den Hoonaard, W. C. (1997). Working with sensitizing concepts: Analytical field re-
search. Thousand Oaks: Sage.  
Van de Ven, B., and Graafland, J. (2006). Strategic and moral motivation for corporate so-
cial responsibility. Journal of Corporate Citizenship. Vol. 22 (Summer). pp. 1-12. 
Van Marrewijk, M. (2003). Concepts and definitions of CSR and corporate sustainability: 
between agency and communion. Journal of Business Ethics. Vol. 44(2). pp. 95-105. 
Van Schie, S., Wehner, T. and Güntert, S. T. (2012). Freiwilligenarbeit als Bürger oder Mit-
arbeitende: das Gleiche in Grün? In Wehner T. and Gentile G. C (Eds). Corporate Vo-
lunteering. uniscope: Publikationen der SGO Stiftung. Wiesbaden: Gabler Verlag 
Springer Fachmedien. pp. 67-78. 
277 
VanAuken, P. M. and Ireland, D. R. (1985). True Small Business Social Responsibility. Pol-
icy Studies Journal. Vol. 13(4). pp. 776-779. 
Vázquez-Carrasco, R. and López-Pérez, M. E. (2013). Small and medium-sized enterprises 
and Corporate Repsonsibility; a systematic review of the literature. Qual Quant. Vol. 
47(6). pp. 3205-3218. 
Verbi (2012). MAXQDA 11. Eine Einführung. URL: 
http://www.maxqda.de/download/manuals/MAX11_intro_ger.pdf [13.04.2014] 
Vidaver-Cohen, D. and Simcic Broon, D. (2013). Reputation, Responsibility, and Stake-
holder Support in Scandinavian Firms: A Comparative Analysis. Journal of Business 
Ethics. published online. 
Visser, W. (2005). Introduction: Corporate Citizenship in Africa. Journal of Corporate Citi-
zenship. Vol. 18 (Special Issue). pp. 18-20. 
Visser, W., Middleton, C. and McIntosh, M. (2005). Corporate Citizenship in Africa. Jour-
nal of Corporate Citizenship. Vol. 18 (Special Issue). pp. 21-124. 
Viswesvaran, C., Deshpande, S. P. and Milman, C. (1998). The effect of corporate social re-
sponsibility on employee counterproductive behavior. Cross Cultural Management. 
Vol. 5(4). pp. 5-12. 
Vitell, S. J., Paolillo, J. G. P. and Thomas, J. L. (2003). The perceived role of ethics and so-
cial responsibility: a study of marketing professionals. Business Ethics Quarterly. Vol. 
13(1). pp. 63-86. 
Vogel, D. J. (2005). Is there a market for virtue? The business case for corporate social re-
sponsibility. California Management Review. Vol. 47(4). pp. 19-45. 
Von Weltzien Hoivik, H. and Melé, D. (2009). Can a SME Become a Global Corporate Cit-
izen? Evidence from a Case Study. Journal of Business Ethics. Vol. 88(3). pp. 551-
563. 
Von Weltzien Hoivik, H. and Shankar, D. (2011). How Can SMEs in a Cluster Respond to 
Global Demands for Corporate Responsibility. Journal of Business Ethics. Vol. 
101(2). pp. 175-195. 
Waddock, S. A. and Graves, S. B. (1997). The corporate social performance-financial per-
formance link. Strategic Management Journal. Vol. 18(4). pp. 303-319. 
Waddock, S., Bodwell, C. and Graves, S. (2002). Responsibility: The New Business Impera-
tive. Academy of Management Executive. Vol. 16(2). pp. 132-147. 
Wagner, M. (2005). How to reconcile environmental and economic performance to improve 
corporate sustainability: Corporate environmental strategies in the European paper in-
dustry. Journal of Environmental Management. Vol. 79. pp. 105-118.  
Wagner, M., Schaltegger, S. and Wehrmeyer, W. (2001). The relationship between the Envi-
ronmental and Economic Performance of Firms – What does theory propose and what 
278 
does empirical evidence tell us? Greener Management International. Vol. 34. pp. 95-
108. 
Wang, L. and Juslin, H. (2009). The impact of Chinese culture on corporate social responsi-
bility: the harmony approach. Journal of Business Ethics. Vol. 88. pp. 433-541.  
Wartick, S. L. and Cochran, P. L. (1985). The evaluation of the corporate social perfor-
mance model. Academy of Management Review. Vol. 10(4). 758-769. 
Wasserman, S. and Faust, K. (1994). Social network analysis: methods and applications. 
Cambridge: Cambridge University Press. 
Webb, J. D. and L. A. Mohr (1999) A Typology of Customers Responses to Cause Related 
Marketing: From Skeptics to Socially Concerned. Journal of Public Policy & Market-
ing. Vol. 17(2). pp. 226–238. 
Weber, M. (2008). The business case for corporate social responsibility: A company-level 
measurement approach for CSR. European Management Journal. Vol. 26(4). pp. 247-
261. 
Weigelt, K. (2011). Das Morgarten Prinzip. IHKSchriftenreihe. Vol. 33. pp. 1-32. 
Weiner, B. and Peter, N. (1973). A cognitive-development analysis of achievements and 
moral judgement. Developmental Psychology. Vol. 9(3). pp. 290-309.  
Wheeler, D. and Sillanpaa, M. (1997). The stakeholder corporation: A blueprint for max-
imising stakeholder value. London: Pitman. 
Wheeler, D. and Elkington, J. (2001). The end of the corporate environmental report? Or the 
advantage of cybernetic sustainability reporting and communication. Business Strategy 
and the Environment. Vol. 10. pp. 1-14.  
Wilkinson, A. (1999). Employment Relations in SMEs. Employee Relations. Vol. 21(3). pp. 
206-217. 
Wiklund, J. and Shepherd, D. (2003). Knowledge-based resources, entrepreneurial orienta-
tion, and the performance of small and medium-sized businesses. Strategic Manage-
ment Journal. Vol. 24. pp. 1307-1314. 
Williams, S. and Schaefer, A. (2013). Small and medium sized Enterprises and Sustainabil-
ity: Managers’ Values and Engagement With Environmental and Climate Change Is-
sues. Business Strategy and the Environment. Vol. 22(3). pp. 173-186. 
Williamson, D., Lynch-Wood, G. and Ramsey, J. (2006). Drivers of environmental behavior 
in manufacturing SMEs and the implications for CSR. Journal of Business Ethics. 
Vol. 67(3). pp. 317-330. 
Wilson, E. (1986). Social Responsibility of Business: What Are The Small Business Per-
spectives. Journal of Small Business Management. Vol. 18(3). pp. 17-24. 
279 
Windolph, S. E., Schaltegger, S. and Herzig, Ch. (2014). Implementing corporate sustaina-
bility. What drives the application of sustainability management tools in Germany. 
Sustainability Accounting, Management and Policy. Vol. 5(4). pp. 378-404.  
Windsor, D. (2006). Corporate Social Responsibility: Three Key Approaches. Journal of 
Management Studies. Vol. 43(1). pp. 93-114. 
Whitley, R. (1997). Business system. In Sorge, A. and M. Warner, M. (Eds.), The IEBM 
handbook of organisational behaviour. International Thomson Business Press, Lon-
don. pp. 173-186. 
Whitley, R. (1999). Divergent capitalisms. The social structuring and change of business 
systems. Oxford University Press, Oxford. 
Wood, D. J. (1991). Corporate Social Performance Revisited. The Academy of Management 
Review. Vol. 16(4). pp. 691-718.  
Wood, D. J. (1995). The fortune database as a CSR measure. Business and Society. Vol. 34. 
pp. 197-198. 
Wood, G. and Brewster, C. (2005). Trust, intrafirm and supplier relations. Business and So-
ciety Review. Vol. 110(4). pp. 459-483. 
World Bank (2014). Guidelines for Conversion of Loan Terms. 2 April 2014. URL: 
http://treasury.worldbank.org/bdm/pdf/ConversionGuidelines.6thEdition.0402014.pdf 
[24.09.2015] 
Worthington, I. and Patton, D. (2005). Strategic intent in the management of the green envi-
ronment within SMEs: An analysis of the UK screen-printing sector. Long Range 
Planning. Vol. 38(2). pp. 197-212. 
Worthington, I., Ram, M. and Jones, T. (2006). Exploring Corporate Social Responsibility 
in the U. K. Asian Small Business Community. Journal of Business Ethics. Vol. 67(2). 
pp. 201-217. 
Yin, R. K. (2008). Case Study Research: Design and Methods (Applied Social Research 
Methods). London: Sage. 
Zamagni, S. (1995). The Economics of Altruism. Hants: E. Elgar 
Zadek, S. (2000). Doing Good and Doing Well: Making the Business Case for Corporate 
Citizenship. New York: The Conference Board Research Report. 
Zadek, s. (2004). The path to corporate social responsibility. Harvard Business Review. Vol. 
16(2). pp. 211-232. 
Zefix (2014). Central Business Names Index. URL: http://zefix.admin.ch/ [05.02.2014, 
14.02, 2014, 28.02.2014; 15.03.2014, 10.04.2014, 15.04.2014, 22.04.2014, 
23.04.2014] 
280 
ZEWO, Schweizerische Zertifizierungsstelle für gemeinnützige, Spenden sammelnde Orga-
nisationen (2014). Wirkungsmessung für NPOs. URL: 
http://www.zewo.ch/hilfswerke/Wirkungsmessung_inland [10.08.2014] 
Zeyen, A., Beckmann, M. and Wolters, S. (2014). Actors and Institutional Dynamics in the 
Development of Multi-Stakeholder Initiatives. Journal of Business Ethics. published 
online.  
Zheng, Q., Luo, Y. and Maksimov, V. (2014). Achieving legitimacy through corporate so-
cial responsibility: The case of emerging economic firms. Journal of World Business. 
pp. 389-403.  
Zott, C. and Amit, R. (2010). Business Model design: an activity system perspective. Long 
Range Planning. Vol. 43(2-3). pp. 216-226.  
Zott, C., Amit, R. and Massa, L. (2011). The Business Model: Recent Developments and 
Future Research. Journal of Management. Vol. 37(4). pp. 1019-1042.  
Zürcher Kantonalbank (2012a). Umweltdarlehen. URL: 
http://www.zkb.ch/de/startseite/privatkunden/hypotheken_und_kredite/hypotheken/um
weltdarlehen/uebersicht.html [03.10.2013] 
Zürcher Kantonalbank (2012b). Europäischer Transparenz Kodex für Nachhaltigkeitsfonds. 
URL: 
http://www.zkb.ch/etc/ml/repository/textdokumente/corporate/nachhaltigkeit/transpare
nzleitlinien_pdf.File.pdf [09.12.2013] 
Zürcher Kantonalbank (2012c). Research Nachhaltige Produkte. URL: 
http://www.zkb.ch/de/center_worlds/ueber_uns/nachhaltigkeit/produkte/research.html 
[03.01.2014] 
  
281 
Appendix 
Content of appendix 
Appendix 1: Guidelines for stakeholder analysis (translated by the author) ................ 282 
Appendix 2: Code tree of stakeholder study ................................................................. 285 
Appendix 3: Code memos of stakeholder study ............................................................ 286 
Appendix 4: Excerpt of coded statements from stakeholder study ............................... 287 
Appendix 5: Guidelines for SME analysis (translated by the author) .......................... 288 
Appendix 6: Questionnaire for Delphi process (translated by the author) ................... 291 
Appendix 7: Sample answers from the Delphi process (originally taken from emails, not 
translated) ...................................................................................................................... 292 
Appendix 8: Qualitative content analysis on SME peculiarities ................................... 297 
Appendix 9: Summary on Swiss SME CSR peculiarities ............................................. 298 
Appendix 10: Sample answers from the Delphi process (originally taken from emails, not 
translated) ...................................................................................................................... 299 
Appendix 11: Assessment of consistency – Summary of Delphi process ..................... 302 
Appendix 12: Guidelines for focus group discussion (translated by the author) ......... 304 
Appendix 13: Code tree of intrinsic vs. extrinsic motives ............................................ 305 
Appendix 14: Code memos of intrinsic vs. extrinsic motives ....................................... 306 
Appendix 15: Significant statements of small companies ............................................. 307 
Appendix 16: Significant statements of MNEs ............................................................. 308 
Appendix 17: Code tree of comparative overview ........................................................ 309 
Appendix 18: Summary of secondary data analysis and excerpt of coded statements . 310 
Appendix 19: Additional material (electronic files) ...................................................... 319 
 
 
282 
Appendix 1: Guidelines for stakeholder analysis (translated by the author) 
Example guidelines for interview with government:  
 
PART 1: GENERAL QUESTIONS 
1. Can you introduce yourself? 
2. What does the SECO? What does your department? 
3. What is your understanding of Corporate Social Responsibility? 
Please explain in 3 phrases, how you define personal CSR and what / activities this includes? 
 
Here, CSR is defined as “the responsibility of enterprises for their impacts on society” (Euro-
pean Commission, 2011: 6). 
 
 
PART 2: THE STATE AND CSR 
4. There are so many ways in which states can implement or promote CSR: regulate by laws, 
inform, through partnerships, financial incentives etc. What role does the Swiss government 
take here? What will change? 
 
5. To which model resembles the Swiss model in European comparison? Scandinavia, the 
British liberal, the Mediterranean, the German conservatives? 
 
6. What measures does SECO take regarding CSR? (Shopping, working space etc.) Compared 
to e.g. the city of Zurich and the very concrete implementation guidelines 
 
7. The state is indeed a public company and employer, how are these roles perceived in its 
CSR? 
 
8. What are the reasons for this role? (Competitiveness, popularity among the electorate) 
 
9. Is the state is actively seeking an ambassador for these issues? If so, how?  
 
10. In your opinion, in what form should companies perceive CSR? 
 A binding contract as collective agreements GAV? 
 Compliance with labor laws? 
 Certifications and standards as occupational safety? 
 Observance of international voluntary guidelines such as the Global Compact, the 
Global Reporting Initiative, the OECD Guidelines for Multinational Enterprises? 
 Voluntary CSR own systems, policies and activities develop? 
 
11. What are important actors in CSR in Switzerland? 
MNEs, SMEs, consumers, media, government, certifiers, consultants, capital providers? 
 
12. How powerful are these actors?  
 
13. How do they legitimate their business, actions? 
 
14. What are the issues they have in Swiss CSR? 
 
14. How urgent are these issues? 
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Whether, where and how companies perceive corporate social responsibility as important, is 
often highly dependent on what claims represents the business environment. 
 
15. How relevant are the following stakeholders for you? 
 State: federal, cantonal and municipal example by legal requirements and funding 
measures 
 consumers: both individually and consumer protection organisation and dressings 
 employees: both individually and unions 
 Nonprofit organisations: both activist groups such as Greenpeace and the Berne Decla-
ration and social institutions such as Caritas, Swiss Cancer League, children, disabled 
or old people's homes etc. 
 investors, that is, Investors and banks (Social Responsible Investments, Minergy-
loans) 
 provider of CSR-related consulting and certification services 
 
16. How do Mr. and Mrs. Swiss think of CSR in general? 
 
17. What do you think about consumers and their relation to CSR? (Fair working conditions, 
human rights, employment creation etc.) 
 
18. It is important for companies that the instruments are connected with a certification? What 
role does formalisation play in your eyes? 
 
19. Please evaluate other stakeholder groups’ power, legitimation, urgency, and claims.  
 
20. How do you react on those stakeholders’ (NPOs, consumers, media, companies, capital 
providers, support providers) claims in CSR?  
 
21. What do you think of them? 
 “legitimate but does not afford attention” 
 “has high expectations of support” 
 “is irrelevant within the CSR topic” 
 “is unwilling to become involved”  
 
22. What their issues, interests, claims, and concerns in CSR do you think to have in common 
with others? 
 
23. Can you tell me something about CSR related to foreign economic strategy? For reference 
to the BRIC strategy? How will that work concretely take place? 
 
24. How does the SECO concretely promote CSR in developing and transition countries? To 
what extent is this related to the concept of "good governance"? 
 
25. Are you familiar with the new standard ISO 26000? Please briefly explain what it is doing 
and what the standard is intended to? 
 
26. If not already answered above: Would businesses and SMEs use this standard? Why? 
Why not? 
 
27. Do you think that the guideline ISO 26000 is especially suitable for SMEs in order to in-
crease the social responsibility? 
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28. Do you think such a CSR guide meets with SMEs at all on interest? 
 
29. How do you assess in general SMEs and their behavior with respect to CSR? 
 
30. What values are represented in your opinion, in the SMEs? If they are not already socially 
from tradition? More social than in large companies? 
 
31. What business models are based on this behavior? 
 
32. How do you see the pressure from the stakeholders? Employees, consumers etc. on com-
panies? Is there any pressure? 
 
33. How important are SMEs in Switzerland? What is your contribution to GDP? In how far 
SMEs are estimated as a taxpayer? 
 
30. Why are SMEs but often not involved in decisions? SECO’s CSR strategy focuses on 
MNEs. Why? 
 
34. What should change in the future with respect to CSR in Switzerland? What effects will 
this have and how important is CSR in future? 
 
35. Where do you see potential for improvement? What role will the government take? 
 
36. What measures are being considered here? 
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Appendix 2: Code tree of stakeholder study  
Code-ID Position Obercode Code Alle Codings Erstellt am Alle Codings % Aktivierte Codings % Dokumente
15 1 Stakeholder priority 0 14.11.2013 11:03:00 0.00 0.00 0
18 2 Stakeholder priority Urgency 4 14.11.2013 11:04:00 1.05 0.00 1
35 3 Stakeholder priority\Urgency No/low urgency 31 24.11.2013 09:57:00 8.12 0.00 6
17 4 Stakeholder priority Legitimacy 34 14.11.2013 11:04:00 8.90 0.00 7
36 5 Stakeholder priority\Legitimacy No/low legitimacy 0 24.11.2013 09:57:00 0.00 0.00 0
16 6 Stakeholder priority Power 14 14.11.2013 11:04:00 3.66 0.00 4
37 7 Stakeholder priority\Power No/low power 10 24.11.2013 09:58:00 2.62 0.00 3
19 8 Stakes with others 35 14.11.2013 11:04:00 9.16 0.00 6
2 9 Reporting Tool 2 13.10.2013 10:22:00 0.52 0.00 1
50 12 Reporting Tool Greenwashing 5 27.11.2013 12:14:00 1.31 0.00 3
49 13 Reporting Tool More trust 4 27.11.2013 12:13:00 1.05 0.00 4
48 14 Reporting Tool Ruggy Process 2 27.11.2013 12:13:00 0.52 0.00 1
39 15 Reporting Tool Labels 8 24.11.2013 10:00:00 2.09 0.00 6
28 16 Reporting Tool High costs 9 14.11.2013 11:26:00 2.36 0.00 5
24 17 Reporting Tool For capital providers 6 14.11.2013 11:13:00 1.57 0.00 2
22 18 Reporting Tool no NPO pressure 4 14.11.2013 11:12:00 1.05 0.00 3
21 19 Reporting Tool Supplier demands 3 14.11.2013 11:11:00 0.79 0.00 2
14 20 Reporting Tool Consultants 6 07.11.2013 10:28:00 1.57 0.00 3
10 21 Reporting Tool Regulation negative 7 07.11.2013 10:14:00 1.83 0.00 3
9 22 Reporting Tool Regulation positive 8 07.11.2013 10:14:00 2.09 0.00 3
11 23 Lack of binding/voluntary approach 0 07.11.2013 10:15:00 0.00 0.00 0
13 24 Lack of binding/voluntary approach is a threat 9 07.11.2013 10:19:00 2.36 0.00 4
12 25 Lack of binding/voluntary approach is an opportunity 9 07.11.2013 10:18:00 2.36 0.00 4
5 26 Business model 0 07.11.2013 09:15:00 0.00 0.00 0
42 28 Business model Management approach 9 24.11.2013 10:02:00 2.36 0.00 3
41 29 Business model Entrepreneurial approach 3 24.11.2013 10:02:00 0.79 0.00 2
40 30 Business model Image oriented 12 24.11.2013 10:02:00 3.14 0.00 5
23 31 Business model Regional basement 4 14.11.2013 11:13:00 1.05 0.00 3
20 32 Business model Own checklist 10 14.11.2013 11:10:00 2.62 0.00 4
7 33 Business model Instruments 4 07.11.2013 09:20:00 1.05 0.00 1
6 34 Business model Values 13 07.11.2013 09:15:00 3.40 0.00 4
1 36 Understanding of CSR 0 13.10.2013 10:22:00 0.00 0.00 0
46 38 Understanding of CSR Human rights 7 27.11.2013 11:54:00 1.83 0.00 3
44 39 Understanding of CSR Employee focus 9 27.11.2013 07:02:00 2.36 0.00 4
38 40 Understanding of CSR Marketing/green washing 3 24.11.2013 09:59:00 0.79 0.00 3
34 41 Understanding of CSR Not really important 2 24.11.2013 09:57:00 0.52 0.00 2
32 42 Understanding of CSR Sustainability 2 24.11.2013 09:53:00 0.52 0.00 2
30 43 Understanding of CSR Shareholder value 1 24.11.2013 09:50:00 0.26 0.00 1
29 44 Understanding of CSR Society focus 9 24.11.2013 09:50:00 2.36 0.00 4
26 45 Understanding of CSR Quality 4 14.11.2013 11:21:00 1.05 0.00 3
25 46 Understanding of CSR Liberalistic 14 14.11.2013 11:15:00 3.66 0.00 5
8 47 Understanding of CSR Customer orientation 16 07.11.2013 09:26:00 4.19 0.00 6
3 48 Future 0 13.10.2013 10:23:00 0.00 0.00 0
47 49 Future Control of MNEs 7 27.11.2013 12:12:00 1.83 0.00 3
45 50 Future More regulation 4 27.11.2013 07:09:00 1.05 0.00 2
43 51 Future SME concentration 12 24.11.2013 10:03:00 3.14 0.00 4
33 52 Future Liberalistic 1 24.11.2013 09:56:00 0.26 0.00 1
31 53 Future No regulation 1 24.11.2013 09:51:00 0.26 0.00 1
27 54 Future Short guidelines 3 14.11.2013 11:26:00 0.79 0.00 3
4 55 Past 0 13.10.2013 10:24:00 0.00 0.00 0
51 27 Business model Communication/Cooperation 10 28.11.2013 07:26:00 2.62 0.00 3
52 35 Business model Confrontation 2 28.11.2013 07:28:00 0.52 0.00 2
53 37 Understanding of CSR Einvironmental 6 28.11.2013 10:29:00 1.57 0.00 3
54 11 Reporting Tool too abstract 3 28.11.2013 10:40:00 0.79 0.00 2
55 10 Reporting Tool Lucrative 1 28.11.2013 11:19:00 0.26 0.00 1
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Appendix 3: Code memos of stakeholder study 
 
Code Dokumentset Titel Autor Erstellt am Memotext Seite Herkunft
Stakeholder priority Stakeholder priority lrs 05.12.2013 08:40:00 Regarding stakeholder map and Mitchell, Agle and Wood framework. 1 Code
Stakeholder priority\Urgency Urgency lrs 05.12.2013 08:44:00 Regarding stakeholder map and Mitchell, Agle and Wood framework. Urgency means
time sensitivity seen as the degree to which managerial delay in attending to the
claim or relationship is unacceptable to the stakeholder and criticality as the
importance of the claim or relationship.
1 Code
Stakeholder priority\Urgency\No/low urgency No/low urgency lrs 05.12.2013 08:44:00 Regarding stakeholder map and Mitchell, Agle and Wood framework. 1 Code
Stakeholder priority\Legitimacy Legitimacy lrs 05.12.2013 08:44:00 Regarding stakeholder map and Mitchell, Agle and Wood framework. Legitimacy is a
societally desirable good, that it is something broader than a self-perception.
1 Code
Stakeholder priority\Legitimacy\No/low legitimacy No/low legitimacy lrs 05.12.2013 08:45:00 Regarding stakeholder map and Mitchell, Agle and Wood framework. 1 Code
Stakeholder priority\Power Power lrs 05.12.2013 08:45:00 Regarding stakeholder map and Mitchell, Agle and Wood framework. Power could be
coercive which refers to physical resources of force, violence or restraint. Utilitarian
power is based on material or financial resources and lastly, the source of normative
power is symbolic.
1 Code
Stakeholder priority\Power\No/low power No/low power lrs 05.12.2013 08:45:00 Regarding stakeholder map and Mitchell, Agle and Wood framework. 1 Code
Stakes with others Stakes with others lrs 05.12.2013 08:45:00 Regarding stakeholder map and ties (interrelations, interests etc.) to other
stakeholder groups. Referring to Bryson's problem-frame stakeholder mapping and
stakeholder-issue interrelationship approach.
1 Code
Reporting Tool Reporting Tool lrs 06.12.2013 11:05:00 Interviewees' opinion towards reporting tools such as GRI, ISO etc. 1 Code
Reporting Tool\Lucrative Lucrative lrs 06.12.2013 11:06:00 Reporting tools are above all a lucrative business. 1 Code
Reporting Tool\too abstract too abstract lrs 06.12.2013 11:07:00 Reporting tools are above all too abstract for SMEs. 1 Code
Reporting Tool\Greenwashing Greenwashing lrs 06.12.2013 11:07:00 Reporting tools are above all an istrument for greenwashing (of MNEs). 1 Code
Reporting Tool\More trust More trust lrs 06.12.2013 11:11:00 Reporting tools are usefull to create more trust among players in economy. 1 Code
Reporting Tool\Ruggy Process Ruggy Process lrs 06.12.2013 11:11:00 The Ruggy Process is better known as the26000 multi-takeholder approach. 1 Code
Reporting Tool\Labels Labels lrs 06.12.2013 11:12:00 Reporting tools lead above all to more labels. 1 Code
Reporting Tool\High costs High costs lrs 06.12.2013 11:13:00 Reporting tools create above all high costs. 1 Code
Reporting Tool\For capital providers For capital providers lrs 06.12.2013 11:21:00 Reporting tools are above all meant and useful for capital providers to gain control
over their customers.
1 Code
Past Past lrs 06.12.2013 11:24:00 How CSR was in the past in Switzerland. 1 Code
Future\Short guidelines Short guidelines lrs 06.12.2013 11:25:00 Guidlines should become shorter and more cut to SMEs' conditions and demands. 1 Code
Future\No regulation No regulation lrs 06.12.2013 11:26:00 No or less regulations are wished in future. 1 Code
Future\Liberalistic Liberalistic lrs 06.12.2013 11:27:00 The liberalistic approach of Swiss government, SMEs etc. is to be retained, fostered
and even boosted.
1 Code
Future\SME concentration SME concentration lrs 06.12.2013 11:28:00 The CSR future in Switzerland should focuses on SMEs' attitutes. 1 Code
Future\More regulation More regulation lrs 06.12.2013 11:28:00 In future more regulations are wished. 1 Code
Future\Control of MNEs Control of MNEs lrs 06.12.2013 11:28:00 Mainly MNEs are to be controlled in future, focus on MNEs. 1 Code
Future Future lrs 06.12.2013 11:29:00 Future of the CSR stress field in Switzerland. 1 Code
Reporting Tool\no NPO pressure no NPO pressure lrs 06.12.2013 11:36:00 No pressure on companies from NPOs towards the indtroduction of reporting tools. 1 Code
Reporting Tool\Supplier demands Supplier demands lrs 06.12.2013 11:37:00 The suppliers or customers ask for the application of reporting tools ba companies. 1 Code
Reporting Tool\Consultants Consultants lrs 06.12.2013 11:37:00 Reporting tools are above all new area of business for consultants. 1 Code
Reporting Tool\Regulation negative Regulation negative lrs 06.12.2013 11:38:00 The regulation by reporting tools are foremost seen as something negative. 1 Code
Reporting Tool\Regulation positive Regulation positive lrs 06.12.2013 11:38:00 The regulation through reporting tools is seen as something positive. 1 Code
Lack of binding/voluntary approach Lack of binding/voluntary approach lrs 06.12.2013 11:39:00 The lack of binding regarding CSR in Switzerland and the voluntary approach of
certain instruments (ISO 26000) 
1 Code
Lack of binding/voluntary approach\is a threat is a threat lrs 06.12.2013 11:41:00 judged negatively 1 Code
Lack of binding/voluntary approach\is an opportunity is an opportunity lrs 06.12.2013 11:41:00 judged positively 1 Code
Business model Business model lrs 06.12.2013 11:42:00 The business models identified at stakeholders are mainly based on: 1 Code
Business model\Communication/Cooperation Communication/Cooperation lrs 06.12.2013 11:43:00 Business model is based on cooperation and communication with stakeholder groups. 1 Code
Business model\Management approach Management approach lrs 06.12.2013 11:44:00 Manageriall or shareholder value approach is mainly found. 1 Code
Business model\Entrepreneurial approach Entrepreneurial approach lrs 06.12.2013 11:44:00 An entrepreneurial approach by founders and patrons of SMEs is found. 1 Code
Business model\Image oriented Image oriented lrs 08.12.2013 07:59:00 Business model is mainly focused on image preservation or fostering. 1 Code
Business model\Regional basement Regional basement lrs 08.12.2013 08:00:00 Business model is based on a regioanl anchorage and doing business with near
trading partners.
1 Code
Business model\Own checklist Own checklist lrs 08.12.2013 08:00:00 The business model relies on own checklistes for "doing good". 1 Code
Business model\Instruments Instruments lrs 08.12.2013 08:01:00 Business model significantly relies on instruments (reporting tools, BSC etc.). 1 Code
Business model\Values Values lrs 08.12.2013 08:02:00 Business model is based on strong (family, patron, entrepreneurial) internal and
instrinsic values, not upon extrinsic incentives.
1 Code
Business model\Confrontation Confrontation lrs 08.12.2013 08:03:00 Business model is fiused on confrontation with e.g. MNEs. 1 Code
Understanding of CSR Understanding of CSR lrs 08.12.2013 08:04:00 A self-definition of the understanding of CSR within the company or market. 1 Code
Understanding of CSR\Einvironmental Einvironmental lrs 08.12.2013 08:04:00 CSR is mainly focused on environmental issues, topics and activity. 1 Code
Understanding of CSR\Human rights Human rights lrs 08.12.2013 08:05:00 CSR in mainly focused on human rights and the adherence of human rights by e.g.
NPOs.
1 Code
Understanding of CSR\Employee focus Employee focus lrs 08.12.2013 08:06:00 CSR should mainly be focused on employees and the social aspect. 1 Code
Understanding of CSR\Marketing/green washing Marketing/green washing lrs 08.12.2013 08:06:00 CSR is an instrument for greenwashing and marketing of MNEs to pretend doing good 
and to preserve their image.
1 Code
Understanding of CSR\Not really important Not really important lrs 08.12.2013 08:08:00 CSR is not important in the today's world. 1 Code
Understanding of CSR\Sustainability Sustainability lrs 08.12.2013 08:08:00 CSR is a synonym for sustainability. 1 Code
Understanding of CSR\Shareholder value Shareholder value lrs 08.12.2013 08:08:00 CSR is mainly focused on the preservation of shareholder value. Shareholders are
the only important stakeholder group for a conpany.
1 Code
Understanding of CSR\Society focus Society focus lrs 08.12.2013 08:09:00 CSR is seen as a concentration on society and societal issues. 1 Code
Understanding of CSR\Quality Quality lrs 08.12.2013 08:10:00 CSR is a synonym for product/service quality. 1 Code
Understanding of CSR\Liberalistic Liberalistic lrs 08.12.2013 08:10:00 CSR is based upon a liberalistic attitutude of doing good by doing well. 1 Code
Understanding of CSR\Customer orientation Customer orientation lrs 08.12.2013 08:10:00 A costumer or consumer orientation is the foundation of "real" CSR. 1 Code
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Appendix 4: Excerpt of coded statements from stakeholder study 
 
Dokument Code Anfang Ende Gewicht Segment Autor Erstellt am Seite Textsegement Fläche Abdeckungsgrad %
Org. 16 Business model\Communication/Cooperation 103 103 50 Ich meine, das ist im Prinzip nichts anderes als eine moralische Wertung. Und aus
meiner Perspektive ist es ein Weg. Ich verstehe moralische Handlung und moralische
Verantwortung, die ein Unternehmung wahrnehmen sollte mehr in einem Dialogsinn.
und zwar in einem internen. und für mich denke ich, solche Ansätze sind gut, wenn
sie nachher in einer Reflexion der einzelnen Handlungsteilnehmer münden, dann ist
es ok. Aber sonst ist es, naja. Mich dünkt vor allem der wichtigste Punkt ist
eigentlich.. ja ich gehe von einem dreistufigen Systems aus, du solltest ethische
Leitsätze haben, dann solltest Du eine moralischen Dialog haben, Disput haben in
einer Unternehmung, und dann solltest Du intuitiv handeln und die ganze Sache sollte 
sich in einem Interdependenzengeflecht gegenseitig kontrollieren, so dass dass
letztlich zu einer Verbesserung Deiner Handlungen führt.
lrs 28.11.2013 10:44:00 1 1 871 1.94
Org. 20 Business model\Confrontation 76 76 50 Wir haben deshalb, dass Gefühl, dass in der Schweiz die Gruppe von NGOs, die auf
Konfrontation gehen, eigentlich ausgeblendet werden können aus Sicht von
Unternehmen.
lrs 28.11.2013 07:29:00 1 1 166 0.40
Org. 27 Business model\Entrepreneurial approach 81 81 50 Ich könnte mir vorstellen, das ist aber eine reine Hypothese, dass eine kleine
Unternehmung rein von der Konstellation her, etwas sozialer ist. Aber ich denke, es
gibt auch grosse Unternehmen, die genauso sozial oder sogar sozialer sind. Es ist
natürlich bei einem grossen, wo es unpersönlicher ist, die Gefahr da, dass es weniger 
sozial ist.  
lrs 24.11.2013 10:02:00 1 1 344 1.40
Org. 22 Business model\Entrepreneurial approach 15 15 50 Ja, es gibt zwei Dinge, also zu Meistes bekomme ich Kontakte wo die Firmen von sich
aus aktiv auf mich zukommen. Eben, wo mich Mal gehört haben auf einem Vortrag
vielleicht, vielleicht als Studenten bei mir in Unterricht haben, ganz bunt gemischt
und das muss aber nicht unbedingt CSR sein, das Anhänger Thema ist, oder ist das
Umweltmanagement Thema, vielleicht geht es um eine Energie Frage, einfach was
sie denken, ja ich möchte Mal mit dem Kontakt aufnehmen und dann kommen ich ins
Gespräch 
lrs 28.11.2013 10:55:00 1 1 495 1.53
Org. 27 Business model\Image oriented 78 79 100 Es ist ja auch so, dass der Ruf das allerwichtigste ist für ein KMU, weil wenn dieser
kaputt ist, dann hat es niemanden in der Region mehr als Kunde. Und ein MNE geht
halt einfach in ein anders Land, es schlägt zwar Wellen aber letztlich kaufen doch alle
wieder bei dem MNE, weil es das Mächtigste ist.   
Befragter: Genau.
lrs 24.11.2013 10:02:00 1 1 325 1.32
Org. 20 Business model\Image oriented 106 106 50 Seit sie an die Börse gingen vor ca. 2 Jahren, haben die eine PR-Firma angestellt, die
zum Teil uns anrufen, wenn wir was auf unsere Homepage stellen. Wir machten die
Erfahrung dass, als Kritik plötzlich öffentlich wurde, hat sich viel geändert. Bevor sie
an die Börse gingen, haben sie recht unbeholfen reagiert. und ich glaube, die werden
schon schauen, was man da so für Initiativen und so nutzen kann. ob es dann grad
ISO 26000 ist oder so, das kann ich nicht beurteilen, denn ich kann nicht beurteilen,
was dieses Instrument im Vergleich zu anderen für ein Gewicht hat.
lrs 27.11.2013 12:13:00 1 1 574 1.39
Org. 22 Business model\Image oriented 25 25 50  Ymm, es ist sehr oft eine Wettbewerbsfrage, ja  lrs 28.11.2013 10:56:00 1 1 49 0.15
Org. 23 Business model\Image oriented 48 48 80 wir haben auch schon Kundenbefragungen gemacht. Das war eher eine
Imagebefragung, aber da war auch die Frage was ist ihnen wichtig bei der Bank, was
haben sie für Erwartungen. Und da sind wirklich in Bezug auf diese CSR-Dragen auch
eindeutige Erwartungen herausgekommen. Wir haben auch Befragungen gemacht bei 
so genannt afluent-kunden, also mit höherem Vermögen von mindestens 100'000
Franken, weil das sind die Kunden, die eher auch bei den Anlagen z.b. solche
Aspekte berücksichtigen. Und auch da haben wir natürlich spezifisch gefragt, wie
wichtig sind ihnen welche Themen. 
lrs 28.11.2013 11:13:00 1 1 578 1.33
Org. 8 Business model\Own checklist 58 58 50 Ich denke, das sollte einfach nicht verpflichtend sein, sonst gibt es eben die falsche
Haltung. also wenn ich es machen muss, dann ist es ganz andere Haltung, denn
Checkliste erfüllt, gemacht, fertig oder, das bewirkt aber nur die Hälfte  
lrs 14.11.2013 11:10:00 1 1 239 0.00
Org. 7 Business model\Own checklist 148 148 50 Umgang mit Geschenken und Einladungen, incentives also, gebende Seite, also,
oder was ist nicht erlaubt, also das wir jemandem Geld geben oder so.  
lrs 14.11.2013 11:19:00 1 1 149 0.00
Org. 14 Business model\Own checklist 175 175 50 Absolut, und ich glaube es ist schön unterschied wenn man regional tätig ist, also wir
sind ja in der Schweiz tätig, ich glaube wir vieles darin schön so machen, aber nicht,
wir haben diese Kinderarbeitsthemen die haben wir gar nicht  
lrs 14.11.2013 11:20:00 1 1 235 0.00
Org. 17 Business model\Own checklist 166 166 50 Das ist der letztes Jahr, ja, ist die deutsche Version rausgekommen, ich erzähle
Ihnen kurz voran es sich handelt, es nennt sich eben Leitfaden zur Geschäftlichen
Verantwortung, es richtet sich an Unternehmen, an Behörden, an Vereine, an
sämtliche Arten von Organisationen, und es ist eigentlich das erste, wirklich
umfassende Dokument zu diesem Thema, das sich zum Ziel gesetzt hat, Ihnen ein,
eben ein Leitfaden zu bitten, Ihnen zu erklären, was ist eigentlich Gesellschaftliche
Verantwortung, aus Ihre Sicht, also aus Sicht einer Firma zum Beispiel, welche
Bereiche tangiert das überhaupt, Sie sehen hier, das hat so sieben Kernbereiche
abgedeckt, also von Gemeindevernetzung, Konsumenten, Umwelt, Betriebspraktiken, 
Abreitpraktiken bis zum Menschenrechten, und in diesen Bereichen geben sie
Handlungsanweisungen, sie geben Tipps was man machen könnte, wie man darüber
berichten kann, und  so weiter und so fort.
lrs 14.11.2013 11:23:00 1 1 916 0.00
Org. 21 Business model\Own checklist 28 28 50 Ich denke bei unseren grossen Firmen stellt sich halt wieder die Frage nach der
Freiwilligkeit, Sie haben gesagt, das ist nicht zertifizierbar. Also das sind sehr
wichtige Bekenntnisse, die ich hier sehe (auf dem Übersichtsblatt: environment,
labour practices, consumer issues, human rights etc) von Einhalten der
Arbeitsbedingungen ymm über faire Bedingungen und so, ich weiß nicht wie weit das
kontrolliert wird, wenn es die Dimensionen hat eines Leitbildes
lrs 27.11.2013 07:03:00 1 1 459 3.66
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Appendix 5: Guidelines for SME analysis (translated by the author) 
Thank you for agreeing to this interview! 
I am particularly interested in the issue of corporate social responsibility, even though I would 
like to begin the interview with general questions and then go into details. 
I would like to record the interview in order to evaluate the data can then. Of course, the data 
will be kept confidential and any publication discussed with you. For this, the data can easily 
be made anonymous. Do you agree? 
 
PART 1: GENERAL QUESTIONS 
1. Can you introduce yourself? 
2. What does your company? What does your department? 
3. How many employees does your company have? Sales? Development of Sales? 
 
4. What’s your company’s business?  
5. What are the success factors? 
6. What is your business model? 
 
7. What is your understanding of Corporate Social Responsibility? Please explain in 3 
phrases, how do you define personal CSR and what features / activities includes this? 
 
8. What are your values, what is important for you regarding your business conduct? 
 
PART 2: Swiss SMEs and Corporate Social Responsibility 
1. How important are SMEs in Switzerland? What is your contribution to GDP?  
 
2. How important do you consider to SMEs in Switzerland? Receive SMEs the value estimate 
they deserve? 
 
Your company is obviously already very active in the area of sustainability and CSR! 
 
3. Why do you have jumped on this bandwagon? 
 pure conviction altruism: for example, Environment is important to me 
 from its own strategic reasons: for example, Employee retention, Image and Market-
ing, 
 pressure from key stakeholders: e.g. major customers, suppliers, investors 
 
4. What do you think are the main reasons why many Swiss SMEs do not deal with CSR? 
 disinterest in the topic itself: We have to abide by laws, everything else is not our job; 
we have more important problems 
 ignorance about the possible strategic benefits of CSR 
 ignorance about how any approach needs and too few resources to make detailed deal 
with it (time, personnel, money) 
 lack of resources to invest in CSR (consulting, management systems, certifications 
etc.) 
 Lack of SME specific CSR instruments and tools, often to send them to a large, inter-
national companies and are costly 
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5. What do you think are the main reasons why other Swiss SMEs deal with CSR? 
 Marketing and Image, reputation, differentiation 
 anticipation of future legal requirements 
 employee retention, an attractive employer 
 customer loyalty, customer request 
 legitimacy and roots in the community 
 pressure from industry and business associations, for example, in environmental, la-
bour, social issues 
 cost savings example through energy efficiency or reducing waste 
 innovation as by new products and processes 
 easier access to capital and pressure from investors 
 access to major networks and supply chains (MNEs) 
 
6. With whom an SME mainly comes in contact? Who expresses concrete expectations on 
SMEs or reward certain behaviour? 
 
7. What areas / stakeholders affect your CSR activities? Why these stakeholders? 
 
8. What do you think would change when to enter your company on one chance to step in the 
global market? 
 
9. If your values would change? What would change your values? 
 
10. What would keep your customers or the community it? 
 
11. How would you react if you were forced to report on CSR? E.g. from major players in the 
supply chain? Would this change your values? Why? How? 
 
12. What CSR tools use your company? 
 Binding agreements with stakeholders such as Collective agreements GAV? 
 management certifications and standards, for example, ISO 14001 for environment-
management, Social Accountability standard SA 8000 
 quality seals and product labels 
 CSR and sustainability reporting 
 sponsorship and donation activities 
 observance of international voluntary guidelines such as the Global Compact, OECD 
Guidelines, ILO Declaration 
 CSR guidelines and checklists (practical Best Practice Advice) 
 
13. Why did you decide for or against these instruments? 
 
14. Should there be instruments specific for SMEs? 
 
15. What does Mr. and Mss Swiss think about SMEs? And what about CSR? Is this important 
to them? 
 
16. Do you inform citizens about CSR efforts of your company?  
17. Are consumers interested in such information? (do they read sustainability reports? Or get 
the VA about advertising with?) 
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18. What form of CSR activities do affect your personal buying behaviour? 
 
19. What do you as consumer look at when deciding to buy something? 
 compliance with laws (product safety, advertising, Terms and Conditions, product in-
formation)? 
 Certifications and Standards and Labels for example Fair trade, organic,? 
 observance of international voluntary guidelines such as the Global Compact, the 
Global Reporting Initiative, the OECD Guidelines for Multinational Enterprises? 
 voluntary CSR own systems, policies and activities develop? 
 
20. What purpose should such an instrument have? 
 To ensure that the processes are geared towards sustainable development 
 To communicate this fact to the public 
 
21. It is important for the business owner that the instruments are connected with a certifica-
tion? 
 
22. What do you think could be the effect if this is steered by law and governmental regula-
tions?  
 
23. What is your personal relation to regulations? 
 
24. What do you think, what would change as a result of government regulations relating to 
your values? Ceiling effect as keyword! 
 
25. Why are often not included SMEs in Switzerland in decisions? As an example, the policy 
applies CSR of the covenant, which is clearly likely for MNEs. What is your opinion on this? 
 
26. What should change in the future with respect to CSR in Switzerland? 
 
27. What is the impact and how important is CSR in future? 
 
28 How do SMEs fit to this stress field and what can they contribute to improve the current 
situation?  
 
29. Where do you see room for improvement for SMEs itself and what should the government 
contribute? 
 
Finally, I would like to sincerely thank you for the time you provided to me! I will inform you 
about the findings and completed work at a later stage. In the meantime, I am always availa-
ble for any upraising question and discussion.
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Appendix 6: Questionnaire for Delphi process (translated by the author) 
1. What do you think of the model in general? What is too much, what is missing? 
2. What do you think of the factor leadership? What is too much, what is missing? 
3. What do you think of the factor employees? What is too much, what is missing? 
4. What do you think of the factor product? What is too much, what is missing? 
5. What do you think of the factor organisation? What is too much, what is missing? 
6. What do you think of the factor quality? What is too much, what is missing? 
7. What do you think of the factor education? What is too much, what is missing? 
8. How do you see yourself and your company within this model?  
9. How does this model resemble your motives and values? And how do it fit to values 
and motives of Swiss SMEs in general? 
10. How is the grade of specification of the model? Too high, too low?  
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Appendix 7: Sample answers from the Delphi process (originally taken from emails, not translated) 
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Appendix 8: Qualitative content analysis on SME peculiarities  
 
Original observations Items describing the owner-manager Items describing external strategy Items describing business model Items describing CSR
driven by idealistic motives driven by idealistic motives
role of women role of women
emphasis on ownership emphasis on ownership
size and capacity matters less size and capacity matters less
"Managers" (as opposed to owners) drive explicit CSR
"Managers" (as opposed to owners) drive explicit 
CSR
MBA managers drive rational models, MBA owners resist formalisation
MBA managers drive rational models, MBA owners 
resist formalisation
breakdown of hierarchical barriers breakdown of hierarchical barriers
CSR has many ethical origins CSR has many ethical origins
CSR is an evolution, not a strategy CSR is an evolution, not a strategy
M&A activities are a challenge M&A activities are a challenge
formalisation is not a problem, but is not favoured
formalisation is not a problem, but is not 
favoured
Forced formalisation is opportunistic Forced formalisation is opportunistic
communication on CSR is growing, not for reporting but eductional reasons
communication on CSR is growing, not for reporting 
but eductional reasons
Many CSR reports are aimed at schools Many CSR reports are aimed at schools
Links to SME school network Links to SME school network
children of owners are exposed to cultural diversity as a way to prepare for leadership
children of owners are exposed to cultural diversity as 
a way to prepare for leadership
all companies are diversified all companies are diversified
all companies actively pursue business all companies actively pursue business
niche actors niche actors
exploit swiss brand exploit swiss brand
quality product for export and domestic market alike quality product for export and domestic market alike
trust and clear value-driven business style, in all countries
trust and clear value-driven business style, 
in all countries
prefer to deal with businesses that share their culture even if economically detrimental
prefer to deal with businesses that share 
their culture even if economically detrimental
active employment & integration of disabled people active employment & integration of disabled people
supporter of the Swiss apprenticeship system
supporter of the Swiss apprenticeship 
system
Running an SME is a liftstyle choice, often to drive innovation, culture and altruism 
(succession problem)
Running an SME is a liftstyle choice, often to drive 
innovation, culture and altruism (succession problem)
SME owner-managers are envied for their independence (even if giving up security)
SME owner-managers are envied for their 
independence (even if giving up security)
see their business as detached from managers' who are 'agents of absent 
shareholders'
see their business as detached from managers' who 
are 'agents of absent shareholders'
CSR is implicit and enacted but often not linked to "bottom line"
CSR is implicit and enacted but often not linked to 
"bottom line"
support from local communities (philanthropy, pillars of local community)
support from local communities (philanthropy, pillars 
of local community)
very low staff turnover rates very low staff turnover rates
very high social capital very high social capital
this model is independent of Swiss regions this model is independent of Swiss regions
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Appendix 9: Summary on Swiss SME CSR peculiarities  
 
Company:  motives / locus 
of responsibility 
Peculiarities
Company 1: idealistic / corporate Strong costumer orientation and a business model based on quick responses to customer demands. Security for their employees on the construction sites is a key factor.
Company 2: idealistic / individual Handshake quality and trust based contracts w ithin the w orldw ide family business netw ork
Company 3: idealistic / corporate Driven by post-grow th theory, visionary w ithin the f inancial sector w ith orientation tow ards general w elfare, especially show ing corporate self-restraints by paying nearly no dividends.
Company 4: idealistic / individual Human centric design, vision driven w ith a strong focus on general w elfare, corporate altruism as business rationale. Led by a visionary do-gooder. Social enterprise, w ith a social aim.
Company 5: idealistic / individual Absolute democracy and transparency, employee buyout and therefore employee ow nership, improvement and innovation as key drivers, general w elfare is focused.
Company 6: idealistic / individual Health and security orientation, integration of employees from abroad, steady education of employees, focus on economic responsibility due to a history of losses.
Company 7: idealistic / corporate Strong quality and Sw iss market orientation, family tradition of high-end products for Sw iss costumers, commitment to Sw itzerland as only place of production
Company 8: idealistic / corporate Quality, fairness, w orking conditions is the same in China, Czech republic and Sw itzerland. The ow ner-manager is personally very engaged in the fostering of the apprenticeship system.
Company 9: idealistic / individual Cooperatively organized but w ell performing in a highly competitive industry w ith daily changing market process. Strongly social and environmental responsibility show ed by the employment of tw o (out of 54 employees) handicapped employees.
Company 10: strategic / corporate Sustainability is a part of their business as disposer. The aim of the company is the material cycle, so that also certif ications are obtained out of strategic reasons to have a competitive advantage in this price driven business of w aste and recycling.
Company 11: idealistic / individual 
Driven by quality and state-of-the art products, sacrif iced market-leadership for more environmental friendly product. Strong reliance on handshake contracts w ith timepiece industry and w orldw ide customers as w ell. Opportunistic deployment of certif icates and
standards. Vision-led.
Company 12: idealistic / individual 
Responsible behaviour is based on Christian tradition, on the belief in god as almighty pow er and on the Last Judgment. Strong family tradition of helping and integrating of handicapped, disadvantaged and underprivileged people. Integration is meant as “real” integration
into the family, w ith place to sleep and at the family table.
Company 13: idealistic / individual Responsible behaviour is rooted in family tradition and concentrated on the education of apprentices. 47 of the 150 employees are apprentices in four different professions.
Company 14: idealistic / individual Re-invested since 10 years every profit into the company to streamline it. Employs handicapped and disadvantaged people, although seeing this actions as unreasonable from a profit-seeking point of view . The ow ner-manager is a lone f ighter.
Company 15: idealistic / individual 
Business model is based in steady innovation and the search for new market niches in the food industry. The ow ner-manager is a visionary leader travelling round the w orld to find new products and suppliers. He personally takes care of transport of his products but
also for w orking and production conditions at his suppliers’ production sites in Sri Lanka, etc.
Company 16: idealistic / individual The ow ner-manager leads this company in the fourth generation and sustainability is a normal process because the business should be passed dow n to the next generation.
Company 17: strategic / corporate The aim of the company is energy harvesting w ith thermoelectric generators, sensors, w hich is a sustainable aim and highly strategic. CSR is on a corporate level, because the company w as established w ith the goal of producing renew able energy.
Company 18: idealistic / individual The ow ner-manager is a visionary leader searching for new  trends in the furniture industry, w ith strong focus on quality and closeness to customers. The ow ner-manager takes high risks by establishing his company as furniture broker.
Company 19: strategic / corporate Certif ications and GRI reporting are seen as success factor; hence the w hole company is dedicated to re-certif ication and streamlined to be appropriate.
Company 20: idealistic / individual 
Long-term, quality, trust, and fairness aims w ith strong w ish to pass the business to the fifth generation and model the values as example for the next leader, w hich is supposed to be his son, although this is not absolutely sure yet. Although, the ow ner-manager is
operating in a highly competitive market he has high quality aims, so that he rather sacrif ices an order if  he cannot meet his ow n aspirations. 
Company 21: idealistic / individual 
Organic w ines, w hich come from selected vineyard, are the key business. Interestingly there are no contracts w ith the vineyards and trust in these partnerships is the key success factor. Vision, innovation, integration and strong personal interests in organic movements
are driving CSR in this company. It is a moral activity and just “usual”, or “the w ay w e do business here”.
Company 22: idealistic / individual 
Today, total revenue is made abroad, no business activity in Sw itzerland. Nevertheless, quality aims are the success factors. This company is a hidden champion, because it is w orld market leader as highly specialized niche player. CSR is important as it operates in a
delicate business, as it constructs chemical plants in China and India. Their goal is it to provide the same quality as they w ould provide in Sw itzerland. This vision drives the business although they are operating in areas w ith low er responsibility standards. Innovation is a
key success factor and CSR lies on the individual ow ner level.
Company 23: idealistic / individual
Christian values are the basis of this company’s CSR. Although operating in a highly competitive market, the integration of handicapped juveniles and the education are important factors for the ow ner family. It established an ow n education on national level, w hich is totally
f inanced by them w ithout governmental support. 
Company 24: idealistic / individual 
CSR is the core success factor of this company’s business, inherent w ith the industrial sector of recycling. Social responsibility is as important as environmental responsibility and the vision “to contribute” or “give something back” are stronger business drivers as
economic profit. Philanthropic values as “Unternehmer-Familie” are further values.
Company 25: idealistic / individual Although in a highly competitive market, this company’s success factor is stay local, be innovative, resists the pressure of grow th and f ills the Sw iss market as high-end supplier. Quality aims are the drivers of this niche player.
Company 26: idealistic / individual Long-term oriented general constructer and architect. Further, liberalism is important and the locus of responsibility is definitively on the individual level w ith idealistic motives.
Company 27: strategic / individual Quality and niche oriented w ith focus on improvement and the integration of legal aspects into every business procedure, strong focus on law s and therefore strategic orientation tow ards ethics and general w elfare. 
Company 28: strategic / individual The CEO tries to establish energy as a common good under the members as a new  form of sharing energy gained from solar panels. The “company” is driven by the values of its founder, how ever the sustainable aim is clearly strategic and the founding reason.
Company 29: strategic / corporate
Opportunistic and liberal business conduct w ith focus on quality and high-end solutions, vision and innovation lead, employees are strongly individualistic, no attempts or measures tow ards the artif icial establishment of a corporate culture (most employees just w ork for
the company and have no other relationships w ithin the company). 
Company 30: strategic / individual 
Family tradition defines the business, w hich is quality oriented, w hile organic products alw ays played an important role. How ever, this is not seen as a competitive advantage and something new , rather it is seen as the origin of plant grow ing (“because everything is
organics”). The CEO is highly rational and CSR is seen to have positive feedback on profit.
Company 31: idealistic / corporate Driven by post-grow th theory, visionary w ithin the f inancial sector w ith orientation tow ards general w elfare, especially show ing corporate self-restraints by paying nearly no dividends.
Company 32: idealistic / individual Human centric design, vision driven w ith a strong focus on general w elfare, corporate altruism as business rationale. Led by a visionary do-gooder. Social enterprise, w ith a social aim.
Company 33: strategic / corporate The aim of the company is energy harvesting w ith thermoelectric generators, sensors, w hich is a sustainable aim and highly strategic. CSR is on a corporate level, because the company w as established w ith the goal of producing renew able energy.
Company 34: idealistic / individual The ow ner-manager is a visionary leader searching for new  trends in the furniture industry, w ith strong focus on quality and closeness to customers. The ow ner-manager takes high risks by establishing his company as furniture broker.
Company 35: idealistic / corporate Driven by post-grow th theory, visionary w ithin the f inancial sector w ith orientation tow ards general w elfare, especially show ing corporate self-restraints by paying nearly no dividends.
Company 36: idealistic / individual Human centric design, vision driven w ith a strong focus on general w elfare, corporate altruism as business rationale. Led by a visionary do-gooder. Social enterprise, w ith a social aim.
Company 37: idealistic / individual 
Today, total revenue is made abroad, no business activity in Sw itzerland. Nevertheless, quality aims are the success factors. This company is a hidden champion, because it is w orld market leader as highly specialized niche player. CSR is important as it operates in a
delicate business, as it constructs chemical plants in China and India. Their goal is it to provide the same quality as they w ould provide in Sw itzerland. This vision drives the business although they are operating in areas w ith low er responsibility standards. Innovation is a
key success factor and CSR lies on the individual ow ner level.
Company 38: idealistic / individual
Calvinistic values are the basis of this company’s CSR. Although operating in a highly competitive market, the integration of handicapped juveniles and the education are important factors for the ow ner family. It established an ow n education on national level, w hich is
totally f inanced by them w ithout governmental support. 
Company 39: strategic / corporate The aim of the company is energy harvesting w ith thermoelectric generators, sensors, w hich is a sustainable aim and highly strategic. CSR is on a corporate level, because the company w as established w ith the goal of producing renew able energy.
Company 40: idealistic / individual The ow ner-manager is a visionary leader searching for new  trends in the furniture industry, w ith strong focus on quality and closeness to customers. The ow ner-manager takes high risks by establishing his company as furniture broker.
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Appendix 10: Sample answers from the Delphi process (originally taken from emails, not translated) 
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Appendix 11: Assessment of consistency – Summary of Delphi process 
Participant Key discrepancies Assessment of discrepancy 
Government 
 Ownership: liberalistic 
(relation to the state) 
 Quality: Swissness 
 Education: apprentice-
ship system  
The Swiss model is born by owners who have a liberalistic mind-set, they profit from 
Swissness as brand while they support the Swiss dual educational system by education of 
a vast majority of apprentices. However, owner-managers are seen as stubborn and not 
easy to handle.  
Trade chamber 
 Organisation: agility 
 Quality: efficiency 
 Product: entry barriers, 
small-scale, specialised, 
niche 
The Swiss model is determined by the need to be as efficient and agile as possible as a 
result of market pressure and high fixed costs leading to streamlined production processes 
and high-end solutions. This evolves highly agile, flat, lean organisations. Further, niche 
products have high entry barriers, which is an advantage for Swiss companies but a detri-
ment for rival companies from abroad. This keeps process high. 
Media 
 Ownership: visionary 
 Education: give some-
thing back 
The Swiss business model is based on visionary owner-managers. They have a focus on 
breeding their own workforce due to highly specialised production processes that are not 
educated by public schools.  
Switzerland Global 
Enterprise 
 Product: entry barriers, 
small-scale, specialised, 
niche 
 Organisation: agility 
 Quality: efficiency, 
Swissness 
Customised services and solutions that make it nearly impossible for competitors to enter 
those markets and maximised efficiency as a result of high fixed costs due to small-scale 
production lead in most cases to optimised cost structures. However, this is permanent 
process of advancement and adjustment. 
SME 1 
 Ownership: liberalistic, 
visionary, trust-based, 
long-term 
 Employees: democracy, 
trust-based, long-term 
 Quality: Swissness 
 Education: give some-
thing back, apprentices 
The Swiss model is based on reciprocity (Caliendo et al., 2012: 398) as survival strategy 
of self-improvement and organisational evolution. Thus, trust in employees, in quality, in 
the owner and his value-set are integrative factors that build the cornerstones of the Swiss 
model. However, this is implicit and seldom explicitly communicated as mission/vision. 
This proves the moral inclination. The Swiss model is based on personal sales channels, 
often in a shop, seldom over the internet. These channels are based on long-term relations 
to the relative suppliers (in most cases SMEs) and sealed by handshake. 
SME 2 
 Product: niche, special-
ised 
 Employees: trust-based, 
long-term, tight relations 
 Organisation: networks 
The Swiss model concentrates on constant innovation driven not by basic research but by 
customer desires, thus, they have in most cases only one customer segment due to their 
niche product. The Swiss model is born by owners, who set the key partners in the com-
munity in which they often have an important role; networks and tight relations to em-
ployees bear the whole system, however this is very personal and not an anonymous group 
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of shareholders as one key groups within standard settings. 
SME 3 
 Organisation: networks, 
flat and lean 
 Quality: Swissness 
 Employees: trust-based 
and long-term 
 Product: niche 
 Education: give some-
thing back 
Personal, trust-based, tight, but informal relations to customers (and suppliers and the 
community) are the groundwork of the Swiss business model. The Swiss model is deter-
mined by the need to be as efficient as possible as a result of market pressure and high 
fixed costs leading to streamlined production processes and high-end solutions. This 
evolves highly agile, flat, lean organisation, so that key activities are reduced to the max-
imum efficiency by minimal costs. High fixed costs due to small-scale production of spe-
cialised niche products limit profits. However, as profit-maximisation is not an imperative 
in the Swiss model, the focus is not on revenue streams. 
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Appendix 12: Guidelines for focus group discussion (translated by the author) 
1. What are your motives to do CSR? 
2. Why are you interested in topics like CSR, sustainability, environment, social issues? 
3. What do you think of this topics? 
4. How do you strive for responsibility? 
5. What factors of CSR are you interested in? (environmental, economic, social issues?) 
6. What makes your approach special? 
7. How do you distinguish yourself from your competitors? By CSR eventually? 
8. What are the values you strive for? 
9. What are deciding attributes of companies in Switzerland? 
10. What do you want to change in future? 
 
  
305 
Appendix 13: Code tree of intrinsic vs. extrinsic motives 
 
  
Code-ID Position Obercode Code Alle Codings Aktivierte Codings Autor Erstellt am Alle Codings % Aktivierte Codings % Dokumente
63 1 Motives 0 0 lrs 09.04.2015 09:36:00 0.00 0.00 0
65 2 Motives Financial 40 0 lrs 09.04.2015 09:38:00 20.00 0.00 4
64 19 Motives Ethical 29 0 lrs 09.04.2015 09:38:00 14.50 0.00 3
66 20 Motives Altruistic 23 0 lrs 22.04.2015 08:12:00 11.50 0.00 2
53 5 Motives\Financial\Management approach Einvironmental 10 0 lrs 28.11.2013 10:29:00 5.00 0.00 3
46 6 Motives\Financial\Management approach Human rights 1 0 lrs 27.11.2013 11:54:00 0.50 0.00 1
44 22 Motives\Altruistic\Entrepreneurial approach Employee focus 16 0 lrs 27.11.2013 07:02:00 8.00 0.00 4
38 8 Motives\Financial\Management approach Marketing/green washing 0 0 lrs 24.11.2013 09:59:00 0.00 0.00 0
34 23 Motives\Altruistic\Entrepreneurial approach Not really important 1 0 lrs 24.11.2013 09:57:00 0.50 0.00 1
32 7 Motives\Financial\Management approach Sustainability 3 0 lrs 24.11.2013 09:53:00 1.50 0.00 3
30 9 Motives\Financial\Management approach Shareholder value 1 0 lrs 24.11.2013 09:50:00 0.50 0.00 1
29 26 Motives\Altruistic\Entrepreneurial approach Society focus 0 0 lrs 24.11.2013 09:50:00 0.00 0.00 0
26 25 Motives\Altruistic\Entrepreneurial approach Quality 6 0 lrs 14.11.2013 11:21:00 3.00 0.00 4
25 27 Motives\Altruistic\Entrepreneurial approach Liberalistic 8 0 lrs 14.11.2013 11:15:00 4.00 0.00 3
8 24 Motives\Altruistic\Entrepreneurial approach Customer orientation 6 0 lrs 07.11.2013 09:26:00 3.00 0.00 2
59 33 Motives\Altruistic\Entrepreneurial approach Social capital 2 0 lrs 28.04.2014 08:54:00 1.00 0.00 2
58 40 Motives\Altruistic\Entrepreneurial approach Trust based 3 0 lrs 28.04.2014 08:49:00 1.50 0.00 1
57 35 Motives\Altruistic\Entrepreneurial approach Family tradition 5 0 lrs 28.04.2014 08:49:00 2.50 0.00 1
56 36 Motives\Altruistic\Entrepreneurial approach Innovation_visionary 5 0 lrs 01.03.2014 08:19:00 2.50 0.00 2
51 34 Motives\Altruistic\Entrepreneurial approach Communication/Cooperation 0 0 lrs 28.11.2013 07:26:00 0.00 0.00 0
42 3 Motives\Financial Management approach 4 0 lrs 24.11.2013 10:02:00 2.00 0.00 3
41 21 Motives\Altruistic Entrepreneurial approach 11 0 lrs 24.11.2013 10:02:00 5.50 0.00 3
40 18 Motives\Financial\Management approach Image oriented 5 0 lrs 24.11.2013 10:02:00 2.50 0.00 2
23 37 Motives\Altruistic\Entrepreneurial approach Regional basement 2 0 lrs 14.11.2013 11:13:00 1.00 0.00 2
20 38 Motives\Altruistic\Entrepreneurial approach Own checklist 1 0 lrs 14.11.2013 11:10:00 0.50 0.00 1
7 17 Motives\Financial\Management approach Instruments 1 0 lrs 07.11.2013 09:20:00 0.50 0.00 1
6 39 Motives\Altruistic\Entrepreneurial approach Values 2 0 lrs 07.11.2013 09:15:00 1.00 0.00 2
52 32 Motives\Altruistic\Entrepreneurial approach Confrontation 0 0 lrs 28.11.2013 07:28:00 0.00 0.00 0
55 16 Motives\Financial\Management approach Lucrative 1 0 lrs 28.11.2013 11:19:00 0.50 0.00 1
54 31 Motives\Altruistic\Entrepreneurial approach too abstract 0 0 lrs 28.11.2013 10:40:00 0.00 0.00 0
50 15 Motives\Financial\Management approach Greenwashing 1 0 lrs 27.11.2013 12:14:00 0.50 0.00 1
49 30 Motives\Altruistic\Entrepreneurial approach More trust 1 0 lrs 27.11.2013 12:13:00 0.50 0.00 1
39 14 Motives\Financial\Management approach Labels 0 0 lrs 24.11.2013 10:00:00 0.00 0.00 0
28 29 Motives\Altruistic\Entrepreneurial approach High costs 2 0 lrs 14.11.2013 11:26:00 1.00 0.00 1
24 11 Motives\Financial\Management approach For capital providers 1 0 lrs 14.11.2013 11:13:00 0.50 0.00 1
22 4 Motives\Financial\Management approach no NPO pressure 1 0 lrs 14.11.2013 11:12:00 0.50 0.00 1
21 13 Motives\Financial\Management approach Supplier demands 2 0 lrs 14.11.2013 11:11:00 1.00 0.00 1
14 12 Motives\Financial\Management approach Consultants 0 0 lrs 07.11.2013 10:28:00 0.00 0.00 0
10 28 Motives\Altruistic\Entrepreneurial approach Regulation negative 2 0 lrs 07.11.2013 10:14:00 1.00 0.00 1
9 10 Motives\Financial\Management approach Regulation positive 4 0 lrs 07.11.2013 10:14:00 2.00 0.00 1
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Appendix 14: Code memos of intrinsic vs. extrinsic motives 
 
  
Code Titel Autor Erstellt am Memotext Seite Herkunft
Motives\Financial\Management approach\Lucrative Lucrative lrs 06.12.2013 11:06:00 Reporting tools are above all a lucrative business. 1 Code
Motives\Altruistic\Entrepreneurial approach\too abstract too abstract lrs 06.12.2013 11:07:00 Reporting tools are above all too abstract for SMEs. 1 Code
Motives\Financial\Management approach\Greenwashing Greenwashing lrs 06.12.2013 11:07:00 Reporting tools are above all an istrument for greenwashing (of MNEs). 1 Code
Motives\Ethical\More trust More trust lrs 06.12.2013 11:11:00 Reporting tools are usefull to create more trust among players in economy. 1 Code
Motives\Financial\Management approach\Labels Labels lrs 06.12.2013 11:12:00 Reporting tools lead above all to more labels. 1 Code
Motives\Altruistic\Entrepreneurial approach\High costs High costs lrs 06.12.2013 11:13:00 Reporting tools create above all high costs. 1 Code
Motives\Financial\Management approach\For capital providers For capital providers lrs 06.12.2013 11:21:00 Reporting tools are above all meant and useful for capital providers to gain control
over their customers.
1 Code
Motives\Financial\Management approach\no NPO pressure no NPO pressure lrs 06.12.2013 11:36:00 No pressure on companies from NPOs towards the indtroduction of reporting tools. 1 Code
Motives\Financial\Management approach\Supplier demands Supplier demands lrs 06.12.2013 11:37:00 The suppliers or customers ask for the application of reporting tools ba companies. 1 Code
Motives\Financial\Management approach\Consultants Consultants lrs 06.12.2013 11:37:00 Reporting tools are above all new area of business for consultants. 1 Code
Motives\Altruistic\Entrepreneurial approach\Regulation negative Regulation negative lrs 06.12.2013 11:38:00 The regulation by reporting tools are foremost seen as something negative. 1 Code
Motives\Financial\Management approach\Regulation positive Regulation positive lrs 06.12.2013 11:38:00 The regulation through reporting tools is seen as something positive. 1 Code
Motives\Altruistic\Entrepreneurial approach\Communication/Cooperation Communication/Cooperation lrs 06.12.2013 11:43:00 Business model is based on cooperation and communication with stakeholder groups. 1 Code
Motives\Financial\Management approach Management approach lrs 06.12.2013 11:44:00 Manageriall or shareholder value approach is mainly found. 1 Code
Motives\Altruistic\Entrepreneurial approach Entrepreneurial approach lrs 06.12.2013 11:44:00 An entrepreneurial approach by founders and patrons of SMEs is found. 1 Code
Motives\Financial\Management approach\Image oriented Image oriented lrs 08.12.2013 07:59:00 Business model is mainly focused on image preservation or fostering. 1 Code
Motives\Ethical\Regional basement Regional basement lrs 08.12.2013 08:00:00 Business model is based on a regioanl anchorage and doing business with near
trading partners.
1 Code
Motives\Altruistic\Entrepreneurial approach\Own checklist Own checklist lrs 08.12.2013 08:00:00 The business model relies on own checklistes for "doing good". 1 Code
Motives\Financial\Management approach\Instruments Instruments lrs 08.12.2013 08:01:00 Business model significantly relies on instruments (reporting tools, BSC etc.). 1 Code
Motives\Ethical\Values Values lrs 08.12.2013 08:02:00 Business model is based on strong (family, patron, entrepreneurial) internal and
instrinsic values, not upon extrinsic incentives.
1 Code
Motives\Financial\Management approach\Confrontation Confrontation lrs 08.12.2013 08:03:00 Business model is fiused on confrontation with e.g. MNEs. 1 Code
Motives\Financial\Management approach\Einvironmental Einvironmental lrs 08.12.2013 08:04:00 CSR is mainly focused on environmental issues, topics and activity. 1 Code
Motives\Financial\Management approach\Human rights Human rights lrs 08.12.2013 08:05:00 CSR in mainly focused on human rights and the adherence of human rights by e.g.
NPOs.
1 Code
Motives\Altruistic\Entrepreneurial approach\Employee focus Employee focus lrs 08.12.2013 08:06:00 CSR should mainly be focused on employees and the social aspect. 1 Code
Motives\Financial\Management approach\Marketing/green washing Marketing/green washing lrs 08.12.2013 08:06:00 CSR is an instrument for greenwashing and marketing of MNEs to pretend doing good 
and to preserve their image.
1 Code
Motives\Altruistic\Entrepreneurial approach\Not really important Not really important lrs 08.12.2013 08:08:00 CSR is not important in the today's world. 1 Code
Motives\Financial\Management approach\Sustainability Sustainability lrs 08.12.2013 08:08:00 CSR is a synonym for sustainability. 1 Code
Motives\Financial\Management approach\Shareholder value Shareholder value lrs 08.12.2013 08:08:00 CSR is mainly focused on the preservation of shareholder value. Shareholders are
the only important stakeholder group for a conpany.
1 Code
Motives\Ethical\Society focus Society focus lrs 08.12.2013 08:09:00 CSR is seen as a concentration on society and societal issues. 1 Code
Motives\Ethical\Quality Quality lrs 08.12.2013 08:10:00 CSR is a synonym for product/service quality. 1 Code
Motives\Altruistic\Entrepreneurial approach\Liberalistic Liberalistic lrs 08.12.2013 08:10:00 CSR is based upon a liberalistic attitutude of doing good by doing well. 1 Code
Motives\Ethical\Customer orientation Customer orientation lrs 08.12.2013 08:10:00 A costumer or consumer orientation is the foundation of "real" CSR. 1 Code
Motives\Ethical\Trust based Trust based lrs 28.04.2014 08:49:00 Business model relies on handshakes 1 Code
Motives\Altruistic\Entrepreneurial approach\Family tradition Family tradition lrs 28.04.2014 08:50:00 Family is the business 1 Code
Motives\Financial Financial lrs 22.04.2015 08:12:00 Extrinsic motivation, strategic, business case for CSR 1 Code
Motives\Ethical Ethical lrs 22.04.2015 08:14:00 Intrinsic motive, CSR as moral duty 1 Code
Motives\Altruistic Altruistic lrs 22.04.2015 08:15:00 Intrinsic motive, expression of altruism 1 Code
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Appendix 15: Significant statements of small companies  
 
Kommentar Dokument Code Anfang Ende Gewicht Segment Erstellt am Dokumentgruppe
Group discussion_small Motives\Altruistic 11 11 50 A standard is also motivation, that's clear. But I have evded to do anything with ISO,
because I herad only negative things and a lot of my collegues just stopped to to the
certification. 
24.04.2015 11:43:00 Gruppe 1
Group discussion_small Motives\Altruistic 19 19 50 These entrepreneurs als real "lighthouses". This can be traced back to the business
model where altruism plays an important role.
25.04.2015 08:37:00 Gruppe 1
Group discussion_small Motives\Altruistic 22 22 50 The culture of altruism is established by the owner. 25.04.2015 08:37:00 Gruppe 1
Group discussion_small Motives\Altruistic 35 35 50 I see this as personal trait, to contribute to society. 25.04.2015 08:38:00 Gruppe 1
Group discussion_small Motives\Altruistic 114 114 50 To "give something back" is exactly what motivates small companies. We do not
have any financial interets in CSR.
25.04.2015 08:42:00 Gruppe 1
Group discussion_small Motives\Altruistic 115 115 50 This is a process of reciprocity, we take something from society and give back what
we can: social support for communities, education to the youth and last but not least
jobs to the region we are based in. 
25.04.2015 08:42:00 Gruppe 1
Group discussion_small Motives\Altruistic 117 117 50 I wanted to express this ba "to give something back. 25.04.2015 08:42:00 Gruppe 1
Group discussion_small Motives\Altruistic 106 106 50 This is much too altruistic for me. It is clear that education is important and a crucial
issue, but we just have scarce workforces so this is not altruism that drives us to
educate people, it is a survival strategy.
25.04.2015 08:43:00 Gruppe 1
Group discussion_small Motives\Altruistic 19 19 50 There is no causality between the good ststus of CSR in Switzerland and regulation.
We do this voluntarely and we will be reluctatnt to do anything that is regulated by
laws. 
25.04.2015 08:44:00 Gruppe 1
Group discussion_small Motives\Altruistic 83 83 50 The owner-manager is very close to the customer, and this is very important, thus
the leadership is also very direct. So it is the vlaue set of leaders and their will to
contribute that makes up CSr in Switzerland. 
26.04.2015 07:11:00 Gruppe 1
Group discussion_small Motives\Altruistic 33 33 50 There are overarching features in SMEs, worldwide. 24.04.2015 10:07:00 Gruppe 1
Group discussion_small Motives\Altruistic 35 35 50 The owner-manager is permanently scrifiying his time, power, money, to follow his
values and to contribute to CSR apart from any financial motive. 
24.04.2015 10:07:00 Gruppe 1
Group discussion_small Motives\Altruistic 40 40 50 SMEs have the conflict to have opportunities abroad that you cannot fulfil while
keeping your values and virtues. Thus you have to set some cornerstones of waht is
important for your business.
24.04.2015 10:08:00 Gruppe 1
Group discussion_small Motives\Altruistic 35 35 50 I am convinced that the world of SMEs are steered by vivions and not by money and
I assume a parallel world of Smes and MNEs, while the latter is chasing money. This
differnetiates SME CSR from MNE CSR, the former is intrinsically motivated the latter
extrinsically. 
24.04.2015 10:08:00 Gruppe 1
Group discussion_small Motives\Altruistic 41 41 50 This is the Morgarten principle. SMEs are permanently under pressure from MNE to
skip their values over board and follow the money world of MNEs. But SMEs are
reluctant and doing a guerillia war like the "Eidgenossen" in the battle of Morgarten. 
24.04.2015 10:08:00 Gruppe 1
Group discussion_small Motives\Altruistic 46 46 50 SMEs really look after their employees. This is an important part of their CSR. Just
look waht happens in front of your door. 
24.04.2015 10:08:00 Gruppe 1
Group discussion_small Motives\Altruistic 50 50 50 CSR is based on values and especially younger people today search for a sense in
their life not for money. 
24.04.2015 10:09:00 Gruppe 1
Group discussion_small Motives\Altruistic 49 49 50 There are different models, purely opportunistic ones or value driven ones. 24.04.2015 11:39:00 Gruppe 1
Group discussion_small Motives\Altruistic 45 45 50 You want to keep your staff, longer than their pension age in some cases. We are
integrating handicaped people as well. This is our aim. The question is, whether tehre
will be a generation shift?
24.04.2015 11:40:00 Gruppe 1
Group discussion_small Motives\Altruistic 17 17 50 The networks are grown over generations. This is an evolution and not a
consequence of strategic planning. So is the case with CSR, this is grown over ages. 
24.04.2015 11:41:00 Gruppe 1
Group discussion_small Motives\Altruistic 16 16 50 The question remains how to reduce the law part also from the other side. Because
with this reduction comes an increase in the need to do networking. 
24.04.2015 11:41:00 Gruppe 1
Group discussion_small Motives\Altruistic 31 31 50 My thesis is that the values of SMEs are over steering nationally grown patterns and
institutional frameworks. 
24.04.2015 11:43:00 Gruppe 1
Group discussion_small Motives\Altruistic 35 35 50 The parallel world exists in the education world, where owner-manager educate their
children driven by strenghts and not by weaknesses. This is pureliy intrinsically
motivated. 
26.04.2015 07:05:00 Gruppe 1
Group discussion_small Motives\Altruistic\Entrepreneurial approach 22 22 50 You can become a manager but you are not able to become a leader. Leadership is a
personal trait that cannot be trained but is a factor given from the day of your birth.
Manager are quicker that's true and decisions are faster if a manager takes them top-
down. However they are not rooted. 
25.04.2015 08:38:00 Gruppe 1
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Appendix 16: Significant statements of MNEs 
 
Dokument Code Anfang Ende Gewicht Segment Erstellt am Dokumentgruppe
Group discussion_large Motives\Ethical\Quality 56 56 50 But you can do it without more expensive things.   26.04.2015 07:02:00 Gruppe 2
Group discussion_large Motives\Financial 21 21 10 No I think we are a frontliner of an industry and we founded the Cement
sustainability Initiative (CSI), which is willing to set standards for the industry. As
such we work together with the industry to raise the standards. Because we believe
that's the way this industry can be sustainable
25.04.2015 08:58:00 Gruppe 2
Group discussion_large Motives\Financial 43 43 50 In general we support regulations because they point into the right direction. And for
us it is a competitive advantage because we are committed to the technology etc. to
make the regulation happen.  
26.04.2015 06:55:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach 25 25 50 But the small ones do not go to China because they cannot. I personally worked in
China since 1993 and there are great people there. By our presence we bring
technologies and methodologies and solutions to China and they choose to adapt,
because they are smart. The quality of the industry parks, that's also responsibility, if 
you compare the factories in Europe with the new ones in the developing countries,
that's an issue, their factories have much higher standards with highest technologies
than the ones in Europe. We also learn from them and we benefit from the lower
costs there
25.04.2015 08:59:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach\Einvironmental 49 49 50 Because we know how to make Zero emission buildings. In absolute words. But you
can have 30% reduction of the emission. We know how to do it. I believe there is a
room for us to bring our contribution and our improvements and our solutions there.   
26.04.2015 06:55:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach\Einvironmental 59 59 50 No because if you buy a flat you do not buy an optimization of the building. So what I
can see is that if you have regulations that give incentives to energy optimization in
the buildings. Like in France. The emission and the loss of energy in the buildings is
only 18% due to those regulations. So consistent policy on that had an impact there.   
26.04.2015 06:56:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach\Einvironmental 54 54 10 It impacts! Just imagine we know how to make zero emission buildings. And 30% of
the CO2 emission on the earth comes from the buildings. It is incredible. But how to
influence, how to impact. because these industries and this supply chain are very
conservative. 
26.04.2015 07:03:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach\For capital providers 73 73 10 In a way it's also am message to investors, because they choose us because we
have pension funds and things like that. Investors know that we take the right
decisions now. It has value and some investors really value that. More than
customers.  
26.04.2015 07:00:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach\Human rights 15 15 100 : For me when talk about CSR, then you tend to think about environmental issues,
which are important, but for me sustainability means that we take care of the people,
health and safety is my priority Nr. 1, people come to us to work and return safely!
Second, if you want to be sustainable you need a good financial performance.
25.04.2015 08:58:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach\Image oriented 33 33 50 We place our brand and the value of our brand is 4 Billions $ but some are not
prepared to pay more and the payment is not huge.
26.04.2015 06:54:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach\Image oriented 43 43 50 But it is difficult to have regulations in one place and not in the other. Especially
within a global company. So we don't do it, but we could easily ship from North Africa
where there are no regulations at all.
26.04.2015 06:54:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach\Image oriented 35 35 50 Yes, that's why I said to be careful. For instance we developed a concrete in Mexico,
to save 20% energy emission from the building. That's a big step. We promote these
products and we sit together with green labels etc. But it is more for prestige
buildings.  
26.04.2015 06:57:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach\Image oriented 77 77 20 We do voluntary activity outside, so cooking in a foundation for people. and by doing
that we are part on this spirit, we invest our personal time. I did it once with my
executive committee in a field for animals and we raised the level of engagement
and commitment. And ultimately our performance depends on people. And that's why 
I think it's a good thing to do as motivational tool. And I learn this in my previous
company after the crises we had to take very harsh measures and the crisis was so
long and there was no financial leavers and this one is a very strong one.  
26.04.2015 07:01:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach\Lucrative 69 69 80 I think that we can report but what matters if you really do it, so a report does not
proof that we really do it. We can issue nice reports but what matters is the
substance. 
26.04.2015 06:59:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach\no NPO pressure 24 24 25 However the NGO were not happy about that because they preferred to have a Swiss
company involved. So when we are no longer there it is not a progress, so ultimately
we should be there and with the capability to influence. Life is not black and white, so
for human rights it is also a plus to be there. And so NGOs have insights. 
26.04.2015 07:04:00 Gruppe 2
Group discussion_large Motives\Financial\Management approach\Regulation positive 59 59 25 No because if you buy a flat you do not buy an optimization of the building. So what
I can see is that if you have regulations that give incentives to energy optimization in
the buildings. Like in France. The emission and the loss of energy in the buildings is
only 18% due to those regulations. So consistent policy on that had an impact there.   
26.04.2015 06:58:00 Gruppe 2
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Appendix 17: Code tree of comparative overview 
 
  
Code-ID Position Obercode Code Alle Codings Autor Erstellt am Alle Codings %Aktivierte Codings % Dokumente
63 1 Explicity/imlicity 0 lrs 18.05.2015 00:00:00 0.00 0.00 0
65 2 Explicit Explicit 40 lrs 18.04.2015 09:38:00 20.00 0.00 4
64 19 Implicit Implicit 29 lrs 09.04.2015 09:38:00 14.50 0.00 3
66 20 Explicity/implicity Explicity/imlicity 23 lrs 22.04.2015 08:12:00 11.50 0.00 2
53 5 Language_Communication/explicit approach Einvironmental 10 lrs 28.05.2015 10:29:00 5.00 0.00 3
46 6 Language_Communication/explicit approach Human rights 1 lrs 27.05.2015 11:54:00 0.50 0.00 1
44 22 Language_Communication/explicit approach Employee focus 16 lrs 27.05.2015 07:02:00 8.00 0.00 4
38 8 Language_Communication/explicit approach Marketing/green washing 0 lrs 24.05.2015 09:59:00 0.00 0.00 0
34 23 Language_Communication/explicit approach Not really important 1 lrs 24.05.2015 09:57:00 0.50 0.00 1
32 7 Language_Communication/explicit approach Sustainability 3 lrs 24.05.2015 09:53:00 1.50 0.00 3
30 9 Language_Communication/explicit approach Shareholder value 1 lrs 24.05.2015 09:50:00 0.50 0.00 1
29 26 Language_Communication/implicit approach Society focus 0 lrs 24.05.2015 09:50:00 0.00 0.00 0
26 25 Language_Communication/implicit approach Quality 6 lrs 14.05.2015 11:21:00 3.00 0.00 4
25 27 Language_Communication/implicit approach Liberalistic 8 lrs 14.05.2015 11:15:00 4.00 0.00 3
8 24 Language_Communication/implicit approach Customer orientation 6 lrs 07.05.2015 09:26:00 3.00 0.00 2
59 33 Language_Communication/implicit approach Social capital 2 lrs 28.04.2015 08:54:00 1.00 0.00 2
58 40 Intent/explicit approach Trust based 3 lrs 28.04.2015 08:49:00 1.50 0.00 1
57 35 Intent/explicit approach Family tradition 5 lrs 28.04.2015 08:49:00 2.50 0.00 1
56 36 Intent/explicit approach Innovation_visionary 5 lrs 01.03.2015 08:19:00 2.50 0.00 2
51 34 Intent/explicit approach Communication/Cooperation 0 lrs 28.05.2015 07:26:00 0.00 0.00 0
42 3 Intent/implicit approach Management approach 4 lrs 24.05.2015 10:02:00 2.00 0.00 3
41 21 Intent/implicit approach Entrepreneurial approach 11 lrs 24.05.2015 10:02:00 5.50 0.00 3
40 18 Intent/implicit approach Image oriented 5 lrs 24.05.2015 10:02:00 2.50 0.00 2
23 37 Intent/implicit approach Regional basement 2 lrs 14.05.2015 11:13:00 1.00 0.00 2
20 38 Intent/implicit approach Own checklist 1 lrs 14.05.2015 11:10:00 0.50 0.00 1
7 17 Motives/explicit approach Instruments 1 lrs 07.05.2015 09:20:00 0.50 0.00 1
6 39 Motives/explicit approach Values 2 lrs 07.05.2015 09:15:00 1.00 0.00 2
52 32 Motives/explicit approach Confrontation 0 lrs 28.05.2015 07:28:00 0.00 0.00 0
55 16 Motives/explicit approach Lucrative 1 lrs 28.05.2015 11:19:00 0.50 0.00 1
54 31 Motives/explicit approach too abstract 0 lrs 28.05.2015 10:40:00 0.00 0.00 0
50 15 Motives/explicit approach Greenwashing 1 lrs 27.05.2015 12:14:00 0.50 0.00 1
49 30 Motives/implicit approach More trust 1 lrs 27.05.2015 12:13:00 0.50 0.00 1
39 14 Motives/implicit approach Labels 0 lrs 24.05.2015 10:00:00 0.00 0.00 0
28 29 Motives/implicit approach High costs 2 lrs 14.05.2015 11:26:00 1.00 0.00 1
24 11 Motives/implicit approach For capital providers 1 lrs 14.05.2015 11:13:00 0.50 0.00 1
22 4 Codification/explicit approach no NPO pressure 1 lrs 14.05.2015 11:12:00 0.50 0.00 1
21 13 Codification/explicit approach Supplier demands 2 lrs 14.05.2015 11:11:00 1.00 0.00 1
14 12 Codification/explicit approach Consultants 0 lrs 07.05.2015 10:28:00 0.00 0.00 0
22 4 Codification/explicit approach no NPO pressure 1 lrs 14.05.2015 11:12:00 0.50 0.00 1
21 13 Codification/explicit approach Supplier demands 2 lrs 14.05.2015 11:11:00 1.00 0.00 1
14 12 Codification/explicit approach Consultants 0 lrs 07.05.2015 10:28:00 0.00 0.00 0
10 28 Codification /implicit approach Regulation negative 2 lrs 07.05.2015 10:14:00 1.00 0.00 1
10 28 Codification /implicit approach no NPO pressure 2 lrs 07.05.2015 10:14:50 1.00 0.00 1
10 28 Codification /implicit approach Entrepreneurial approach 2 lrs 07.05.2015 10:14:09 1.00 0.00 1
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Appendix 18: Summary of secondary data analysis and excerpt of coded statements 
Country / reference Summary / Coded statements in red 
Italy 
Campopiano et al. 
(2012) 
 
 
 
 
 
 
 
Coppa and Sriramesh 
(2013) 
A study conducted among 12 family and seven non-family SMEs from Bergamo, Italy, confirmed that CSR is not widely ap-
proached by them; hence, they do not have a formal definition for CSR (Campopiano et al., 2012: 328). Further, the knowledge of 
formal instruments to communicate CSR near activities is scarce and the Bergamo SMEs do not report their activities, although 
they would accomplish those (Campopiano et al., 2012: 329). Issues related to the adoption of good employee-employer relations 
are seen as really important, including training courses, flexible hours, and periodic meetings to challenge results and strategies 
(Campopiano et al., 2012: 328f.). Direct stakeholders (customers, suppliers, and the community) are the recipients of their social 
activities (Campopiano et al., 2012: 328f). Quality certifications of their suppliers are required while only low-threshold measures 
are taken regarding customers, since most SMEs in Bergamo sell to retail customers (Campopiano et al., 2012: 329). Donations to 
religious or parish institutions, amateur sport and social activities with a direct impact on the territory are the most frequent prac-
tices (Campopiano et al., 2012: 329). In general, the Bergamo SMEs demonstrate high level of responsible business practices, such 
as measures of energy consumption, water waste, and packaging reduction (Campopiano et al., 2012: 329).  
A further study on Italian SMEs points to the fact that they mainly practice CSR through relational methods, by informality, with 
an internal orientation, and with little evidence of a strategic purpose (Coppa and Sriramesh, 2013: 37). Having a CSR department 
is nearly non-existent and monitoring of CSR is mainly based on informal feedback, primarily from employees (Coppa and 
Sriramesh, 2013: 37). Coppa and Sriramesh (2013: 37) stress that many Italian SMEs are family businesses and display a paternal-
istic approach by the owner/manager, who contributes largely to a familiar environment along Catholic tradition. This combination 
of Catholic tradition, fascist/communist subcultures, and high level of masculinity constitutes the foundation of the Italian SMEs’ 
CSR approach: centralised decision-making driven by moral motivations revolving round the owners/managers’ personal values, 
and the Catholic component with the Roman church spreading its social doctrine (also through the Pope Benedictus XVI’s encyc-
lical Caritas in Veritas) are playing key roles in shaping the future status of CSR in Italy (Coppa and Sriramesh, 2013: 37). 
Cameroon 
Demuijnck and 
Ngnodjom (2013) 
Cameroonian SMEs consider themselves responsible for the well-being of their employees, and with qualification, for their com-
munity (Demuijnck and Ngnodjom, 2013: 658). They further reject all forms of nepotism and tribalism whereas they do not feel 
responsible for the effects of their activity on the natural environment (Demuijnck and Ngnodjom, 2013: 660). However, they take 
in first place their responsibility for employees’ health and security on the work floor that is approached on a voluntary base, inter-
estingly, the different administrative status of employees seems not to matter at all (Demuijnck and Ngnodjom, 2013: 659). For 
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Amashi et al. (2006) 
instance, in the case of an accident on the floor, the owner/manager bears the costs of the treatment independent from a regular or 
non-permanent contract (Demuijnck and Ngnodjom, 2013: 659). Though Cameroonian SMEs have to cope with corruption and 
extortion of civil servants the owners/managers do not feel responsible for the rampant corruption in Cameroon (Demuijnck and 
Ngnodjom, 2013: 659). Nevertheless, CSR addresses the peculiarity of socio-economic development challenges like healthcare 
provision and poverty alleviation rather than fair trade or green marketing (Demuijnck and Ngnodjom, 2013: 660).  
This is in clear contrast to activities European or US SMEs concentrate on. Amashi et al. (2006: 99f.) for instance argue, that in-
digenous companies in developing countries give priority to philanthropy in form of providing health care, education to their em-
ployees and community rather to broader ethical duties (environmental protection or combating of corruption) and they relate this 
philanthropy to their traditional socio-cultural heritage of network solidarity based on kinship. 
Netherlands 
Graafland and Van de 
Ven (2006) 
Bertens et al. (2011) 
Uhlaner et al. (2012) 
 
Spence et al. (2000) 
Several Dutch studies (Spence et al., 2000; Van de Ven and Graafland, 2006; Bertens et al., 2011; Uhlaner et al., 2012) brought 
about, that Dutch SMEs have a strong market-driven approach to sustainability, however in addition they express strong intrinsic 
ethical motives, since CSR is seen as a moral obligation towards society (Van de Ven and Graafland, 2006: 6).  
In general this includes on the one hand the development of eco-innovative products and services, on the other hand, in contrast to 
Bergamo’s SMEs, also the communication about sustainability and the issue of related reports (Bertens, et al., 2011: 122).  
In addition, Dutch SMEs are extensively involved in their local trade associations and communities with the goal to define and 
enforce environmental protection standards (Uhlaner et al., 2012: 413).  
This model of collective problem solving and policy development – known under the “polder model” – underpins the importance 
of civil society in the Dutch SME context (Spence et al., 2000: 954). 
UK 
Spence et al. (2000) 
 
Worthington and Patton 
(2005) 
This contrasts findings from UK SMEs, which tend to view environmental or sustainability issues as a cost factor rather than an 
opportunity, e.g., for competitive advantages (Spence et al., 2000: 949). This could be traced back to the fact, that the governmen-
tal regulations remaining a dominant motivator for environmental activities in the UK and therefore, self-regulation is not likely to 
work well (Spence et al., 2000: 951).  
UK SMEs seem to have little incentive to improve their environmental performance beyond the minimal legal standard and the 
explanations for this fact are various: lower per capital UK governmental spending in the protection of the environment (compared 
to, for instance, the Netherlands) and the impression SMEs gained from society that, in general, they are not of importance to the 
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Williams and Schaefer 
(2013) 
 
 
 
 
 
 
Worthington et al., 
(2006) 
 
wide public (Worthington and Patton, 2005: 202).  
Williams and Schaefer (2013: 179) pointed to the fact, that UK SMEs see some salience – mainly based on a diverse range of pop-
ular sources (i.e., internet, media) rather than on information targeted to their companies – in climate change, because climate 
change affect their personal lives and therefore they showed less confusion about this peculiar phenomenon than in earlier studies. 
The same managers see a clear contradiction in UK governmental policy and wasted resources (time, money, and public attention), 
which discourage them from taking pro-environmental action, in other words, the only motivators are most commonly based on 
personal values and engagement of the mangers themselves (Williams and Schaefer, 2013: 181). These values were generally non-
religious (in contrast to e.g., Italian SMEs or the first (i.e., agricultural) sector in Switzerland, however humanistic, or derived from 
science, particularly from the understanding of “the place of humanity in the course of evolution”, while several respondents stated 
that they had experienced a concern for the environment and society from an early age as a part of their upbringing (Williams and 
Schaefer, 2013: 182). Depending on the sector (e.g., chemical industry) legal and regulatory requirements are seen as external 
motivators as well, although personal values were still the key motivator wanting these SMEs to go beyond legal compliance, and 
as a consequence, UK SMEs stated that CSR and sustainability issues should become more emotional and less formal (Williams 
and Schaefer, 2013: 181). 
Worthington, Ram and Jones (2006) examined Asian SMEs in the UK and discovered interesting facts in terms of social capital, 
bonding and bridging respectively. However, the idea of social responsibility tends to be seen in very unspecific and broad ways 
within the Asian business (Worthington et al., 2006: 207). The types of organisational involvement range from: donation to the 
community and to charities, supporting the arts, lobbying for particular cause, cause-related marketing to ethical purchasing and 
investment (Worthington et al., 2006: 209). Sharing best practice on social, ethical, and environmental responsibility, while 
benchmarking these activities against others, investing in deprived areas, engaging people traditionally excluded from the labour 
market (disabled or homeless people), and supplier diversity initiatives were other reported activities among Asian UK SMEs 
(Worthington et al., 2006: 209). Interestingly, CSR was likely to become more important once the organisation had achieved the 
financial bottom line: the latter is seen as “the springboard from which action in the wider community could be launched” 
(Worthington et al., 2006: 209). The intrinsic side of social responsibility is about employees, customers etc., on the extrinsic side 
the SMEs are trying to set up funds for themselves, so that the business should support the charity (Worthington et al., 2006: 209). 
Whether defined narrowly as action in the community or more broadly as responsibility towards a variety of internal and external 
stakeholders, CSR is seen as a moral duty (Worthington et al., 2006: 210). Besides, Asian UK SMEs are involved in a variety of 
CSR related social and business relationships, e.g., formal roles in the Asian Business Federation or Chamber of Commerce, 
which is a clear sign for engagement in such forms of CSR “to build both bonding and bridging social capital” (Worthington et al., 
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2006: 210) – a fact that is not reported to the same extent from not Asian SMEs in the UK. 
Australia 
Sen and Cowley (2012) 
 
 
 
 
 
Wartick and Cochran 
(1985) 
Torugsa et al. (2013) 
An Australian study conducted by Sen and Cowley (2012: 420), reports a strong philanthropic participation of SMEs in supporting 
charities, fund raising, sponsorship, and employee benefits, while engagement in customer or supplier related CSR is nearly inex-
istent. Among the most popular explanations were: supporting business near stakeholders, giving back to the society, of which the 
company sees itself as a member, and operating the business ethically, moreover, creating a business reputation, helping communi-
ty organisations and following social norms (Sen and Cowley, 2012: 420). The expenses on CSR related topics are mostly ad hoc, 
whereas resources are recognised as the major constraint and the participation depends to some extent on business performance 
(Sen and Cowley, 2012: 421), comparable to e.g., Asian UK SMEs. Australian SME owners/managers often take time out of their 
schedule to engage with institutions in the near community that had no direct stake in the business, because the connections with 
these institutions are seen instrumentally for the purpose of networking or information gathering/sharing (Sen and Cowley, 2012: 
421). The seemingly greater attention of lower salient stakeholders is an interesting fact, especially from a stakeholder point of 
view. Hence the stakeholder salience is not the criterion for Australian SMEs’ social participation (Sen and Cowley, 2012: 422).  
In general, profit-maximisation is not an imperative for SMEs in Australia, however they prefer to be seen as a community mem-
ber besides a personal satisfaction (Sen and Cowley, 2012: 422), a fact that could be confirmed by other studies (Wartick and 
Cochrane, 1985: 760; Torugsa, O’Donohue and Hecker, 2013: 384), which focus on the proactive approach Australian SMEs 
demonstrate above and beyond regulatory requirements. 
Finland 
Lähdesmäki and Suutari 
(2012) 
Similar findings are reported from 25 Finish SMEs. They point to the strong embeddedness in localities and the heterogeneous 
networks of personal and company connections (Lähdesmäki and Suutari, 2012: 485). For those SMEs responsibility is more than 
a reaction on normative pressure or taking care of their legal obligations (Lähdesmäki and Suutari, 2012: 489). The core functions 
of business exceed the sole manufacturing of products or providing services by contributing something to the welfare of the local 
community as one of the stakeholders in a greater network of businesses (Lähdesmäki and Suutari, 2012: 489). Their responsible 
business is often based on the idea of “enlightened self-interest” (Johnson et al., 2008: 146), in terms of, that bearing responsibility 
for the local community is thought to be according to the best interests of the SMEs’ business (Lähdesmäki and Suutari, 2012: 
489). As a consequence, the key driver for community engagement is the awareness of positive outcomes, although these out-
comes rarely are of any direct financial benefit, on the contrary, the actual effects – such as positive reputation and reciprocal local 
collaborations – are rather difficult to measure (Lähdesmäki and Suutari, 2012: 489). Besides these benefits, social embeddedness 
is based on reciprocity. This reciprocity is understood as a moral norm, indeed, the relationships between Finish SMEs and the 
community leads to a “circle of reciprocity” where the mutual, interactional advantages are acknowledged by both parties 
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(Lähdesmäki and Suutari, 2012: 489). Hence, both sides seem to invest in the success of the other: local communities appreciate 
SMEs by asking them for their opinion and offering them the option to comment on local affairs, so that SMEs positively response 
by commitment to their village and their investment in the economic development (Lähdesmäki and Suutari, 2012: 488f.). Hence, 
local involvement is not considered a threat to rational business operations, but optimal social proximity between Finish SMEs and 
local communities is mutually beneficial for both parties (Lähdesmäki and Suutari, 2012: 490). 
Germany 
Spence et al. (2003) 
A study conducted in 15 German SMEs showed that none of the owner/manager had a role in traditional civic leadership (Spence 
et al., 2003: 21). The reason is that they have no time for so-called “secondary activities”, because daily operations are a heavy 
burden solely born by owner/manager and a small number of relatives or underlings (Spence et al., 2003: 22). Similar to Dutch and 
Asian UK SMEs a great number of German firms where engaged in sector or small-firm specific organisations, e.g., in the German 
Chamber of Commerce (Spence et al., 2003: 21). The reasons for those engagements are seen from an arms-length position and 
the time invested is a measure to establish the company (Spence et al., 2003: 22). Intra-sector collaboration is often reported and 
identified as important source of social capital. The form of such connections is wide ranging: exchange of information and rec-
ommendations, subcontracting, or borrowing equipment (Spence et al., 2003: 22). These often long-lasting, informally cooperative 
links have their origin in dropped out employees, who are again employed within the sector and everyone is supplying something 
to the other and vice versa (Spence et al., 2003: 22). However, this collaboration is not reported to be on a bigger scale, it is more 
“a helping each other out, so that everybody can take things a bit easier” (Spence et al., 2003: 22). On the other hand, comparably 
to Swiss SMEs, cross-sectorial networking in the broader local business community is rare and only found under geographical 
proximity, e.g., between neighbouring firms located in the same industrial estate or street (Spence et al., 2003: 23). Such activities 
could include the organisation of a Christmas barbecue for neighbours and customers, whereas also cases of “the dark side of so-
cial capital” (Putnam, 2000: 355) were reported, e.g., hijacked agendas from informal meetings to forward own agendas of com-
plains against leaseholders (Spence et al., 2003: 24). In general, German SME managers invoked notions of community and a feel-
ing of wanting “to give something back”, of making friends, and to establish business ties in the long-run where contracts and 
networks are generated through work (Spence et al., 2003: 25). Overall there are several parallels to Swiss SMEs, which need to 
be further scrutinised. 
Hong Kong 
Studer et al. (2008) 
Opposite to those findings, a study conducted with stakeholder groups in Hong Kong (Chamber and Business Association, NGOs, 
governmental authorities, academia, legislative council, finance sector, media) emphasised supply chain pressure as the most ef-
fective driver for environmental change there (Studer al., 2008: 295). A range of means to promote environmental change – such 
as fiscal policy, energy process, voluntary agreements, consumer preference, employee pressure, etc. – was presented to those 
stakeholders and the likely effectiveness against the likelihood of it being implemented was assessed by them (Studer al., 2008: 
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295). Overall, they saw means that influence company competitiveness as being more effective than voluntary agreements or em-
ployee pressure (Studer al., 2008: 295). Supply chain pressure is seen as most effective in terms of its likelihood to become more 
important in future (Studer al., 2008: 295) – this is opposed the attitude of a number of SMEs’ owners/managers (not only from 
Hong Kong but also e.g., in Switzerland) when they were asked in other studies about meaningful measures. Nevertheless, Studer 
et al. (2008: 296) found that SMEs in general do not react on non-financial incentives due to the competitive climate in Hong 
Kong and financial means were judged as too bureaucratic and unlikely to be implemented in Hong Kong’s strong free market 
economy and narrow tax base. 
China 
Li (2012) 
76% of 1500 Chinese companies surveyed in a study conducted by the CSR Development Center of Ministry of Commerce re-
ported to have never heard of a Code of Conduct and 58% are not aware of standards like SA 8000 or ISO 26000 wherefrom the 
author concludes that Chinese companies (including SMEs) lack knowledge and attention to CSR (Li, 2012: 570). In addition, he 
reports that at present law-making on CSR is divided into various laws and regulations such as product quality and consumer pro-
tection law, environmental and social protection laws, and a general, systematic system is not implemented yet (Li, 2012: 571). 
Nevertheless, especially the SME sector faces competition from multinational commodity supply chains, thus, CSR campaigns has 
become an important factor of globalisation and a factor of international competitiveness (Li, 2012: 569). Some respondents, how-
ever, added that competitiveness only exists if accountability exists – e.g., in terms of standards (as SA 8000) to differentiate and 
there through enhance core competitiveness, increase appeal as employer, gain customer loyalty, and improve supervision (Li, 
2012: 569). The respondents further wished that the promotion of CSR should be increased to attract attention of the whole Chi-
nese society, so that economy structure should be adjusted to promote an industry structure upgrade apart from quantity-dominated 
growth aims, labour laws and production conditions, quickening law making, and exerting the function of media – in order to am-
plify the mechanism of CSR supervision and restriction (Li, 2012: 571). 
Taiwan 
Lin et al. (2009) 
The results from a study conducted among manufacturing SMEs in Taiwan (listed on the Taiwan stock exchange for more than 
three years, ranked within the top 200 manufacturing firms in Taiwan, donated a minimum of NT$ 2.5 million in 2003) point to 
the fact that the intensity of CSR investments has no significant positive impact on return on assets (ROA) as a short-term variable 
of corporate financial performance (CFP) (Lin, Yang and Liou, 2009: 60). This implies that at least in the short run “the better a 
firm’s investment in CSR the better its financial performance” is not the case (Lin et al., 2009: 60). Nevertheless, the reported key 
drivers for nurturing and maintaining societal welfare in Taiwan are: the decision to be environmentally sustainable, a strong 
commitment to corporate social governance, and an open dialogue with stakeholders (Lin et al., 2009: 59). To achieve these prin-
ciples SMEs devote a certain percentage of their pre-tax profit to community involvement in the form of donation that can be used 
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to support health, education and charitable work, and general welfare (Lin et al., 2009: 59). 
Singapore 
Lee et al. (2012) 
Compared to those findings, research from Singapore reported slightly different results: 63.7% of all respondents are well aware of 
CSR, which include philanthropic and concerns of environment (Lee et al., 2012: 304). In specific, owners/managers from Singa-
pore indicate that fostering truthful information, as well as training and enhanced benefits for staff, providing quality products and 
employee empowerment, helping local communities, caring for the environment, ensuring safety standards and anti-discrimination 
rules, and respecting individual rights can be classified as “their” CSR (Lee et al., 2012: 304f.). Likewise, an ethical impetus, insti-
tutional responsibility, individual values (e.g., to be a Good Samaritan), relationships (such as the sense of family and belonging), 
governmental influence, and an instrumental rationale for improving profits were mentioned as reasons for the high CSR aware-
ness in Singapore (Lee et al., 2012: 305f.). The reported barriers for a successful implementation of CSR activities are: business 
goals (profit as core business driver), stakeholder apathy, lack of resources (mainly time, know-how and manpower, astonishingly 
not money), and situational reasons, like bad economy and recent scandals in the charity sector in Singapore (Lee et al., 2012: 
309f.). 
Austria 
Ortiz Avram and Kühne 
(2008) 
Gelbmann (2010) 
Höllerer (2013) 
A case study describing an Austrian noodle factory revealed that the consideration of social goals in the Human Resources and 
Marketing & Sales departments is prevalent for CSR there: the company offers, as a family tradition, accommodations for its em-
ployees and a system of fringe benefits going beyond legal requirements (e.g., every employee is allowed to carry home 6 kg of 
pasta/month) (Ortiz Avram and Kühne, 2008: 471). The company has also an in-house academy offering free training and lan-
guage classes, as non-German speaking immigrants are part of the staff in almost every Austrian SME and German courses are 
implemented to promote integration and development opportunities to workforce from abroad (Ortiz Avram and Kühne, 2008: 
471). The authors conclude that responsible business behaviour is not a matter of getting SMEs away from their usual way of do-
ing things, since SME owners/managers in Austria are well aware of the fact that they can only “do well in the long run by doing 
good” to society and environment (Ortiz Avram and Kühne, 2008: 472). 
US 
Ryan (1989) 
 
 
A number of US studies explored the motivations of SME owners/managers, or entrepreneurs as they are named in these studies 
respectively. The reported internal factors for ethical or responsible business practices are: community norms, upholding the law 
and peer pressure, fear of punishment, higher religious or moral principles, and anticipation of rewards (Ryan, 1989: 92). In terms 
of external factors there were statements concerning: regional anchorage, publicity, churches, competition, regulations, public and 
media disclosure, contemporary social standards, and critics of businesses (Ryan, 1989: 92). In addition, US entrepreneurs are 
sometimes stricter and at other times more lax than others in their ethical judgments, depending upon the issues being considered 
(Ryan, 1989: 93). The issues where entrepreneurs appeared to be more ethical were around health and safety at work, discrimina-
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Wilson (1986) 
 
Brown and King (1982) 
Chrisman and Fry 
(1982) 
Chrisman and Archer 
(1984) 
tion, favouritism, tax evasion, and insider trading (Ryan, 1989: 95).  
Following Wilson (1986: 18) the respondents from his study stated that doing the thing called “social responsibility” was neces-
sary for “the role of profit” as such acts lead to repeated business, a good reputation, etc. Brown and King (1982: 15ff.) surveyed 
122 US SMEs and observed that SMEs’ ethics were higher than the ones of public offices or MNEs. SMEs rated the importance of 
equal employment opportunities, efficient use of resources higher than private individuals; hence, the major contribution of SMEs 
to society is the providing of jobs and innovation (Christmas and Frey, 1982: 25).  
In relation to demands and perceptions of the general public US SMEs assess their social responsibilities in a quite adequate way 
(Christmas and Archer, 1984: 47). This brings about the danger that a misinformed public will not be aware of potential drawbacks 
of proposed governmental regulations and laws (Christmas and Frey, 1982: 25). A good example is the minimum wage law that 
has the tendency to undermine the generation of new jobs and innovation within SMEs because it decreases marginal gains when 
SMEs employs low-skilled or unexperienced staff (Chrisman and Archer, 1984: 56). Similar to the results from Switzerland, 
Chrisman and Archer (1984: 54) conclude that the public needs to be better informed about SMEs’ economic role, social contribu-
tion, and specifics, e.g., as employer, for innovation, in regard to flexibility. 
Spain 
De la Cruz Déniz Déniz 
and Katiuska Cabrera 
Suárez (2005) 
Spanish SMEs are reported to be a heterogeneous group in terms of their orientation towards CSR (de la Cruz Déniz Déniz and 
Cabrera Suárez, 2005: 38). De la Cruz Déniz Déniz and Cabrera Suárez (2005: 35) found three clusters within Spanish SMEs: the 
first cluster is mainly characterised by considering social action not a source of competitive advantage. These companies do not 
have the resources and capabilities to solve social problems, in other words, they have the objective of “profit-maximisation” and 
social issues are considered to generate net costs (de la Cruz Déniz Déniz and Cabrera Suárez, 2005: 35). The second cluster com-
promises companies that consider social responsibility a source of competitive advantage that allows new regulations and laws to 
be avoided (de la Cruz Déniz Déniz and Cabrera Suárez, 2005: 36). These companies seem to have the resources and capabilities 
to resolve social problems, although they have still a quite socio-economic approach and a reduced vision of social investment: 
social responsibility should at least bring some net profit to the company (de la Cruz Déniz Déniz and Cabrera Suárez, 2005: 36). 
Social implications are neither a source of competitive advantage nor a way of avoiding legislation within the third cluster (de la 
Cruz Déniz Déniz and Cabrera Suárez, 2005: 36).  
Hence, this group fits a philanthropic profile towards CSR, as these companies believe that they should foster a genuine relation-
ship with society, community, and stakeholders – even if it is considered a net cost (de la Cruz Déniz Déniz and Cabrera Suárez, 
2005: 36). Interestingly, the first cluster is mostly in the first generation and on average 34 years old, whereas the third philan-
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thropic cluster is ten years older and in the third generation (de la Cruz Déniz Déniz and Cabrera Suárez, 2005: 36). 
Chile & Catalonia 
Tamajón and Fond I 
Aulet (2013) 
A study from Chile and Catalonia reported that recycling, the encouragement of customers to be environmentally friendly, select-
ing sustainable suppliers, and the use of renewable energy were the main claims of SMEs in those regions in terms of environmen-
tal issues (Tamajón and Fond i Aulet, 2013: 39). Social measures mainly concentrate on support of local community development, 
heritage conservation, and respect for local cultures (Tamajón and Fond i Aulet, 2013: 41). Concrete measures are taken by the 
owners/managers regarding family-work balance, having disabled-friendly facilities, the cooperation with social projects, however 
with lower interest in other measures, such as customer awareness or the hiring of disabled people (Tamajón and Fond i Aulet, 
2013: 42).  
The most popular economic measures are: hiring local people and paying them just salaries, often above average, promoting local 
products among customers, choosing suppliers that support local development, whereas, on the contrary, training programmes for 
staff and charitable giving are seldom (Tamajón and Fond i Aulet, 2013: 42). “Not knowing what to do” contributed by 20% and 
concerns about increased management costs by 61% (Tamajón and Fond i Aulet, 2013: 42f.). Lack of budget is the most reported 
hurdle for being more responsible or introduce more measures, this is followed by lack of time (Tamajón and Fond i Aulet, 2013: 
42), similar to many other studies, mainly to the ones from Germany (Spence et al., 2003: 22). 
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Appendix 19: Additional material (electronic files) 
 Transcripts 
 MAXQDA files 
 VennMaker files 
 Published papers 
 Six monthly and annual reports from Surrey 
 Pdf file of thesis 
